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1847 ROGERS BROS 


PRICES 
REDUCED 


All 5 popular patterns 
at a new, popular price. 


Your best-selling unit — 
52-piece service for 8 at 
$79.75 (with chest $89.75). 


Plus a special Silver Celebration Bonus! 
This magnificent Silver Service Platter 
shiningly beautiful . .. wonderfully con- 
venient for modern dining and gracious 
entertaining ... wonderful gift item! ... 
Only $1 extra (plus 10¢ Fed. tax) 
when your customer buys her 52-piece 
service. Regular retail value — $17.50. 








See your Approved Wholesale Distribu- 
tor for complete details. Make your 
plans now to tie in with 


Visit The International Silver 
Company Exhibit at the 


New York Jewelry Trade Show 1847 ROGERS BROS 


Sert Room, Waldorf-Astoria 
AUGUST 10-14 AMERICA’S FINEST SILVERPLATE 
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there’s a difference 


in diamonds 


AND 


The man may pay for her diamonds, 
but she's the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
she desires. 
These selections are available 
on memo from William Levine 
to make your store the diamond 
center of your community. 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
_ diamond necklace. 
Available on memo. 


William Levine Company 
Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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CIRCULAR-KEYSTONE 


AUGUST 1958 


Do you wish you could talk personally with 
the country's leading manufacturers of watches 
and silverware? Get them to tell you how they 
feel about business prospects for Fall and 
Christmas, new lines they're coming out with, 
their pricing and distribution plans? Well, 
we've done just that for you. The telephone 
dial on our cover symbolizes exclusive-to- 
JC-K “Person to Person" confidences of 20 
industry leaders (see page 94) .... And don't 
miss our preview of the RJA convention in 
New York (page 90); or our dozen timely 
articles that give you fresh ideas in Merchan- 
dising and Promotion (see index, below )— 
all designed to help you plan for bigger Christ- 
mas business. 
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New York—RJA Convention and 
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The world’s 
thinnest 
selfwinding watch 
with a ballbearing 


Those who Fashion the Future demand Perfection 


case conceals the extra-thin «Centenaire» «Centenaire» 


Only a few men control development and 
progress, but the pioneers of action shape 
the future because they aim at perfection 
in everything — and this means in watches 
too, for to-day success may depend on 
seconds. The Eterna- Matic «Centenaire» 
allies «grand luxe» to high precision to 
form the most perfect timekeeper of our day. 
«Centenaire», the crowning achievement 
of over one hundred years’ experience in the 
Eterna Works at Grenchen (Switzerland), 
is the world’s thinnest automatic watch 
with a center-second. The superbly elegant 


movement, a basically new conception 


06 VT-1428 automatic 
waterproof, stainless 


in the development of the wellproven steel, 18 carat gold 


ballbearing* rotor. 


Another Eterna-Matic 
creation 07 VT-1414 
automatic, waterproof 
Stainless steel 


* The ballbearing of the Eterna: Matic is 18 carat gold 
smaller than the head of a match, the ™“ 
ball diameter being only 65 hundredths * ™ 
ofa millimetre. A thimble would hold 30000 — 

of them, and their weight of a tnousandth dy <p 
of a gramme each is so light that theywill — seryicr IN 


float on water. 


124 COUNTRIES 


eT eR AE MAT IO 


The last word in watchmaking 


ETERNA WATCH COMPANY OF AMERICA INC., 677 FIFTH AVENUE, NEW YORK 22, N.Y. 
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K & B brings you a wonderful new idea to 
help you step-up your diamond sales! 


matching /f J « 


No. 2362/22 Mi. J é 


No. 147/2282/22 No. 45/2283/22 No. 2363/22 Bride's Wide 


Shown rs but one of a splendid vanety of 
new designs vn this great “Quartet” series! —&% @ lovely 


The Series consists of matching sets of FOUR rings each. You get a bridal BRIDAL 
set and a bride & groom wedding ring set. Step up your bridal set 

customers to a trio by offering the groom’s ring. If you fail, you can offer 

another customer the remaining bride & groom set. If you succeed in selling 

3 rings, the fourth ring can be sold as a wide-wedding-ring. 


Engagement Ring Wedding Ring Groom's Wedding Ring Wedding Ring hd 
Ml, 
Vee. 


aise 


Thus, you are never left with an “orphan.” Yet you always have an oppor- 
tunity to sell THREE rings to a bridal pair customer. The FOURTH ring 
avoids the condition of being left with a groom’s ring, which, by itself is 
usually not readily saleable. Instead, it leaves you with a desirable bride 
and groom set. K&B creative merchandising solves a problem and gives you 
extra sales. 





HAVE YOU SEEN K&B’s Perfect Lock? New! “Quartet” Series of 
It’s America’s Finest Ring Lock! newspaper Mats Available: 


The wonderful, new ‘Flip-Grip” action is easier to 


operate and infinitely more durable. Jewelers every- K&B products distributed 


where proclaim far superior to anything on the : | ' 
market. See it. (Pat. No. 2,809,502). through youl W holesaler ; 


URL BUGICMERAING. == 


<> 136 W.52nd ST., NEW YORK 19, N. Y. Wide 
"é OFFICES IN CHICAGO AND LOS ANGELES saves msseaee Wedding 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. Ring 
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WESTCLOX 


introduces new 


SURE-FIRE PROFITMAKERS! 











ORBIT — decorative electric wall SPUR LUMINOUS— keywound alarm clock 

clock, white (No. 1440) or black with extra bright dial, antique white 
(No. 1441) (No. 20) or gold bronze (No. 21) 

dealer cost $8.18 dealer cost $3.15 

consumer price $12.95 consumer price $4.50 


eye, 


ANDOVER — electric alarm clock, sculp- PENTHOUSE—keywound alarm clock BABY BEN SEQUIN—keywound alarm 

tured look in driftwood (No. 1410) or in rich solid walnut case, luminous clock exquisitely styled in pink 

black (No. 1411), luminous (No. 465) (No. 354) or turquoise (No. 355), 
dealer cost $5.24 dealer cost $5.56 luminous 

consumer price $7.95 dealer cost $6.65 


consumer price $7.98 ' 
consumer price $9.95 


NOW! Westclox offers you more sure profit than ever before! 
These fresh, original designs have all been tested for 
maximum consumer appeal. They’re priced and promoted 
a aati to bring you fast sales at a FULL PROFIT. 

ee cewo > a wage a vonern Don’t miss these exciting Westclox products. Sell the line 

smartly cased in solid mahogany. that has more, does more and makes more for you. Sell Westclox. 

Plain (No. 1347) or luminous (No. Get the full story from your Westclox wholesaler. 

oe dealer cost, plain $5.90 

luminous $6.56 


consumer price, plain $8.98 Prices shown are suggested retail or Fair Trade 
luminous $9.98 prices and subject to 10% Federal Excise Tax. 


World’s largest manufacturer of timepieces 


WES TCLO XxX 


WESTCLOX, MAKERS OF BIG BEN ¢« DIVISION OF GENERAL TIME CORPORATION 
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Awothov advent Loy PALLADIUM *. 
w RING MANUFACTURE 


* a sister metal of PLATINUM 


ALSAN MANUFACTURING presents this NEW 
development that will mean 
MORE SALES FOR RETAIL JEWELERS 


A new ring sensation which combines a palladium 
setting and an 18 kt. gold shank is now available 
at 14 kt. gold prices. 

Jewelers the world over know that palladium’s 
gleaming whiteness, mirror-like brilliance and su- 
perior strength make it a “natural” for holding 
diamonds securely, adding to their fiery brilliance 
and magnifying their size. We all know that 18 
karat is finer gold, more expensive and desirable. 
You’ve never seen such brilliance, styles or color. 
Alsan Manufacturing Company, one of the coun- 
try’s leading ring producers, is featuring these 
new rings as part of a current promotion. 
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Ask to see Alsan’s great new Sophisticate line of 
ensembles and locked sets sold through author- 
ized wholesalers. 
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BAKER SETTING DIVISION 
850 PASSAIC AVENUE 


EAST NEWARK, N. J. 


é 
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our WIDE WEDDING RING promotion 


a 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 


@® Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 


@ FREE This eye-arresting 3-dimensional! pink 
and grey velvet covered window displayer. 













@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@® And remember— Polishook 

service is always depend- 
able... 24 hour delivery 
on ‘‘specials.”’ 





nly available with 12 styles illustrated. 


50 
Your total cost only $198 


See uS al.. 


WALDORF-ASTORIA HOTE 
Room 865 and Space 127-128 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St. 


‘i i 


Display © 


NEW YORK TRADE SHOW 


L, NEW YORK—AUGUST 10-14 





There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
to see you. 





Wise Prophets On Profits Say... 


a) ELL it and SELL iT 
TO THE TEENS =: 


\ 


- \ 


Bureau of Advertising POLISHOOK GOES TO WORK FOR YOU 
FACTS & FIGURES 


From A Study Conducted THE MINUTE YOU PLACE AN ORDER! 
ro - 
Among Almost 5,000 Teenagers ; 

On Their Buying Habits : 


1 « What do our teens buy for themselves with 


' 
their own money” 40% buy their own jewelry: 
el | 


w! ihe Handsome, two-tone inventory 
i ket today? ik xm oe | 4 control, in-store showcase display. 
y 3 How big 1s — teense, 1955) — almost A ; it Contains 36 rings of pene ener 
16 130,000 (U.S. pansee e and growing in te if . f v . 

0% of the total population — @ oT By 1965, bt ‘y ranging from 5 to 7'. All sizes up 
ene and purchasing power — ay: nt : am ih to 8'2 available at no extra cost. 
it will be more than 24,000,00V. ae 

e market in terms 
pene pocketed some 
56 in allowances — 
nd incomes derived from jobs. 00,000,000 or 
“pocket money” Will buige to $i." 


we CT THATS 
more 4 year. 


TREASURED 
teens. Some oe 
, k in on our working 
4. 10 oer steady. full-time — ao oe gr 
Sar rie a e veer Eye-Catching pink and grey velvet 
. ’ . + n ; | , . ) 
Saturdays baby pone oe, Bie through the a? “ Eye-Catching pink and gre 
so teenage work force rises tO | 


ths. Pp! 
more than 9,00¥, over the vacation mon us an Extra Bonus of 
5. It is wise 


- - 6 FREE RINGS 
customer loyalty early . aus: 
almost over night they 10 
ties of adults, 


AST RIGHT FOR YOUR \) 
HEARTS DELIGHT ’ 
IS THE B VALENTINE'S DAY >. 
tial for adv 4 
fabulous. If you I 


T TO a Love 
product, a service T 
wm THE TEENS! 












































MOTHER'S 


TO GET YOUR SHARE OF pas te 
THIS NEW PLUS PROFIT 
PROMOTION FROM 


Interchangeable window displayer cards for Pee teks Cul eof 
POLISHOOK ACT NOW! every important teenage gift giving event! 12 REMEMBER: wae 
TRAINEE LINER REN MLNS A aE Re EL SINS 
First results are in and the enthusiastic 


response of jewelers everywhere is FREE | 2 COLUMN NEWSPAPER AD MAT 
overwhelming. a 


Your Total Return... . *473°"' 
Your Total Cost...... 180 


your tora prorir 293” | K. POLISHOOK & SON, Corp. 


This Promotion Consists of: 














A GOWN . 











916 East 45th Street, New York 17, MUrray Hill 7-1664 
14 rings to retail at $795 each Manufacturers of “Everything in Rings” Since 1898 
14 rings to retail at $10°% each 


Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
14 rings to retail at $1495 each CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 
+ Not including Fed. Tox. 





PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 








FOR JEWELERS ONLY? 





Get ready to join Jewelers 
in their Ith Annual 


Plan to attract customers to 








the free promotion kit we have 





window display, mat ads 








Prepare to sell the newest and best 


Prepare to promote their 


Details of The Watchmakers of Switzerland 
promotion kit are being mailed 
directly to your store this month. 


Make your store local headquarters 
for this nationwide jeweled-lever watch promotion. 
Our own promotion theme will urge customers 
The envelope will include instructions on how you 
can order your Watch Parade Time material. 


to see the watches you plan to 
advertise, display and sell. 
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all over the country 
Watch Parade Time, October 6-18. 


your store by ordering 








developed for your use— 





local publicity, sales training aids. 








in Swiss jeweled-lever watches. 


modern features and fashions. 





FOR THE 12TH YEAR, FEATURING THE SLOGAN: 

“For the gifts you'll give with pride, let your jeweler be your guide.” 

ie tine 
UI 


° THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF Sew le d-Le a 


— Swiss Watches 


x 






o> o Sin, 
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everlasting beauty- 
everlasting quality 





el-t- lena ae-lalemm ela ilit-taler— 
at a moderate price 


Lig 


131] LOMBARD STREET, PHILADELPHIA 47, PA. 
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SETTINGS 


q......-COMPARE......) 


Same size center diamond 
in both rings. 


ACTUAL 
PHOTOGRAPH 


= " SEE US AT THE , | , 
| NEW YORK SHOW — Ps 
Baguette or emerald cut AUGUST 10-14 Diamond in Emeraid-Fire 
diamond in FEATURE RING SUITE Baguette 
ordinary setting #7E-F-G-H Gem-on-Gem setting 
WALDORF-ASTORIA 


Pm THE SECRET — 4 baguette dia- 
Me partly under a baguette orem- 


Now... the luxu 


Contact your aut ; orized FEATURE 1 38 iN N NG. y 


FEATURE RING CO., INC. 130 WEST 
WORLD'S LARGEST MANUFACTURER OF INTE LOCKIN' 
‘Rings enlarged to show detail. * Patent applied for. valid. . 





This is the full page ad 
your customers 
will be seeing in 


..oand this is the 
name they'll be 
— looking for in 


with poe 


The buying spotlight is on self-winding watches and 
it’s going to stay that way. You've felt it coming. You 
know it’s here. And Mido is the one watch that can help 
you make the most of it. Mido is fast becoming the most 
wanted self-winding watch in the business...and here’s why: 
MIDO has the quality—best engineered self-winding 
mechanism made. Only 7 parts instead of 16 as in con- 
ventional self-winding watches. Slimmer silhouette. And 
accurale. 

MIDO has the most complete line—By far the world’s 
largest selection of styles in self-winding watches. 
MIDO has the ruggedness—Fully waterproof*. Shock- 
protected. Anti-magnetic. Unbreakable mainspring. 
MIDO has the high fashion look—World’s tiniest self- 
winding ladies’ watches...smaller than a dime...and 
dependable! 


.»eNov. 24 


AND, MIDO has new selling helps galore! New Theatre 
Films, New TV Films, New Mat Service, New Displays, 
Brochures, Counter Cards... plus a year ‘round program 
of national advertising. 


ORDER NOW and get your stock in shape for real business 
this Fall. GET OUT FRONT AND STAY OUT FRONT WITH MIDO. 


WRITE FOR THIS CATALOG! 
Showing the world’s 

largest selection 

of self-winding watch styles. 


Mido Watch Company of America, Inc., 580 Fifth Ave., New York, 36 
In Canada: 699 St. Maurice St., Montreal 


*As long as case, cyrsta! and crown remain intact. 





THE WATCH 


Never? 

That’s right, you never have to wind a Mido. It winds 
itself as you wear it. Wonderful convenience, of course. 
But even more important, it gives you a more accurate 
watch because the mainspring stays wound to precisely 
the right tension for perfect timekeeping. 

Accurate for how long? An Army Major writes: ““My 
Mido has served me through 19 years and two wars. 
Casualties so far: an occasional strap. Nothing more.” 

Mido watches have shown this unusual kind of 
stamina in the heat of the Sahara, the ice of Alaska, the 
damp of the Congo. A Mido is fully waterproof*—so 
waterproof you can swim or bathe with it. Protected 
against severe jolts and accidental falls. Anti-magnetic. 
Mainspring can’t break. The worry-free watch! 





® 
Midler... oc the watch you never have to wind 


GIVE 








woe 















Amazingly enough, Mido ladies’ watches are just as 
sturdy, yet fashionably tany. And Mido “Miniatures” 
are tinier still—smaller than a dime. 

Go to your jeweler and pick your Mido now. Because 

Mido makes only self-winding watches, you can choose 
from the largest gift selection of styles. Give a Mido 
with pride. And for interesting literature, write Mido, 
Dept. L58, 580 Fifth Ave., New York 36. In Canada: 
699 St. Maurice St., Montreal. 
A—-MACKENZIE I1. Stainless steel case with concealed stem; raised 
markers $89.50. Also black dial. B—SY BIL. Stainless steel case; black 
or white dial $89.50. In 14K gold $200. C—DATOMETER I. Date 
in window changes at midnight; stainless steel; luminous dial $97.50. 
Others from $67.50 to $1000. Prices include Federal Taz. 


*As long as case, crystal and crown remain intact. 
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WORLD'S TINIEST 
SELF - WINDING 
WATCH! 






























BELLODGIA 
14K Florentine 
engraved yellow 
gold bracelet 
watch $315 
Other “Miniatures” 
from $89.50. 
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Tritart pinys & eweet end hol, high and tow, 
in new tyricel arrangements of beads... beads... beads! 
Neckiaces in st faahionabdie lengths—fram ropes to 
muiti-strand casusis! Bracelets as you Mke them! 
Esrrings that wing, cluster or Dutten! 


Colors. Spanish Topaz, Green Agate, Red Agate, Give Agate, 






as appearing in 


FULL-COLOR, 
| 1| | ‘ARI DOUBLE-PAGE SPREAD 


MADEMOISELLE 
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Introducing a timeless design 
.. created for America today! 


IN NEW SOLID 


STA! NLESS 
Y ONEIDA 
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carefree beauty of solid stainless! Pre-tested for 
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NE W 
SUCCESS-STORY PACKAGING 
BY ONEIDA 


GnEIPACR, a 


hae = \\ \ 


Stainces® 


Introductory Offer! 
NEW COMPARTMENT TRAY 


to introduce the new “Paul Revere’” pattern 


New Compartment Tray is smart, || New Compartment Tray is furnished Free 
attention-getting, useful in the home. | with the following sets of “Paul Revere” 


lé-pe. Setfor 4... .... .. . $19.95 
24-pc. Setfor6. .... ... . . $29.95 


some Salem maple finish, solid wood con- 34-pe. Setfor8. . 2 . . . - « « . $39.95 
Seee Geter G. wc te ww ts CI 


struction. Goes equally well with period or 

: E ; e (Place Knives have hollow handles and 
modern homes, ideally suited to introduce e mirror stainless forged serrated blades) 
: All prices subject to regular trade discount 


Here’s packaging that helps you sell! This 
extra value for your customers has a hand- 


new “Paul Revere.” 
*Trade marks of Oneida Ltd. 
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SUCCESS-STORY PATTERN DISPLAY 
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Another Success-Story Traffic-Stopper by Oneida! 
This $16 value display included FREE with introductory assortment! 


Here’s a display that’s a real shopper- | Display FREE with this Introductory Assortment 


stopper. Like bringing fresh sunshine into 1- 16-pc. Set of “Paul Revere” 


your store yet it takes only 182 inches : 1-24-pe. Set of “Paul Revere” 


of counter space. Colorful, sturdy and last- 3 Additional sets, your choice of pattern and size 


ing. One fork in each pattern is included! < in either Deluxe or Premier line. 





SUCCESS-STORY ADVERTISING 
Howe = Ae ORE -8 | 


_ ont 
am 


ae mer 


aes a Greatest National" 


LIV I Campaign 


* fee 


es ik 


cE Sa ved m 6 6of any 
G a 1 Stainless 
"i Tableware 


Oneida increases its dynamic national advertising this Fall! Now, your Oneidacraft advertising will be 
read in MORE homes, reach MORE consumers, presell MORE of your customers than ever before. 


BETTER HOMES AND GARDENS SUNSET 
Half Page Spread — Oct. Half Page Spread — Nov. Two Page Spread — Oct. Two Page Spread — Nov. 


GOOD HOUSEKEEPING MODERN BRIDE 
Half Page Spread — Oct. Half Page Spread — Nov. Two Page Spread — Oct. Two Page Spread — Jan. 


LIVING FOR YOUNG HOMEMAKERS BRIDE'S MAGAZINE 
Two Page Spread — Oct. Two Page Spread — Oct. Two Page Spread — Jan. 


PARENTS’ MAGAZINE 
Two-Thirds Page Spread — Oct. Two-Thirds Page Spread — Nov. 


-_ 54 Direct Mail Follow-up by Oneida 
Os sae .-..- Direct to Your Customers! 


ty: = Creates Traffic, Creates Sales, Creates Plus-Profits for You! 
The only service of its kind in any stainless line 


saananninn WW ANN “= Every customer who registers the 
—— = Oneidacraft guarantee will re- 
a ceive a hard selling brochure from 
RE ATITEE | Oneida selling her on the advan- 
“cua tages of returning to your store 
_ now to complete her set. . . easily 

SOLID eamcace : ... inexpensively! 


y¥ONEIDA 


suversmiTH#S =— & 
Oneida Ltd. Silversmiths 
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THE INDUSTRY'S FIRST 


Now, with J-B’S 
‘‘PUSH-PIN ACTION”, 
you can transform a 
regular length tele- 
scope into a long or 
short as quickly and 
easily as when you 
attach a band to the 
lug end of a watch! 
No special tools 
required... no need 
to expand band... 
no bending of any 
parts! That’s why 
J-B MULTI-SIZE 
Telescopes retain 
their original strength 
— are never weakened 
by repeated re-sizing! 





MULTI-SIZE 











TELESCOPIC EXPANSION BANDS WITH 


TO SHORTEN BAND 


1. Depress push-pin on 








Ta ABABA BABA RS EXE) 


NO. 6506 — KEYSTONE $6.70; RETAIL $7.95 T.1. 





NO. 6509 — KEYSTONE $6.70; RETAIL $7.95 T.1. 


side of MULTI-SIZE 
LINK. 


D\= 

“PUSH PIM OPENING Puse Pim 

2. Disconnect adjacent 
ink. 


. Revect te remove 
whole link. 


TO LENGTHEN BAND 











ahd we necting link. 


NO. 6507 —~ KEYSTONE $6.20; RETAIL ‘$8. 50 T.I. 





NO, 6508 — KEYSTONE $6.50; RETAIL $8.95 T.lI. 


1. ena push-pin into 
side opening of con- 


2. Depress other end of 
push-pin so it engages 








BEER GSS a8 [FS 
aXe te ok Ot KS sl BO00G 
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NO. 6513 — KEYSTONE $9.80; | RETAIL $10.95 T.I. 





ANOTHER J-B FIRST: THE INDUSTRY'S FIRST CONVENTIONAL Z-TYPE LADIES’ 
EXPANSION BAND WITH | MULTI-SIZE | ADVANTAGES! 


“y¥ ae A - ~~ | 
Gaseceseseegeeseseeseasseceaeaceese 


Ingenious adjustable 
mechanism allows 
removal of up to 6 links! 
So easy to adjust, 


so secure when adjusted, 


you'll make this 
your best seller! 


- NO. 6074 — KEYSTONE 











$6.70, RETAIL $7.95 T.I. 
AVAILABLE IN YELLOW, 
PINK OR WHITE, 





1. Insert pointed tool in 
side hole and lift. 


oes te mr =a 


fh oi \ » 
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\) 2. Bend band up 
_ to disengage 


| p hinge pin. 
= a 








; 


2 Li 


3. Repeat on 

adjacent link 

to remove. 4° 
§2-<= ° 


ft me t 
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With all these J-B MULTI-SIZE best sellers you need no longs or shorts! You 
change the size to fit the sale! Order from your J-B wholesale distributor now! 


THE JEWELER’S BEST LINE OF WATCH BANDS IS J-B 


JACOBY-BENDER, INC., WOODSIDE 77, NEW YORK 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 


JEWELERS BEST 


THE JEWELER’S BEST RESOURCE IS THE WHOLESALER 


JACOBY-BENDER CANADIAN LTD., TORONTO, ONT. 
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exclusively designed by 


The (Rarcl L 
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GET 3-WAY SALES ACTION WITH THIS J-B 


31 BONUS OFFER! 


Triple your sales appeal with your order of 
the new J-B 72 piece assortment of best- 
styled, best-selling bands for men and women. 


YOU GET FREE: 


SALES PUSH AT YOUR COUNTER- 


da FREE luxuriously finished Limed Oak 
Counter Cabinet. Felt padded base, vinyl cushioned \\t BBN | cox ar YOUR 
crystal clear glass front, displays 27 bands in only soa | | WATCH BAND 
1434” x 14” of space. 


SALES PULL FOR YOUR WINDOW- 


FREE Watch Repair Dept. Merchandiser, 
with electric Westclox Clock! Builds up your watch 
repair volume. Creates consumer habit of looking 
in your window for correct time—only 1334” x 8” 


SALES IMPACT EVERYWHERE- 


FREE Trio Display. Jet black base with 
gold lettering. Attractive, small, pilfer-proof dis- 
play for counter or window use. Only 5” x 3”. 


PLUS 


FREE—7 Custom-Molded Watch Band Trays. 


PLUS 


FREE—3 Watch Repair Dept. Display Cards. 








Your Keystone cost—( 72 bands) only..... $480.00 
Your selling price—(incl. fed. tax) 550.70 


YOUR PROFIT $310.70;.. PLACE YOUR ORDER TODAY! 


THE JEWELER’S BEST LINE OF WATCH BANDS IS J-B THE JEWELER’S BEST RESOURCE IS THE WHOLESALER 


JACOBY-BENDER, INC., WOODSIDE 77, NEW YORK Aiiaiemteteeeem JACOBY-BENDER CANADIAN LTD., TORONTO, ONT. 
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HOW TO RING CASH REGISTER BELLS BEFORE SCHOOLBELLS RING! 


NEW 











YOU HAVE A DATE WITH 


SHEAFFER 
AUGUST 10-14 BOOTH 46 











WALDORF ASTORIA HOTEL ¢ NEW YORK CITY 


















SHEAFFER'S 





ie 
a 
, N 
me 
ar 4 


(PATENTS PENDING) | © 1958, w.a.s.P. co. 
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Something new for the wardrobes of well-dressed coeds! Something new for the profit column of the 
jeweler’s ledger! It’s the fashionable, functional Lady Sheaffer Collection of cartridge-filling Skripsert fountain pens! 
More than a girl’s best friend for schoolwork, each Lady Sheaffer pen is a fashion accessory she can 
wear to class! All 19 models come beautifully boxed with fabric Purse Case and matching Cartridge Pouch. 
The four above, from top down, retail at $12.50, $15.00, $15.00, $10.00 (F.T.I.). Promote the Lady Sheaffer 
Collection to pre-school shoppers with newspaper ads of your own...and, with window or in-store displays, attract 
customers pre-sold by the many back-to-school ads in national magazines. Students need pens now... 
and the new Lady Sheaffer pen suits the young miss like Sheaffer’s Snorkel pen suits the young man! 
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INTRODUCING THE EXCITING NEW 


LOL, 
Ly 


t 
DCW 


HAND-FINISHED LEATHER 4 WATCH STRAPS 


¢ilmported Suede * Norwegian Calf «Baby Alligator «Buffalo Calf 


eChoice Alligator eShell Cordovan eAlligator-Lizard 


Beautifully Suchiged in the elegant tradition of fine jewelry! 


e Custom-molded in 
crystal-clear polystyrene! 


Champion Strap Display Card. 
Full-color, plastic coated, 
easel-back display for win- 
dow or counter. Holds 6 
packaged straps. Available in 
15 different factory assort- 
ments. Ask your wholesaler. 


if Nee 
IONE 


Royal 
»* 


BEAUTIFUL NEW 


NYLON AND 
SILK-TONE 


WATCH STRAPS 


LF-36 Stock and Sell Presen- | 
tation Folder, FREE with or J 


der for best-selling assort- 
ment of 3 dozen packaged 
Straps. Folds to 8” x 14”. 
Your cost, $32.65; Retail 
Value, $86.25. 


C-401 — 
6 men’s 1- 
piece nylon 
straps in 
Brown, Tan, 
Grey, and 


retailers. 


woven 


Culk tones 
a uN 


e Clearly marked with color, 
style, price, quality! 











C-450 — 

6 women’s 
2-piece Silk- 
Tones in 
Grey, Tan, 
Red; End-0- 
Matic Ends. 
$1.95 
retailers. 


e Protects your strap 
inventory — keeps it fresh 
and new looking! 


e Adds extra value at 
no extra cost! 


e Eliminates torn liner — 

no lost identification! 
e Gift box — snap-on cover! 
e Provides greater visibility! 
e Seal of quality 

on every package! 


e Fray-proof gold foil 
lines base and sides! 





6 men’s 1- 
piece Silk- 
Tones in 
Brown and 
Grey with 
contrasting 
edges. 
$1.25 
retailers. 


Your J-B Wholesaler now has the complete J-B Champion Strap line in stock now! Call for immediate delivery. 


THE JEWELER’S BEST LINE OF WATCH BANDS IS J-B 


JACOBY-BENDER, INC., WOODSIDE 77, NEW YORK 


JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1958 


JEWELERS BEST 


THE JEWELER’S BEST RESOURCE IS THE WHOLESALER 


JACOBY-BENDER CANADIAN LTD., TORONTO, ONT. 
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New features 
New products. 





NEW SCHICK 
POWERSHAVE 


with Superaction Edge — 
newest idea in shaving 


Only the Schick Powershave has the built-in Superaction 
Edge—shaves deep down where the beard begins. Three 
ways most powerful shaver going: powerful fast, powerful 
close, powerful gentle! Available in masculine colors and 
handsome case. 

New Schick Auto/Home has all Powershave features 
plus two cords: one for home, one for car! 


Nid Schick 


WITH EXCLUSIVE START-STOP SWITCH 





The new feminine way to shave! And the brand-new Lady 
Schick boasts a new design, new shape, new extra-quiet 
motor, sparkling new colors, new packaging and exclusive 
start-stop switch! New profits with the all-new Lady Schick! 


SCHICK 





© 1958, Schick incorporated; Lancaster, Pa. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 















Tie in with Schick’s 
multimillion-dollar 


advertising campaign 


1 SPECTACULAR 
NATIONAL ADVERTISING: 


Starting September 19th, Schick presents the Emmy 
winning TV comedy show of the year, “Phil Silvers 
Show”. The whole Bilko gang will sell Schick Power- 
shave and Lady Schick for you! PLUS—spot TV in the 
top U.S. markets— PLUS full-color ads in LIFE and The 


Saturday Evening Post! It’s the greatest campaign in Phil Silvers, Tv‘s Sgt. Bilko, star 
Schick history! of Schick's new television show, 


2 100% FULLY PAID | 
ADVERTISING FOR YOU 


It’s your deal ! 


It’s the plan you asked for: 100% fully paid local adver- 
tising! You get $1.50 advertising allowance for every 
man’s shaver you purchase...and 75¢ for every Lady 
Schick ...in fully paid local newspaper, TV, or radio 
advertising. Tie in locally with Schick’s national cam- 
paign! Your distributor has all the details! 


3 FREE DISPLAY 


To help you sell all-new Schick Electric Shavers at the 
“last three feet,” there are sales-getting ad mats, radio- 
TV scripts, window/counter display cards and a new 
permanent glass and wood Schick Shaver Display Case 
(shown at right)! See your distributor for details! 
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This display is available 


for a limited time only. 


first in electric shaving! 
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SALES REPRESENTATIVES WANTED 


We have certain excellent territories pres- 
ently available. In these areas, the selected dia- 
mond salesmen could find rewarding returns 
representing us. Ours is a nationally known, long 
established and aggressive company among the 


top American 


DIAMOND 
IMPORTERS 


In responding, give all relevant information, 


background, etc., and address replies to: 


Box Number S-4374 


THE JEWELERS' CIRCULAR-KEYSTONE 
Chestnut and 5éth Streets, Philadelphia 39, Pa. 
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ORDER TODAY 
from these 
Anson Istributors 


ARIZONA 
E. W. Reynolds Co., Phoenix 
CALIFORNIA 
The Bali Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 
dé ,) Simon Green Co., Los Angeles 
e er Tels Se fa D Phillip Wolman Co., Los Angeles 
S. M. Mickelson Co., San Francisco 


Morgan & Allen Co., San Francisco 


for keys il ae! xs laut. Denver 


Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washington 


FLORIDA 
Dunn & Ewbank inc., Tampa 


GEORGIA 

Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 
ILLINOIS 

The Ball Co., Chicago 

A. C. Becken Co., Chicago 

Stein & Elibogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 
Pakula & Co., Chicago 
INDIANA 

Baldwin-Miller Co., Indianapolis 
KENTUCKY 

Erwin Neuman inc., Lexington 
Gleeson Jewelry Co., inc., Louisville 
LOUISIANA 

j. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, Inc., Baltimore 


MICHIGAN 


| | & ‘ . f , : . Stein & Elibogen Co., Detroit 
r 7 The Gorenfio Co., Detroit 
» 4 4 rs i ee fe x MINNESOTA 
= die PS ee The Ball Co., Minneapolis 


C. E. Roal Co., Minneapolis 
S. H. Clausin & Co., Minneapolis 


: MISSOURI 
iflustrated above: Edwards & Co., Kansas City 
2t303AK gold piate, The Gerson Co., Kansas City 
2303BK rhodium . a. ‘ cit ). J. Burke Co., St. Louis 
hoe separates ignition keys or Wm. P. Mahne Silver Co., St. Louis 
NEBRASKA 
ié : ? T. J. Safford Co., Lincoin 
a ot, ( any other special keys for j. P. Byrne & Sons Co., Omaha, Nebraska 
f ‘ ss ; ee NEW ENGLAND AREA* 
1. Alberts’ Sons, Inc., Boston, Mass. 
303DK old late, easy handling. Click the key G. F Crook Co . Providence, R. I 
8 i _ $2. 50 ea J. A. Silver Co., New Haven, Conn. 


siete eo comes off (can be left in the GREATER NEW YORK AREA** 


Berwin Jewelry Co. inc., New York 








NEW YORK STATE 


ignition or given to someone H. Polner inc., Buffalo 
A. Winkelstein inc., Elmira 
Hyman M. Cohen, Rochester 


else), ‘‘click’’ the key goes M. Levitz & Co., Albany 


Lucas Wholesale Jewelers, inc., Syracuse 


#303EK gold Plate, hae ; : 
#303HK rhodium . . . $2.50 ea. back again. . . easily, safely! The Ball Co., Charlotte 


Shubkin-Retchin inc., Charlotte 


’ ° ‘ a 
Anson S exclusive twin lock ty 1 Se Co., Cincinnati 


A. G. Schwab & Sons inc., Cincinnati 


does the trick, ends the nui- — I yt 


OKLAHOMA | 
sance of bu nched-up, almost Oklahoma Ross Beck Co., Oklahoma City 


OREGON 
#303CK gold plate, Butterfield Brothers, Portiand 


#303FK rhodium . . . $2.50 ea. unseparable keys. Obviously PENNSYLVANIA 


ee & Son inc., Philadelphia 
. . J. B. Bechtel & Co. Inc., Philadeiphia 
a great idea—obviously a hot J. L. Tessier, Philadelphia 
Superior Jewelry Co., Philadelphia 
Biggard & Co. inc., Pittsburgh 


re item that sells itself! j. B. Bernstein Co., Pittsburgh 














G. Phillips Co., Scranton 


TENNESSEE 

#304AK gold plate, all emblems gl heyy hy 

#304BK rhodium, all emblems A. B. Becken Co.. Nashville 
$3.50 ea. ORDER UNIT 303 /59K- C. B. Peterson Co., Nashville 

TEXAS 


isti Lyles-Van Degrazier Co., Dallas 
consisting of 12 $2.50 assorted key ieee Se Sograsies Ob. Bate 


; H both j i “ Dall 
protectors (6 gold plate, 6 rhodium) agg yg Age nc., Dallas 
Taylor & Co. Inc., Houston 
TOTAL RETAIL $30.00 B. M. Hammond Co. inc., San Antonio 
#304DK5 sterling silver . . $5.00 UTAH 








Decker Jewelry & Co., Salt Lake City 
S. H. Clausin & Co., Salt Lake City 
VIRGINIA 
ALL PRICES KEYSTONE *patent pending Richmond Jirs. Sup. Co. Inc., Richmond 
WASHINGTON 
Albert Spring & Son, Seattle 
Simon Golub & Sons, Seattle 
irving Gelb, Spokane 
J S. H. Clausin & Co., Spokane 
. > Simon Golub & Sons, Spokane 
Ss *S NEW PRODUCTS CRUSADE ... : 
ANSON’S NEW PR WISCONSIN 


BRINGS YOU NEW, TRULY TEMPTING, UN- M. Weingrod Co., Milwaukee 
erent : HAWAII 
USUAL ITEMS FAIRLY PRICED TO YOU AND Ettingers Wholesale Jewelers, Honolulu 
YOUR CUSTOMERS. FOR OTHER EXCITING “Distribution in area through listed dis- 
4 ributors only. 


NEW ANSON PRODUCTS SEE Z ANSON INC., 24 BAKER STREET, PROVIDENCE 5, R. I. conten Sain Pennabiand Cletetbates, State 
PAGES 26, 27, 29 of New Jersey South to Trenton. 















BRAND NEW 
ILLUMINATED DISPLAY WITH 
2-WAY MOTION Free 








More eye-catching than a lit-up Christmas Tree! The harmonious gold and silver 
tones of the jewelry, the smart colors of the stones, the softly lit panels, the intriguing 
double-motion give you the strongest-selling display you ever had! This very expen- 
sive show piece is yours free—with the 60 best-selling Anson sets from $3.50 to $8.50. 


ORDER » UNIT 31/59 CONSISTING OF 60 INDIVIDUAL SETS 


(no two alike) with the brand-new day-and-night double motion display! 





12 sets to retail at $3.50 TOTAL RETAIL VALUE +328” 


25 sets to retail at $5.00 
8 sets to retail at $6.00 


14 sets to retail at $7.50 YOUR TOTAL COST 4164 


1 set to retail at $8.50 incl. free display 


Order Unit 31/59 and the free display from your Anson distributor today! 








The most jewel-like 
merchandise display that 
ever worked for you! 





Takes little space 
Height 19" 

Base width 14” 
Displays 24 sets 
Elegantly illuminated 
Top quality motor— 
turntable can be 
stopped while in 
motion without fear 
of damaging motor. 
Finest workmanship 
Rotates in two 
directions at once! ANSON INC.., 24 Baker Street, Providence 5, R. I. 





Hamilton—the line of leadership 


ONLY HAMILTON OFFERS . . . the world’s first electric watch . . . the world’s most 
complete selection of fine automatic watches . . . superb modern styling and per- 
formance in manually wound watches . . . award-winning diamond watch styling 
with a registered guarantee to assure customer satisfaction. 


Above all, the Hamilton line is the profit line. 


No matter what the size of your store—full line display of Hamilton watches can 
bring bigger watch volume, higher unit sales, more profit. 


FAIA NTI LT Ol + 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


SEE IT! The largest and most dramatic display of fine watches ever assembled. 
At Hamilton’s new R.J.A. Convention location—Louis XVI Suite. 
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Irresistible! 






SS 


—— eee 


~~, 





“this new Anson 


money clip holds 4 photos” 


Ge 


Can’t you think of several customers you can sell it to right away? This is an item 
that clicks instantly! You surely recognize the sentimental appeal, the tremendous 
potential of such new, slim, elegant money clips that hide and hold 4 photographs. 
You won’t need many words to sell it. But there are additional selling features! All 
new Anson money clips have the new adjustable spring action (exclusive with 
Anson) which never tires out, holds a single bill as snugly as twenty. There are 
seven new photo money clips to choose from (only five shown here). Some have 
room for engraving. All are beautifully finished and handsomely presented in all- 
steel constructed gift boxes. A truly terrific item! Be the first to show it in your town! 
Phone your Anson distributor. 


Se 


ino item-25°..1 
selling item-*5°° :o1 


" ANSON’S EXCLUSIVE 
SELF-ADJUSTING SPRING* 


. always retains its safe grip, 
always gives you perfect money clip 
action, whether it carries many bills 
or just a single one. 

*Patent Pending 


##178AM Gold Plate ##178CM Gold Plate #t179DM5 Sterling Silver .. .$10.00 +179AM5 Sterling Silver . . . $10.00 
7£178DM Rhodium . . . $5.00 each #1178FM Rhodium . . . $5.00 each 


ORDER UNIT 178/59M consisting of 6 assorted photo money clips to all prices keystone 
retail at $5.00 each: (3 Gold Plate, 3 Rhodium) TOTAL RETAIL $30.00 


ANSON’S NEW PRODUCTS CRUSADE... 
BRINGS YOU NEW, TRULY TEMPTING, UNUSUAL ITEMS FAIRLY PRICED 
TO YOU AND YOUR CUSTOMERS. FOR OTHER EXCITING NEW ANSON 
PRODUCTS AND DISTRIBUTOR LISTING SEE PAGES 25, 26, 27 


ANSON INC., 24 BAKER STREET, PROVIDENCE 5, R. |. 





“Presenting. ee 
ANEW GIFT ITEM! 


THE REVOLUTIONARY NEW FLASHLIGHT 
THAT NEVER NEEDS BATTERIES! 


This handsome flashlight, with its slim, compact, modern design in two- 
tone grey and gold, is the perfect gift item for every member of the 
family. Life-Lite has so many wonderful new features it’s a natural for 
quick impulse sales...and an unequalled traffic-builder. Wonderfully 
convenient... fits in pocket or purse...always handy in the glove com- 
partment. Recharges by merely plugging into any household outlet... 


never overcharges. Life-Lite never corrodes, never needs new batteries. 


a = * Trade Mark of Gulton Industries, Inc. S Q5 
\4 = | @ NEW MARKET! 
rae @ NEW PROFITS! 
@ NATIONALLY ADVERTISED! 


—__ ni , 
TSS ARANTEE 4 @ CONSUMER ACCEPTED! 


a 
'. = 


FREE SALES AIDS 


INDIVIDUAL GIFT PACKAGE © WINDOW STREAMER 
Beautifully designed 3 color, sell- @ DISPLAY CARD 


r ee ) . ing self-display package for im- ® AD MATS 
<n VV pulse buying. 

a =} © GLOSSY PHOTOS 
—__— ©, Breer: 
er 


©, 
\ 








OPTS es felalelelge Malet ialile lal 
bulb type 222. 

















FOR IMMEDIATE PROFITS, CONTACT YOUR 
WHOLESALER TODAY...OR WRITE: 
SEE US AT THE 


Alkaline Battery Division WALDORF-ASTORIA SHOW 


ulton Industries, Inc. AUGUST 10-14 
Metuchen, New Jersey BOOTH No. E29 











Wyler 


incaftle x 


This 
handsome 
colorful 
easel 

— y display 
Superior 25-jewel accuracy scasaaea Superior shock resistance attracts 


Superior self-winding performance Superior water resistance guality- 
minded 





customers. 





YOUR MOVE TO. HIGHER PROFIT IN WATCHES 


Sell better-type customers, make more money per sale with the exclusive | orsinary tatance whee 


gid spokes relay | 


Wyler Superior. Not just a watch, but a planned program... of national Ger tind gece taigy | 








advertising and retail promotion, to make your store headquarters for | GS) 
the finest in watches. A Superior profit opportunity —for the independ- _ 


Incaflex balance wheel 


ent jeweler only. Wyler Superiors from $8799 to 319500 retail. | siveswitn snock, tury 


nteeq against 








WYLER WATCH CORPORATION, 131 EAST 23r0 STREET, NEW YORK 10.N.Y. |__| 





CGSEMEX< Ria 
builds 
a better 


watchband! 
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Thin, light and handsome— 


os GEMEX PRESENTS THE Ambassador 
JSS SSS Ss SS = the popular new look in 
men’s watchbands. Can be 


ie ie fs Cox Ot OE i XD ee . - : > shortened to any length. 
¥ i , p ag. }) 717Y-717C¥—Keystone $10.80, 
1 OED See Ne ey © Se Ss 4 Ne | | Retail $11.95 
L I = a | a 2568-2568C-—Keystone $6.90, 


Retail $6.95 


CS | i | 111 ALSO AVAILABLE IN 14-KARAT GOLD 
. = 91Y, w.91Cy, w— 
oe ee ee es a - —_— - Keystone $150.00, Retail $165.00 Fr: 


a hae | ; ron Width : 


wl cst: 


a ts ee “i _ ad ie 2570-2570€—Keystor ‘ail 5, ‘Y Gc led. Keystone $11.70, Retail $12. 


182 8 s Pere eB ‘es see foe , 
™ =e — = ei | S9SY, P - S9SCY, P—Keystone $11.70, Retail $12.95 er: 
_ ' 2553-2553C—Stainiess. Keystone $6.60, Retail $6.95 


MEN'S 597Y-597CY—Gold-filled. Rust leather inserts. 
Keystone $11.70, Retail $12.95 eri 


" : | 2552C-Stainiess steel. Black leather inserts. 
Main-lane pg BBE aise Sat eee 
Air-cooled design... | : §99Y-599CY Charcoal inserts (also in tan or gray). 


i ian! | 3 Keystone $11.70, Retail $12.95 rr: 
luxury-smooth expansion! 2554~-2554C— Stainless steel. Keystone $7.80, Retail $7.95 


596Y—Keystone $11.70. Retail $12.95 Fr: 
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1. Use awi to open 

connectors. 


Suburbanites 


C Na 0. as Suburban living has provided the a - 
be ee oa inspiration for a brilliant variety of conenaher . ae ny 


... With wae or oh i Oo Gemex styles .. . capturing the worldly remeve Hans a0 Sesived. 
wd “ad é - a , smartness that today’s more active 
aed oa women prefer! 
ea! ful—forever w- D0 offers chan 
vps A n Monacess Suburbanites come with sport or ring ends. 3. Ee by 


oe. of differently colore 
i a pair. Fits dress or sport Note that four styles are completely adjustable. closing connectors 
4 ail firmly with awl. 


614Y, P—/ nr ene a) — $7. — FTI 
2025 — Stainless steel. Keystone $4.70, Retail $5.50 
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615Y—Adjustable. Keystone $7.20, Retail $7.95 1: 
2026—Stainiess steel. Keystone $4.70, Retail $5.50 
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617Y, W—Adjustabie. Keystone $7.20, Retail $7.95 Fr: 
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479Y—Keystone $7.20, Retail $7.95 er: 


NIST IV YIV YN 


474Y, P—Keystone $7.20, Retail $7.95 er: 
2023 -—Stainless steel. Keystone $4.80, Retail $4.95 


2010—Stainless steel. Keystone $4.20, Retail $4.50 





makes the trends that make the sales! 
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. sure to help you increase sales! 


Display lets you place three 
Biack Brilliance Cases on special display. 


oeMe” 











Gemex makes the quality Photo-idents—finished to glowing perfection—and 
adjustable to fit all wrists. The ideal gift item to feature! 


LADIES’ PHOTO-IDENTS 
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4063—Stainiess band, 


sterling shield. Keystone Keystone $9. 20, st og Keystone Keystone $9.00, Keystone $9. 90, 

$7.50, Retail $8.50 er: Retail $10.50 Fr: pre 50, ano 7 FTI Retail $9.95 er: Retail $10.95 eri 

4062Y —Goild-filled. 4065—Stainiess band, 4059—Stainiess band, 4061—Stainiess band 
Keystone $9.90, sterling shield. Keystone cae *10. ~ i oy ne Retell ¢ Keystone Sterling shield. Keystone 
Retail $10.95 er: $7.20, Retail $7.95 er: 1.95 FTi etail $8.50 er: $7.50, Retail $8.95 er; 
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12 GIFT BOXES 
iene SUPPLIED FREE 






A-60 ...1N YOUR COUNTER! 


Magnificent tray with 10-on, cushioned in vel- 
vet. 2 Photo-ldents for reserve stock. 


50.25 YOUR cost. : 


























YOUR COST DR- C085 nur: 
YOUR HIGH PROFIT § 64.35 eri YOUR HIGH PROFIT _. $64.35 er 














12 Gift Boxes supplied free with each assortment. 





sales grow where quality glows! 


Ahead in package design, too! Sell Gemex—and you're selling the smartest watchband styles in creation. 
The customer knows it, because the watchband case shows it! These smart 
Brilliant Black Cases have raised lettering, in gold for gold watchbands, in silve| 


for stainiess stee!. The perfect selling package—a display in itself for your 
QO, eS a) 10an C e”’ window, on your counter or in your showcase. Without question, Gemex 
GE ene “Black Brilliance’ is the most progressive package design in the industry 






















EN 
GauUBELIN 


THE WORLD’S LEADING WATCH FASHION CREATOR 





IS PLEASED TO ANNOUNCE ITHAT 


THE 
HOLZER WATCH COMPANY, INC. 


OF 501 FIFIH AVENUE, NEW YORA, N-Y. 


HAS BEEN APPOINTED GUBELIN’S AUTHORIZED 


2 


SALES REPRESENTATIVE IN THE:-UNITED STATES 











: 
; 
it 
“ 
4 
4 
' 
; 
| 
PRIZE WINNING GUBELIN WATCH SHOWN BY APPOINTMENT ONLY AT THE A.N.R.J.A: 
IN THE DIAMONDS INTERNATIONAL CONVENTION, AUGUST 17TH—AUGUST 21ST, AT THE 
AWARDS 1957. REF. LOW 6135 WALDORF-ASTORIA HOTEL, GRAND BALLROOM, BOOTH 45 
: JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 
; 








You Better!— 


To Serve 


We Announce our Removal 


to New » Enlarged Quarters 


180 Varick St. 
New York 14, N. Y. 


Our New Phone 
ALgonaquin 5-3131 


JOSEPH B. COOPER & SONS inc. 


REFINERS and SMELTERS 


Serving The Jewelry Industry For 
Half A Century 
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this is your opportunity 


to repeat, with Artcraft 
TURQUOISE, your very great 
success with Artcraft JADE. 
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a superb collection 
of turquoise jewelry 


By rare good fortune, a choice assortment of Royal Blue Turquoise of exceptionally 
fine quality — recently arrived in port — has been acquired intact by ARTCRAFT. 
These lovely stones, beautifully cut and fashioned by continental-skilled craftsmen, 
have been mounted in ARTCRAFT-designed Jewelry of great distinction . . necklaces 
earrings .. bracelets .. brooches . . for you to offer at values that are exceptional! 


a complete franchised 


self-service program for you 


ARTCRAFT provides everything you need to capitalize AT ONCE on Fashion’s Trend 
to Turquoise... 


including - 
an eye-compelling “show-piece” Display for your window .. . beautiful Illustrated 
Brochures on the fascinating Story of Turquoise interpreted in exquisite ARTCRAFT 
creations ... smartly designed Envelope Enclosures for your mailings . . . Mats for 
your advertising. 
YY Hb ARTCRAFT JEWELRY CO. Dept. K-10 ; 
1 West 47th St., New York 36, N. Y. 


Rush full particulars about Artcraft Turquoise 
Jewelry and your Franchised Sales Program 
for Retailers. 


FRIED cincecosocniiilidiastibiinditihwiniaapeoninampesdadveipreneisormasin 
MAIL THE TI a inintiinitsieicinnnnnnsiesiitsidlaniasiltes tas stinpavedithetunsenguiidiiuniiiti 
COUPON TODAY — I ss ss ipbeccniiniteiincntinteisentieniotinpncssinntiipeiiin 
I Witnsctsidiinteadicnncnsatn Rae 
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RIGHT NOW! 
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We are NOT at the show 

BUT — — — 

You ought to SEE US while in NEW YORK! 
This flat, VERY flat Aureole 

of truly MODERN, 

HIGH FASHION design 

can be sold at VERY POPULAR PRICES. 











A COMPLETE SELECTION OF 


FINE QUREQLE WATCHES 


AVAILABLE AT 


aw £ OL ee WAT £ co 8. 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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So many reasons why 
young couples buy .. . 


REGISTERED 


DIAMOND 


1. Lovely, larger diamonds. 


2. Many smart styles at popular prices. - 
3. Lifetime trade-in privilege. 


4. Permanent registration. 
5. Protection against loss of diamonds. 


STRONG NATIONAL ADVERTISING appearing 
regularly in magazines most widely read by young 
people, your best prospects for diamond ring sales. 


COMPLETE DEALER-AID PROGRAM to help 
you sell these prospects through newspaper mats, 
neon signs, motion window displays, in-store displays, 
TV spots, movie playlets and direct mail literature. 








For details write A.H. POND CO., INC. « SYRACUSE 2, N.Y. 











LETTERS... 


JAPANESE “HAMILTONS”: Recently Ham- 
ilten Watch Co. announced a technical 
assistance agreement with a Japanese 
watch firm. I understand that Hamilton 
will have distribution rights on the Japan- 
ese watches when they are ready for 
marketing. As a jeweler, I’m concerned 
whether Hamilton plans to “dump” a lot 
of poor quality watches onto the American 


market. 
Chicago PAUL ROBINSON 


Such technical: assistance agreements 
between foreign and U. S. industry are 
encouraged by the State Department. The 
purpose of the technical aid is to help 
the Japanese firm manufacture a high- 
quality, fully jeweled watch. With dis- 
tribution rights on this Japanese-man- 
ufactured product in Central, South and 
North America, Hamilton Watch Co. will 
be able to sell it, along with its own 
domestically manufactured timepieces, on 
a more competitive basis in the world mar- 
ket. It will be some time before this Japan- 
ese watch will be ready for marketing, and 
the decision on whether it will be mar- 
keted in the U. S., or with the Hamilton 
name, will depend upon whether it meets 
Hamilton’s standards. Probably the watch 
will first be sold in other countries, but 
Hamilton emphasizes that it will never 
market an inferior product in America or 
elsewhere.—Editor. 


the watch designed in Paris for the discriminating 


$100.00 to $700.00 retail 


BRIDAL CONSULTANTS: Argo & Lehne 
VISIT US AUGUST 10th to 14th Jewelers, one of Columbus, Ohio’s most 

Exhibit Space 100—109 distinguished firms, has taken the cue 
Waldorf-Astoria, New York City from JEWELERS’ CIRCULAR-KEYSTONE and 
added a bridal consultant service to its 
long list of other customer accommoda- 
tions. The need for this service had been 
sensed for some time, and—thanks to your 
enthusiastic article Bigger Wedding Sales 
—this phase of the company’s business is 
becoming increasingly lively. It was felt 
that while their mothers were good cus- 
tomers of Argo & Lehne, brides them- 
selves need to be educated to the advan- 
tages of jewelry store buying. 

The plan of operation is almost identical 
to that described in the December 1957 
issue of JC-K. Engagement notices, so- 

| | ciety columns, as well as word-of-mouth 
610 FIFTH AVENUE New York 20,N.Y. | information concerning forthcoming wed- 
Tel. Circle 6-0088-9 | dings are all means of obtaining prospect- 
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ive customers for the store’s new service. 
The consultant may telephone or write 
either the bride-to-be or her mother, and 
tactfully offer assistance in the nuptial 
plans. Thus, many new customers visit 
the store, where they are invited to browse 
freely and ask questions as to prices and 
quality of merchandise. Here also is an 
opportunity to select appropriate gifts for 
other members of the wedding party—a 
tie-clip and cuff links set for the best man, 
perhaps; a bon-bon server to match the 
matron-of-honor’s silver pattern. Other 
personnel of the store are encouraged to 
welcome new visitors and offer sugges- 
tions as they seem to be needed. 

One of the most helpful of Argo & 
Lehne’s accommodations is that of keeping 
a permanent record of all important sales 
made to each bride who has been assisted 
by the bridal consultant or for that matter, 
by any other member of the company. 
Columbus, Ohio MRS. ISABEL SNIDER 
Bridal Consultant 

Argo & Lehne 


ENGRAVING: “Engraving on Precious 
Metals,” a new book by Brittain, Wolpert 
& Morton, recently published in England, 
has been handled by us for some months 
with a suggested retail price of $7.80. In 
one of your recent issues, this book ap- 
pears to have been mentioned at $5.50, 
a price which our dealers (regular sup- 
pliers of watchmakers’ and _ jewelers’ 
tools) are unable to meet. May we suggest 
that you kindly record this in your next 
issue? 

HAMMEL, RIGLANDER & CO., INC. 
New York 


The American retail price, $7.80, is hereby 
recorded. It looks like a bargain for any- 
one seriously interested in engraving.— 
Editor. 


PRESENTATION SALES: Regarding the con- 
fused situation on the excise tax as ap- 
plied to presentation sales etc. has any 
research been done with regard to retailers 
establishing wholesale departments or 
even separate wholesale businesses to 
handle industrial accounts, etc., and thus 
to better their competitive situation in 
bidding for this business? 

Lancaster, Ohio D. C. WENDEL, JR. 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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with a taste 



































THE ULTIMATE IN EXPANSION WATCH BANDS, 
EXQUISITELY MANUFACTURED IN 14K GOLD. 


~~ 











for those 





A bold new merchandising conceot in 
watch expansion bands — engineered 
by Apex Quadra-Flex. 

In 14K Gold Top and Back to satisfy 
those discriminating customers with 


a taste for luxury. 


APEX ACCESSORIES CO. INC. 
GREENWICH, CONN. 


Gentlemen: 
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Also send catalog showing complete line [] 
Company Name 

Order By 

Address ra 
MINNA oidich iin timelines Salta State 





eee 


You are a to visit with us at the Trade Show Convention 
at the Waldorf-Astoria — August 10 to 14 — Booth No. 239. : 



















Please send me the following bands in 14K Top and Back. 

| Style | Quantity _[s[R L Available Y & W 
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Now Selling Faster 


Than Any Other line COREL. 


The Perfect Money-Maker 























| ge of Its Kind! | [ es: Watch Promotion line 


if y 1A 
\ i) 25, 21, 17, 7 JEWEL 
~ | Yao WATCHES 


Available in gold, gold-filled, 
RGP, steel or chrome cases... 
all with unbreakable main- 
springs, also shock-resist, 
waterproof models for ladies 


ane ee 
— ahege and men. Available with YOUR 
Df ae Fe NAME in dial. Competitive 
a. values afford you the mark-up 
t ' i$ you like best. 


HOLIDAY 


\ 
sé T aa ivi PO 79 = “Volume Proved... Style Approved” 

































































Pin-Lever Watches 


New, Excitingly Beautiful, Exclusive 


Linmark Pattern in IT’ 
S PHENOMEN 
AL. 


a es ca , ..the F 
LIFETIME STAINLESS STEEL Px gommstessa py Me feblou 
World's Sm 
Most Compact Presa 
35 MM CAMERA 


* Rapid-wind lever trans. 
- Ports film *+ +. S@ts shutte, 
oupled range-finder ree 


ieee 


Extra-Heavy Weight 
50 pe. service for 8 
4 pe. matching hostess set 


Whatever volume you would expect on an item Fe 80 © Precis: 

like this... you'll exceed it by far, because this Gnified exposure of the ‘weanan me one 
“ really hot! Sizzling! reverts rye matically camera senvfeeteen 
rs 


zero 
camera is cr Si ra ” Synchronized for flash 


and strobe 


: st oat OF PRESIDENTS YOU ARE CORDIALLY INVITED 
World-Famous | TO VISIT THE SHRIRO EXHIBITS 
yULCAIN CRICKET AT THE FOLLOWING CONVENTIONS 


m Where You Will See A Sellsational 
Wrist-Alar AT 1 Group of Promotion Hits 
NOW WITH D i All Tested... All Proved .. . All Money-Makers 


as been publicized 
s and INDEPENDENT HOUSEWARES EXHIBIT 
. b Booth 324, Morrison Hotel « CHICAGO « Aug. 3rd-Aug. 7th 


scientists, © stige RETAIL JEWELERS MARKET 
| it... for pr Booth 65-66, Waldorf-Astoria Hotel * NEW YORK « Aug. /0th-!4th 


DETROIT JEWELERS SHOW 
Hotel Statler *« DETROIT e« Sept. é6th-l0th 


276 FOURTH AVENUE, NEW YORK 10, N. Y. 
tm | RIRO, 1) (om TEL. GRamercy 7-7500 
SALES OFFICES... Chicago, Ill....Los Angeles, Calif. 


International Offices 
London « Biel-Bienne * Hongkong * Tokyo * Manila * Bangkok * Kucla Lumpur 
Hamburg * Montreal * Rio de Janeiro * Osaka * Singapore * Djakarta * Penang * Texels 








® Extra-fasy #:2 





8, 45mm 
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New York 


Chicago 


CARL-ART ING. PROVIDENCE Los Angeles 
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: THE ONLY MOUNTING THAT * 






Se OFFERS TWICE AS MUCH BRILLIANCE 
TO YOUR DIAMONDS — MAKING 






THEM LOOK TWICE THE VALUE! 





mt line; and NOW —#& 
» mounting theta 
‘Blazing Gic | 





bs 
Pt 


448 South Hill Stecer , Los Angeles 13, tq 





See us in New ‘York ot ie Waldor? Astoria Hotel 


e 
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Planning a STORE-WIDE SALE? 
— Pm Poe $4 () FOR EVERYTHING 


| ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas StoreName STOCK LIQUIDATION SALE 


sure to draw Crowds manne PUBLIC NOTICE! 5:4¢20N THE PREMISES! EVERYTHING 45°00! umn 
ITS THE WILDEST PRICE PANIC CITY'S EVER SEEN! ¢ 


NEED CASH SPECIALS? mm. «¢ PIFICED' 


We can serve you on Memorandum with several hundred ws: , 
of the hottest fast selling profitable traffic items, in- Ryze TE rik OPPORT 6 Fk 
"WE WERE WRONG— WE ARE SORRY 


cluding Advertising Copy that will make your sale a suc- But Our Lous i Your Gain We Overbousht snd Merchandise Is Piling 
Now We Are Forced To Liquidate This New Guaranteed Stock At 


cess any month of the year. 

nea eet “DISCOUNTS UP TO 75% 
Consult us in confidence. We can refer you to a number | yeia & w Y Snse 5 ns ard Wen Our Doon Sn or Ts 
of jowelers who have run Seccensful snd Profitable Sales | PREC - THURSDAY : 
with our service. Write, wire or ‘phone for details! No ae Brew ag 7 
town too small for a SUCCESSFUL SALE! We can rec- 1 DIAMONDS eee iT ams WATCHES 
ommend Experienced Sales Supervisors at nominal fee— 2 | 
upon request! — 

















ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 

MAT SERV FLEXI 

SALE! nnaeane or aane aiken aoe me SAVE UP TO 75°.» DOLLAR 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 

EVENT! DIE CUT DIAMOND RING AND STONE 

RING SPECIAL SALE CARDS 200 INCLUDED! 

SPECIAL RADIO CONTINUITY 25-50-76-100 


WORD OYNAwiC salt ANNoUNcomnTss =» FU es rc BUSINESS. 


DIAMOND MERCHANDISE CONTEST, DOOR - 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD . eee BOKES!. 
GETTING IDEAS! COMPLETE SURPRISE PACK. e 

Spore NOM 


AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A a wae 
=: g ACT non 


DIRECT MAIL LETTER WITH COPY AND MAT; ro 
) ACK 2 Ae 4 
Piz SS aen i HAA | OPEN MONDAY AND THURSDAY NITES 


FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 





OF IDEAS) | 
You, too, can jam your store with customers. They came! They saw! They bought! 


J. BIELER PROMOTIONS 1.201 2.1. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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Model No. 2H59-G 
WALLWOOD. Ginger spice wood finish 


with gold color floating numerals. 
$12.95. Smart natural wood with 
black numerals (2H59). $11.95 


Model No. 2H67 
NAVIGATOR. Big (12%4” diameter) 
ship’s wheel clock in handsome wood 
and brass. Hangs or stands. $21.95 
Available with base for a desk. 
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Model No. 2H113 


TRIM. Thinnest, trimmest wall clock. 
Easy-to-read, wall-hugging beauty. 
Chrome and white or copper with 


white or yellow. $8.98 


Model No. 7H254-L 
TREND. Red and black check 


dial with wrap-around crystal in 
beige case. Luminous hands and 
numerals for this new design 
leader in alarms. $8. 


Model No. 8H30 


CAPRICE. Swinging pendulum—a mod- 
ern electric wall clock with nostalgic 
charm in black or white for the 


novelty market. $16.95 


Model No. 7H258 
SYNCOPATION. America’s first electric 
music box alarm wakes you to sooth- 
ing melody. New and different gift 
for anyone, including you. $16.95 





Model No. 7H259-L 
LONGWOOD. This modern alarm has 


African mahogany case, brass base 
and bezel. White tweed dial, lumi- 


nous. $19.95 





Model No. 7H237-L 


GRAPH. Rich styling enhanced 
by gold color bezel and light 
tweed dial. Luminous. High 
style alarm at a very popular 


price. $14.95 


Model No. 7H255 
ALLURE. White wrought iron, beige 


case. Remove base for wall clock. 
$15.95. This alarm also in gold color, 
luminous (7H255-L). $17.95 


Model No. 2H64 
HORIZON. Attractive wall clock in 


color combinations of gold and black 
or copper and white. Mount hori- 
zontally or vertically. $9.98 


Model No. 7H251-L 
SCOPE. Alarm with dramatic bold 
new oval shape. Fully luminous dial 
and light fray case for up-to-the- 
minute smartness. $8.98 





Model No. 7H250-L 


ROYAL SNOOZ-ALARM# clocks. King of the fast-selling family 
of clocks that wake you, let you snooze, wake you again. 
Newly color-styled in pink, sea mist or beige. $10.95 
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New Beauty, 
Smart Styling, 
Hixtra Values 


and, 
naturally, 
electric! 





The new General Electric-Telechron line of alarm, wall. 
decorator and feature clocks is the talk of the trade. 
A model for every need, every room, every purse. 


A POWERHOUSE OF ADVERTISING. More advertising to 
more people more often than in last year’s tremendous 
program! Hard-selling messages on network television 
go into millions of homes. Frequent display ads in 
This Week, Parade, Family Weekly and Independent 
Supplements in 280 newspapers carry strong local ad- 


. Clock and Timer Dept., General Electric Company, Ashland, Mass. 
My TSnooz-Alarm is a trademark of the General Electric Company 


“Core™ *All prices are manufacturer's suggested retail prices—plus applicable taxes. 
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Model No. 2H6 
STARBURST. New impact and dra- 


matic beauty for the wall in crystal 


clear and gold color rays. $59.95 * 


Model No. 8H31 
SCHOOL-DAYS. Handsome fruitwood 


finish sets off the miniature school- 
room clock motif. Complete with 
swinging pendulum. $24.95 


: Model No. 7H257 
DIMENSION. Smartly different alarm 
with fine walnut finish case. Styled 


with a flair to give elegance to any 


room. $29.95 


vertising. The Saturday Evening Post ads in four 
colors to intrigue Christmas shoppers — plus additional 
Christmas color ads in Life, Better Homes and Gardens 
and many other leading magazines. And beautifully 
photographed clocks make time for you with increased 
space in House Beautiful and Living for Young Home. 
makers. Ask your distributor’s salesman about new 
displays, retail ad book, envelope stuffers; and be sure 
to buy now for extra values! 


GENERAL @@ ELECTRIC 


elechion 








Excitingly .. . 
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Emphatically . . 
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Here is the most startling advance in watch design! Ultra-modern DOXA 
“Grafic” is the bold new look that anticipates the shape and fashion of watches 
to come. 

DOXA has drawn the bare expression of simple line and transformed it into 
a masterpiece that is worthy of the name DOXA. 

And: beneath this extremely modernistic face of beauty is the most highly 
accurate watch ever created. 

The DOXA “Grafic” reflects the reliability of the store in which it is sold. 
And the DOXA “Grafic” emphasizes the personality of the man for whom 
it is bought. 

Available in solid gold, gold-filled or stainless steel. Anti-Magnetic and 
shock-protected movement to retail at $65 and up. 

DOXA is a 100% Swiss Watch—made and cased in Switzerland and imported 
to the United States complete. 

Reputable jewelers in selected communities are now being appointed. Your 
interest is invited. 


DOXA ... the watch that keeps up with the time. 
DOXA WATCH CoO., INC., 665 FIFTH AVE., NEW YORK 22, N. Y. 
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» 


from any 
watch you have 


ever sold! 


Distinctive .. . 


Signed ... just like 
a masterpiece, 


See DOXA at the Trade Shows! 


PACIFIC TRADE SHOW 


Booth 25, Wilshire Room 
Statler Hotel, Los Angeles 


RETAIL JEWELERS OF AMERICA 
TRADE CONVENTION 


Booth No. 34, Main Ball Room 
Waldorf-Astoria, New York 
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Gay colored Christmas elyes-ane 
china. All in Christaa 


#002. 
a 
#9 


+ 


ciieumemenaiial GEO. ZOLTAN LEFTON CO., Imports 


F.0.B. Geo. Zoltan Lefton Co. 


Chicago Warehouse or At Soll My keflons 3622 S$. MORGAN STREET FOR 11 WESTERN STATES 


F.0.B. Lefton-Pacific Inc., 


CHICAGO 9, ILL. LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
Los Angeles Warehouse LOS ANGELES, CALIF. 





Another New Adaptation for. 
the Popular Ballou *66 Ear Clip 


OTHER JOINTS 
ACTUAL SIZE git 


66U 66UB 80U 
Also available with 
hole for swaging 


re ih New joint arm gives you a wider 
" year? Fange of styling for gold drop earrings 


8 om 
© 
*hioy & 


The #86R Ballou ear clip with its newly designed piesa ile meat sauna tn taltata baat 
ioint arm is especially created for gold drop earrings. 
it offers the ever popular Ballou #66 clip with a new 
look for finer styling and greater ease in manufactur- 
ing. We would be pleased to send samples or have 
our salesman tell you more about the #86R ear clip. 
Available in gold and other qualities. 


B. A. BALLOU & COMPANY, INC. _ FINDINGS 
61 Peck Street * Providence 2, R. I. The Foundation of Good Jewelry 
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MASTERPIECE. charm and. dignity... 
highlighting a new concept in time... for the 
most discriminating. 8 DAY, 7 JEWEL DESK/ 
BOUDOIR ALARM. A significant ‘‘Wedding"’ 
of glamour and fashion. Unusual gilt case. 
Raised gilt figures, hour indicators; luminous 
hands, hour dots. 7-4x3-\%”". 

72 Retail $ 25.50 


WINSOME-THREESOME... experience a 
new thrill... the time, the date, the weather 
up-to-the-minute. 30-HOUR DESK ALARM 
WITH BAROMETER, FLIP-DATE CALEN- 
DAR. Gilt case, adjustable tilt swivel units. 
Raised gilt figures, hour indicators. Luminous 
hands, hour dots. 7-%4x3-% 
3 


nae kee oak ee Retail $ 24.50 
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(SS) PACE SETTER... rely onthis 
noteworthy time... for enjoyment 
beyond your expectation. 8 DAY 
DESK/TRAVEL ALARM. Gen- 
uine leather case. Easy to read 
full luminous figures, hands. 3-2 
3-%”. Specify color: pig, brown alli- 
gator, red, blue, green. 


Retail $ 10.95 


Semca Clock Company, 
Prices subject to 10% 


federal excise tax 


(TT) CELEBRITY... acclaimed far 
and wide... preferred for smart- 
ness... for service... for reliability. 
8-DAY,7 JEWEL DESK/TRAVEL 
ALARM. Rich genuine leather case, 
raised gilt figures, faceted hour 
indicators. Luminous hands, hour 
dots. 3-4%x3-\%". Specify color: 
brown alligator, pig, blue, red, green 


Retail $ 15.95 


30 Irving Place — New York 3, N. Y. 
West Coast prices slightly higher 


(UU) TIME 'N WEATHER... every 
day, anywhere... the ideal portable 
‘‘Weather-Station’’. 30-HOUR 
DESK/TRAVEL ALARM, BARO- 
METER, THERMOMETER. Com- 
pact leather case, gilt trim. Raised 
luminous figures, gilt indicators, 
luminous hands, dots. Also full 
luminous figure dial. 5x 2-%”". Spe- 
cify color: pig, brown alligator, red, 


blue. 
Retail $ 21.50 


Canadian Branch 
Copyright 1958 


103 Richmond Street East, 


(WW) PARK AVENUE... leader in 
quality best in the ‘‘long-run”™ 
.. Superbly accurate. 8 DAY 
15 JEWEL DESK /TRAVEL 
ALARM. Sleek genuine leather 
case. Raised gilt hour indicators; lu- 
minous hands, hour dots. 3-4 x3-'% 
Specify color: pig, red, brown alli 
gator, blue. 


159 ....... Retail $ 22.50 


Toronto 





ACHIEVEMENT THAT'S... 


* PEERLESS 
* PRICELESS 
* PERFECTION 


VISION IN TIME an inspired creation 
the ‘‘distinguished look'’ in any setting. 
8-DAY 7 JEWEL DESK/BOUDOIR 
ALARM. Transparent dial combines gilt 
figures, ‘‘Spear-Point’' hour indicators, 
sunburst dial motif. Luminous tipped hands, 
hour dots. Artistic scroll base gracefully 
complements trim satin finish gilt case. 
10-4 x9 


671 ! Retail $ 55.00 








distinctive "Conversation Pieces"... unsurpassed in beauty 





semca 





SWISS LANTERN exemplifying the ultimate MAGNIFIQUE... majestic beauty beyond compare. 
in loveliness a treasure in any home. 8 DAY, particularly impressive. Today’s most outstanding 
7 JEWEL WALL CLOCK. Exquisite gilt case with BATTERY WALL CLOCK, WITH FOUR 
incredible ‘‘Pull-Wind"’ feature that simplifies JEWELS. Tested and proven... one full year of 
weekly winding... right on your wall. Raised gilt accurate ‘‘Care“Free” Operation, on standard 
hour indicators and hour dots; gilt hands. 14-2 flashlight batteries, Radiant gilt case, raised Roman 
) ial 5-%". 3 numerals. oe hour weg dis- 
7882 _.. | ss Retait $ 43.50 tinctive gift hands» Diameter 18-2", dial 8°. 

UE nce chs rGvncwsdent soubor Retail $ 49.50 
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See us at New York Convention & Trade Show, August 10 to 14 inclusive. Empire Room, Waldorf Astoria Hotel 
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Y0 J can create extra watch sales 


by featuring the Enicar Waterproof Series with the Ultrasonic Process. 


ale | Y 
, avenue, New 


ENICAR water CO 


ap. « 681 Fifth 


NEW DEVELOPMENT ASSURES Tie-in with this continuous Sports Illustrated 
PERFECT WATERPROOF PROTECTION |! 


advertising to sell the popular Skin-diver’s market as 
Back adheres constantly to a 


plastic ring well as everyone interested in sports. 
under pressure of ; 
a circular spring. This series features high quality 17 jewel ultrasonic 


precision movements in stainless steel 
waterproof cases with bayonet backs. 


Here is the ultimate in waterproof watches. The ultrasonic 


EB process guarantees no cleaning or oiling necessary 
EN OS \ for 3 years. Write today for complete details. 
0 it © 


(G f ENICAR WATCH CORP. 
“RASO™ 681 Fifth Avenue e New York, N. Y. 
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PREVIEW 


OF PALLADIUM 
FASHIONS 


BY 


all-new designs 


Zz 


nationally advertised 
priced for gift selling 


Visualize your sales and profits as you 
look at these samples of Lucien Piccard’s 
important new collection of fine jewelry 
in precious palladium. Every one is a 
potential “bell-ringer”. 

Designs for every member of the fam- 
ily are now offered by this leading manu- 
facturer of fine watches and jewelry 


created in precious white palladium. See 
them all at the RJA Show, at Waldorf- 
Astoria Hotel, New York, August 10-14, 
Booth No. 7. 

Timely national advertising is planned 
this fall, to stimulate the holiday trade. 
Magazine schedules are backed up by 
radio and TV publicity and dealer mats. 


Gleaming palladium setting 
brings out the best in this 
exclusive Lucien Piccard ring. 
Genuine sapphires circle a 
large cultured pearl. $31.00* 


Dainty palladium heart with 
Florentine finish for a very 
young lady. Center diamond, 
cultured pearl, fine matching 
palladium chain. $17.50* 


Precious palladium heart 
with cultured pearls sur- 
rounding a flexible diamond- 
set drop. $39.50*. Matching 
palladium chain. $7.00* 
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Smart gift for a fashionable 
lady. Palladium combination 
pin-and-pendant with cul- 
tured pearls surrounding a 
diamond-set heart. $130.00°* 








* All prices keystone 


PALLADIUM 


... a precious metal of the platinum group 


PLATINUM METALS DIVISION 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET, NEW YORK 5, N. Y. 
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Now! 


Give 





your 
customers W 
something ° 


different W eo 


17 jewel beauty! 

Incabloc, water and 

shock resist. Radium 
dial. 


for extra : 3 UNUSUAL WATCHES 
vat h | | 4 : 
Wd C Sd Cs ‘ |  - for Profitable Sales! 


a can buy nice wa ches ANYWHERE 
_.. But, if you want UNUSUAL WATCHES 
that Sell on Sight—at Popular Prices— 


LOUVIC Watches are for YOU! 
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For More Sales Appeal ... LOUVIC Proudly Presents 


1 
be 


the new 










Actual size 
when opened 






Winds itself 
automatically 


Just pull apart to see 

the time! And, everytime 
you do, the fine 

17 jewel movement winds 
itself automatically. 




























Actual size 
when closed 


An Expensive-Looking Watch You Can 
Now Sell at a Low Popular Price! 


The executive, the sportsman — any man who has a 
flair for the unusual, will go for this practical time- 
piece. May be worn in hankie, vest or trousers pocket. 


The 17 jewel Incabloc movement has an unbreakable 
mainspring with sweep hand for split-second accuracy. 
The sturdy case is covered with genuine leather (in 
assorted colors) with matching cord. 





LOUVIC DOES IT AGAIN! Here's another Your customers have seen “LOUVIC” 
advertised in 


first’ that already is scoring with jewelers! 
Louvic is the house that’s famous for unusual 
values and high-styling for added sales appeal! 





Order from your wholesaler . . . or write for 





name of wholesaler in your territory. 


LOUVIC WATCH CO. Inc. 


62 WEST 47th ST. NEW YORK 36, N.Y. 
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They're New... They're 


STOCK 


-. - JEWELRY 
BOXES 


We will gladly design 
your own specialized 
package for you. 








Smallest lighter ever made by Ronson, the 
“Petite” is shorter than an on-end fifty-cent 
piece. Features swivel-base fueling. Seven 
styles, $7.95 to $12.50, retail. 





Here is just one of the many new STOCK jewelry boxes 
illustrated in our new catalog. A velvet trimmed paper box 
for ladies’ jewelry. Our complete line of 8O stock jewelry 
boxes is available through material suppliers, for immedi- 
ate delivery. Our 1958-59 catalog mailed on request. 


523 MY. HOPE STREET ATTLEBORO FALLS, MASS. 

















Built-in wall clock features octagonal-shaped 
polystyrene panel with brass hour markers 
and hands. Circularly-housed synchronous 
movement recesses in wall. From Howard 


ee Fr * Miller Clock Co., Zeeland, Mich. 
© | 
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SOLD THRU LEADING WHOLESALER Gold-filled necklace frame holds cultured 

pearls. Lacy-patterned chain extension also 

AUTOMATIC CHAIN COMPANY gold-filled. Necklace $36. Matching earrings 

PROVIDENCE ® RHODE ISLAND $19.50. Set $54.50 (ret.). Keystone prices. 

NEW YORK CHICAGO LOS ANGELES Van Dell Jewelry, 162 Clifford St., Providence, 
| 4 
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Yours to Profit By 








“Handker-Chest” holds handkerchiefs, cuff 
links, tie bars, coins, etc. Built-in rotating 
“dress-up dial” for selecting accessory colors. 
In black and red or brown and neutral. $7.98. 
(ret.). Babcock, Inc., 16 E. 50th St., New 
York. 





Miniature buffet carving set with mother 
of pearl handles and stainless steel blades. 
Knife is 9 inches long; fork, 8 inches. From 
Clement Co., subsidiary of Northampton Cut- 
lery Co., Northampton, Mass. 





New “Boatswain” is waterproof, shock re- 
sistant, anti-magnetic; has sweep second hand, 
luminous hour and minute hands. With calf- 
skin strap, $55; with lizard insert expansion 
bracelet, $65. (Retail price.) From Hamilton 
Watch Co., Lancaster, Pa. 





Imported from West Germany, Fonovox 
short wave radio, “La Diavala,” has 14 tubes, 
three matched speakers, push-button operation. 
$129.95 (ret.). Videola-Erie Corp., Brooklyn. 
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Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 








R48 /I /sscim-563 $11.25 


Child's rosary, plain round 
bead, with sterling case. 

















GOLFDOM’S MASTERPIECE , 


PUTTERS IN 


14 K gold* the FORT KNOX, $190 R 


Sterling Silver* Rhodium finish 
the WEST POINT, $55 R 


Platinum the MARK 400 
Write for Catalog 
C. E. PROBST 


15 PORTER RD. ————— 
MAPLEWOOD, N. J. Gee 


i‘ | I s | 
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DOvna 
vuyna 


with special hard alloy* 







































They're New ... They're 


FREE TRIP 
' TO JAPAN 
FOR TWO! 


“MORTHWEST 
Orient AIRLINES 


The shortest, fastest route to the Orient... 
enjoy famous DC-7 Imperial service, as the 
guest of the 


CULTURED PEARL 
ASSOCIATION «: AMERICA 


VISIT ROOMS 880-882 at the 
Waldorf Astoria NRJA Show. 


“Petal Fantasy” design made in 14K, 18K 
or platinum. Price is determined by the size 
of the center stone. From A. Jaffe & Son, Inc., 
64 W. 48th St., New York. 


-_-_-_- - -—_- -— — -— -— -— -— -— — - - - oO - - -— 


Thin “President” features 17 jewels, un- 
breakable mainspring, expansion band. Shock 
resistant, it is also available with a charcoal 
dial. $59.50 F.T.I. Bulova Watch Co., Flush- 
ing 70, New York. 


ee 


@ valuable prize! 


Enter your name to win this wonderful 


= 
lille ltl ill ll lt ill ll il ll ll lll 


once-in-a-lifetime Free prize trip! 


@ fascinating movie! 


See a fascinating movie! A breathtak- 


ing look behind the scene in peorl- 
A diamond in an elevated setting separates 


each pair of paved links in this palladium 
watch attachment by Spinl Mfg. Jeweler, 27 
Eldridge St., New York. 


fishing waters . . . that will show you 


Oe 
— 


how to put more sell into pearl jewelry. 


pearl jewelry display! 
See o spectacular pearl jewelry dis- 


play! Beautifully designed pearl 
jewelry . . . specially created for this 





show by Americo’s top designers. 


GET YOUR SHARE OF CULTURED PEARL 


Entirely sponsored in your interest by these importers and wholesalers 


Amerex Trading Corporation 
D. Bezalel 
Bienenfeld-Arnold Company 
L. Borrelli Corporation 
George David (Estate of) 

B. D’Elia and Son 

A. Diegonale and Sons, Inc. 
Jack J. Felsenfeld, Inc. 


Gibralter Trading Compony | 


Geodrich Bros. 

Kibitz and Co. 
Leys, Christie and Co., Inc. 
Marlinda Pearl Company 
Anthony Mastaloni & Co. 


CULTURED PEARL ASSOCIATION of AMERICA 


Frank Mastoloni and Sons 
Rodin and Maubry 

Isaac Saad 

Rene Schiff, Inc. 

Seaborn Cultured Pearls, Inc. 
Seacult Pearl Corp. 

Sea Gem Company 

Edward Slutsky, Inc. 

William & Sidney Spector, Inc. 
Sovereign Cultured Pearl Co., Inc. 
H. S. Strygler & Co. 

S. Sugimoto Peari Co. 
Universal Pearl & Gem Co. 
Ventura-Assael & Co. 


550 Fifth Avenue, New York City, New York 














“Smoke Time,” 31-hour desk lighter alarm, 
has gilt case, Evans lighter unit, luminous 
hands and hour dots. $22.50 (ret.). From 
Phinney-Walker division of Semca Clock Co., 
30 Irving Place, New York. 
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Yours to Profit By 





“Spectaculight” setting, with melee set 
around and beneath center diamond, is used 
in a teardrop lavaliere. Setting provides illu- 
sion of larger size and brilliance. By Karlan 
& Bleicher, 136 W. 52nd St., New York. 





Karat-gold bracelet-watch with diamond- 
studded case has one smooth side, one irreg- 
ular side. Priced at $550 (ret.). From David 
G. Steven, Inc., 37 W. 47th St., New York. 





“Prince Charming” lasts a year without 
attention using standard flashlight batteries. 
Four jewels, crystal and gilt hands. Measures 
10% by 9 inches. $37.50 plus tax. From Semca 
Clock Co., 30 Irving Place, New York. 


(more They’re New starts on page 176) 
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GRAFF, WASHBOURNE & DUNN, since 1768 






STERLING PHOTO FRAMES 
with the “JA/LOR EW look 


have been creating with exacting skill, single, double, triple 
photo-frames plain or engine-turned, velvet or bakelite backs 
and easels, in 49 sizes —from 3," x 4%" to 18%" x 145%" 


VISIT OUR SUITE +773, WALDORF-ASTORIA, AUGUST 10-14 


GRAFF, WASHBOURNE & DUNN. 


I588 WEST FOREST AVENUE ¢ ENGLEWOOD, N., J 
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An Unprecendented Opportunity 


FOR SALE 


Completely equipped jewelry salon in Milwaukee's 

finest downtown shopping area. Reputed to be the 

most beautiful store in the mid west. Available 

because of death of owner. 

® Dignified Luxurious ® Draftless Air 
Atmosphere Conditioning 

© Completely carpeted e Walk-in Vault 

e All sit-down counters @ Only five years old 

© Two diamond rooms ® Desirable lease 

© Burglar Alarm © Shatterproof Windows 


For further information and illustrations contact 


SCHWANKE-KASTEN COMPANY 


324 E. SILVER SPRING DRIVE, MILWAUKEE, WIS. 





BALOWIN- 
WALLER WATCH 
COMPANY COMPANY 








€ “au 


Jom Hands in 
Proud Association 


May we cordially invite you to become a 
charter member of the International Gruen 
Guild of Fine Jewelers. 


You owe it to yourself to get the full details 
before you do your Fall Watch Buying. 


We will be calling on you shortly with the great 
new line of Gruen Guild Watches... plus 
a realistic merchandising plan created especially 
to meet your current day watch problems. 


Please wait for us. 


BALDWIN-MILLER CO. 


238 SOUTH MERIDIAN STREET + INDIANAPOLIS 25, INDIANA 
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One Pansienne tells another. .. 
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Three graces 
from the 1958 

JACQUES HEIM collection 
photographed in France 


She’s thrilled 
about her 
precious 


C/ 


~ 
a 


PARIS PURSE, 
CLUTCH and 
MATCHED ACCESSORIES 






Hand Beaded 
in France 


to retail from $5 to® QO 












H () J S E () F N A S H EXECUTIVE OFFICES: 316 BARROW ST., JERSEY CITY 2, N. J. * HEnderson 5-5900 (DIRECT N. Y. PHONE Digby 9-1230) 


NEW YORK * PARIS + LONDON + ROME § niEW YORK SHOWROOM: 10 W. 33rd ST., ROOM 1102 * PHONE CHickering 4-3337 
CANADA « JAMAICA, B.W.i. « PUERTO RICO 
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A-5/5905 5 pieces jewelers bronze C-7/5015 i 

gold and silver finish chased de- J ABP oa ith a, — 

om in exclusive chest. Your cost to mateh in ah. a. BR. chest. Your 

$8.75. cost $17.95. E-5/5927 Same as 7 all silver 


B-5/5908 Same as above all silver finish. Your cost $10.50 
finish. Your cost $9.75. 
ge a 


QUANTITY STYLE NO. RETA YOUR COST 
$17.50 ee 

19.50 

49.95 

18.95 

21.00 

12.95 

‘14.95 

15.95 

49.95 17.95 

59.95 “19.95 — 


























om Ii O!\-—n mioiO wo > 




















F-3/5904 3 piece 
bronze all gold finish 
tinted flowers in ex- 
elusive cameo design 
chest. Your cost $6.50. 


G-3/5906 Same as 
above silver and gold 








ee a 
895ea jj 4.35 ea 
10.95 | 2s 6.50 eq 
3750 ea ~—_——i122.95 ea 











oe. Your om + pe 
3/5909 Sa 


He ts all silver “Anish, 
Your cost $7.95. 


42.50 14.95 
37. 50 ea $ 12.95 ea 


42.50 se Dee (14.95 


47 95 sail 16. 95 


45.00 eee 15.95 eq 
-733.35 281.45 


Suggested Retail Total $733.35 
Display Value 75.00 




















- . J —_ 
K 
L 
a 
Y 
O 
~ 
Wa 
R 
Fi 





Total Value $808.35 


Dealer's Net Cost $281.45 
Display Free 


Total Dealer's Cost $281.45 





1-8/5812 8 piece bronze —_ and 

silver finish embossed design with 

frame to match. Your cost 
17.95. 


5-8/5928 8 piece bronze gold and 
silver finish engraved design with 
picture frame toe match. Your ~ 2 , . SF 
cost $19.95. ; ye i a K-5/5722 5 piece silver finish 
é i, i chased design with picture frame 
to match. Your cost $14.95. 


VISIT OUR SHOWROOM FROM 9:00 A. M. TO 6:00 P. M. — ALL-NYLON BRISTLE — REMOVABLE BRUSHES 


Terms—Payable January 10th, 1959, for orders for one or more assortments. 


NAT ZUCKERMAN & COMPANY, INCORPORATED 


135 FIFTH AVENUE, NEW YORK 10, N. Y. AL 4-9047-9048 
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24 5th Avenue Creation 
Dresser Sets 





Permanent display holds six sets 
on each side. 


Over-all measurement 63" x 38!/." 
—maple wood frame. 


en 











White peg-board center (37" x 
37")—bottom shelf 24" x 37". 


As _ illustrated, display comes 
packaged with 6 “special-event" 
promotion cards. (10" x 20") 


L-3/5902 3 piece jewelers 
bronze with brocade back 
in exclusive chest. Your 
cost $4.35. 


M-3/5922 3 piece bronze 
all gold finish embossed 
bow knot design tinted. 
Your cost $5.50. 


N-8/5907 8 piece bronze gold and silver 
finish embossed design tinted flowers 
—metal handled perfume tray to match. 
Your cost $12.95. 


0-8/5910 Same as above all silver 
finish. Your cost $14.95. 


P-8/5923 8 piece bronze gold and 
silver finish embossed design tinted 
flowers metal pe e 
tray to match. Your cost $12.95 


Q-8/5924 Same as above all silver 
finish. Your cost $14.95. 


R-7/5916 7 piece silver and gold 
finish chased design with picture 
frame to match. Your cost $16.95. 


S-7/5917 7 piece silver and gold finish =. = ese 
engraved design with picture frame te » ~s es 
match. Your cost $15.95. Pay SS 


FOR ADDED PROFITS 


USE THIS CENTER ISLE MERCHANDISER for YEAR AROUND SALES of 
5th AVENUE CREATION DRESSER SETS 


NAT ZUCKERMAN & COMPANY, INCORPORATED 


135 FIFTH AVENUE, NEW YORK 10, N. Y. AL 4-9047-9048 
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Wt BAL GRUEN 
COMPANY es ch 


COMPANY 





Join Hands in Proud Association 


From the New Ball Park to you... 

A cordial invitation to our Retail Jewelry friends everywhere to see 

the New Gruen Guild Watch Line... to get full details on the most realistic 
watch merchandising plan today .. . and to join, benefit and prosper with the 
International Gruen Guild of Fine Jewelers. 

We will be visiting with you shortly to give you 

all the details of the great new Gruen Guild plan. 





















































=a 8 8 6 an aa an 
7101 NORTH LINCOLN AVENUE, CHICAGO 46, ILLINOIS 
610 SOUTH BROADWAY, LOS ANGELES 14, CALIFORNIA 


HOTEL CHARLOTTE, CHARLOTTE, NORTH CAROLINA 
627 FIRST AVENUE NORTH, MINNEAPOLIS 3, MINNESOTA 
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NOCTURNE 


THE PENNINO TALENT FOR ORIGINALITY. CRAFTSMANSHIP AND 
DISTINCTION iS AGAIN EXPRESSED IN A DESIGN OF OUTSTANDING 


BEAUTY WITH A TWO-TONE COMBINATION OF RHODIUM AND GOLD PLATE. 


SIMULATED PEARLS AND RHINESTONES ARE IMAGINATIVELY 
COMBINED FOR AN UNUSUALLY ATTRACTIVE EFFECT. BAGUETTES ARE 


AVAILABLE IN A CHOICE OF CRYSTAL. EMERALD, RUBY. OR SAPPHIRE. 


JEWELS BY PENNINO ARE SOLD IN LEADING STORES EVERYWHERE 


FROM $5.00 KEYSTONE 





PENNINO, MANUFACTURERS OF FINE FASHION JEWELRY 


38 WEST 48 STREET, NEW YORK 36, N. Y., PLAZA 7-2542 


See our original collection of new fashion jewelry on display at the following Fall Shows: New York, August 10 fo 14, 
Waldorf-Astoria Hotel, Room 693, represented by Mr. Henry Falk; Dallas, August 30 to September 4, Adolphus Hotel, Room 
916, represented by Mr. Giulio Bianchi. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 63 





% BERT P 
“BANDST. 


BROADCAST OVER NBC NETWORK 
165 STATIONS COAST-TO-COAST 


Bert Parks will tell ~- ‘) with the most perfectly 
millions of women about © ) reproduced look 


Deltah's great new sie a, of oyster-grown 
, SIMULATED PEARLS . cultured pearls! 


Wes oe 


FOR BIGGEST PROFITS—FOR CUSTOMER SATISFACTION—DEPEND ON DELTAH, 
THE NATIONALLY ADVERTISED PEARL LINE CONFINED TO JEWELERS! 


CULTIQUE AND OTHER DELTAH NECKLACES WILL BE NATIONALLY ADVERTISED 


scientific achievement 


Tie-in with this highly profitable pearl promotion— TOTAL PROFIT *124.40 on *74.30 COST 


THE DELTAH PEARL PARADE, including *25.00 EXTRA CLEAR PROFIT from 
a handsome VANITY DRESSER SET with Mirror 


Tray FREE with the Deltah Peari Parade Group 
now being presented by your Deltah whelensier 


- AT BETTER wy JEWELERS 


Remember—Deltch is your pearl line... Delt ah. 


NATIONALLY ADVERTISED FOR—AND SOLD BY— JEWELERS ONLY! — 


a magnificent group of 12 Necklaces and 
4 Neckiace & Earring Ensembles 
Retail for *173.70 Your Cost *74.30 Your Profit $99.40 


SIMULATED PEARLS 


PEARLS BY DELTAH INC. * FACTORY AND MAIN OFFICES * 560 MINERAL SPRING AVE., PAWTUCKET, R. I. 





OCTET TEE eT SS) gee Bree eee e eee 
a i il a Ee 


re lala ee ak Ad 


Se ee eee ie tere mers es 





















































makes history 
for you! 








2.3 -jewel 
Lord and Lady 
Elgin watches 










= 


stail from so 





bE me 





3 iewels « Horizon styling « Shock-resistant 
vaeranteed unbreakable DuraPower Mainspring 


e Automatic and waterproof models 


Mish avality ° MEW LOW PRICE 








Te Your potential triples when 
you are able to sell Lord & Lady 
Elgin watches for $59.50. At 
that price, you reach the big 
segment of the over-$50 watch 
market, a group of buyers who 
account for 24.6%* of all watch 
sales. These people are price-con- 
cious, but they insist on quality, 
too. And there are twice as many 
of them as there are in the $75- 
and-over market! So your sales 
potential, added to what you had 
before, is nowthree times as great! 


y 3 Your trading-up range is ex- 
tended, because with the new low, 
low price for Lord & Lady Elgin 
watches, you can place these fine 
timepieces within the reach of 
customers who come into your 
store planning to spend “around 
$50.” When only a few dollars 
more will buy a Lord or Lady 
Elgin, you have a powerful ar- 
gument for trading these buy- 
ers up! For the same reason, 
Lord & Lady Elgin watches are 
ideal for layaway promotion. 


we You get bigger benefits from 
Elgin advertising and promotion 
— in magazines, on radio and 
TV. Lord & Lady Elgin watches 
are “the star of the show” in 
Elgin advertising, and you enjoy 
the advantage of having your 
customers see the actual watches 
you have in stock when you 
carry the Lord & Lady Elgin 
line. Many jewelers report cus- 
tomers requesting specific Lord 
& Lady Elgins they’ve seen on 
TV or in magazines! 





These fine watches 


will be sold only through 


FRANCHISED 


Elgin Dealers 


Lord & Lady Elgin watches always 
have been, and always will be, the 
jeweler’s line. Jewelers account for 
the vast majority of the $50 and 
over watch sales. Dollar wise this 
market accounts for 70%* of watch 
sales in the average jewelry store. 

To make absolutely sure that you 


will get the benefit of the new 


potential for Lord & Lady Elgin 
watches, this distinguished line of 
quality timepieces will be restricted 
to select Franchised Elgin dealers. 
This policy gives you a strong, 
nationally advertised accepted 
line, exclusively yours, in the 
price range where your profit 


opportunities are greater! 


For information on how to qualify as a franchised 
dealer in your community, see your Elgin repre- 
sentative as soon as possible, or write to: 


SALES DEPARTMENT 


ELGIN NATIONAL WATCH COMPANY 


ELGIN, ILLINOIS 





on -Seul—P dene es—san— 
Lost —b eto Sh eu —4 


oo} a — 1 — 71 _- AO ene 
and Hlegance 


W 254 (illustrated) — Padded rayon moire 
W 252 — Padded simulated leather 


To Retai/ at $5.00 


CAO LET AND COMPANY 


Publishers 


NORWALK, CONNECTICUT 
Fine Albums Since 1872 « N. Y. Showroom: 225 Fifth Avenue 
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You’re No. 1 in her mind 





A LADIES’ HOME JOURNAL 


LEADERSHIP REPORT 
TO SILVERWARE MANUFACTURERS 


Se 
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More women buy and read Ladies’ Home 
Journal than any other magazine. 

The Journal understands women better 
than any other magazine. And women under- 
stand the Journal better because it is written 
in their own special language. 











when you're in her No. 1 magazine! 


Ladies’ Home Journal reaches more women 
more effectively than any other magazine on earth! 





This “person-to-person” editing moves 
women to look on the Journal as a much- 
loved member of the family. They ask its 
advice, blow off steam to it, tell their troubles 
to it, and firmly believe in it down to the last 
period on the back cover! 








NO. 1 IN 











NO. 1 IN 
CIRCULATION 


The Journal continues 
to lead all women’s 
magazines in 
circulation. 

An average of 

5,680,000 women buy 
the Journal every month 
...and many more 
millions read it. In fact, 
1 out of every 2 women 
who shop in department 
and jewelry stores 

read the Journal. 


NO. 1 IN 
NEWSSTAND 
SALES 


So vigorous is the 
Journal editorially that 
women buy it at the 
newsstands in far 
greater numbers than 
any other women’s 
magazine. 


Never underestimate the power of the 


world’s greatest magazine for women... 
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SILVERWARE 


MERCHANDISING 


The Journal’s many- © 
faceted merchandising 
program helps retailers 
get maximum /ocal 
benefit from silverware 
advertising in the 
Journal. Journal 
representatives work 
personally with stores in 
25 major market areas, 
planning promotions 
and setting up displays 
on Journal-advertised 
brands. This contact 

is supplemented by 
Journal mailings of a 
new “merchandising 
idea kit” which stores 
are receiving with great 
enthusiasm. 


NO. 1 IN 
ADVERTISING 


Last year advertisers 
continued to invest more 
money in the Journal 
than in any other 
women’s magazine 
(aimost $30,000,000—a 
gain of 14% over the 
previous year). 

That’s why silverware 
advertisers like 

Oneida Ltd. choose 

the Journal to introduce 
new patterns and to 
carry new campaigns 
for established patterns. 


Oneida Ltd. chose Ladies’ 
Home Journal to launch its 
new Young Love pattern. 


“JOURNAL 


A CURTIS PUBLICATION 
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For clock: radio Ayle, foilunse and; profile 
PHILCO IS RIGHT 
ON THE BUTTON: 










Se Ss 


DEALERS EVERYWHERE REPORT: 


“It’s the fastest selling 
clock radio in the industry!” 


No wonder! This is the world’s most auto- 
matic clock radio. It features the really 
big news of the year — push-button clock 
controls! No knobs or buttons clutter the 
clock face. Only Philco has it. And only 
Philco has Slender Set styling that 
matches today’s trend in furniture fashion 
...colors, Aqua and Lustre Ivory, to blend 
with every décor. The price of this amaz- 
ing New Philco? Unbelievably low! 


“" seR anos 


FIRST CLOCK RADIO 
WITH PUSH-BUTTON 
CLOCK CONTROLS! 
























SENSATIONALLY PRICED! FULLY AUTOMATIC! 


See 


Check this one for value! Fully automatic timer. Sleep 
switch. Lullaway circuit. Buzzer alarm for real sleepy- 
heads. Big easy-to-read face, luminous hands. Fine 
Duo Sound speaker. Slender Set Styling. Choice of 
Pink, Aqua and Lustre Ivory. All this plus the lowest 
price ever for a fully automatic clock radio. 


sanos ~~” 





TWIN SPEAKER SELL-UP! Exciting 
“His & Hers” feature. Two matched 
4-inch speakers one at each end... 
turn on either one or both. Fully 
automatic. Slender Set styling in 
Pink or Mahogany cabinets. 


MODEL 753 MODEL 76! 





TAPERED PROFILE SETS THE STYLE! 
Simply beautiful, and beautifully simple 


... that’s the way to sell Philco’s Tapered LOOK AHEAD. e¢ 
Profile. Every automatic convenience. 
Pink, Charcoal and Lustre Ivory. $34.95 Cotl SOM Choose. ® 
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BUTTERFIELD GRUEN 


WATCH 
COMPANY 















Proud Association 










With sincere belief in the traditional position of the Retail 


Jeweler as the center of watch buying... 






We proudly present the new Gruen Guild Watch Line... 






and a new realistic merchandising plan in a mutual effort 








to achieve that goal. 


We will be calling on our friends—shortly—with full details 
on how to join—benefit—and prosper with the International 


Gruen Guild of Fine Jewelers. 


BUTTERFIELD BROS. 


317 S$.W. ALDER STREET «PORTLAND 7, OREGON 













oe 
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Seth Thomas 


alone builds the line, the 
price range, the profits, 
the policies for you... 


the retail jeweler 


A COMPLETE LINE of clocks of all types and styles — 
keywound, electric, cordiess electric, light-powered 
in leather, mahogany, brass and many varied cases. 


IN YOUR PRICE RANGE — with consumer prices $8.95 
to $250.00 — you can build clock unit sales and sales 
volume by selling the better clocks—Seth Thomas. 


FULL PROFIT. Seth Thomas Clocks give you larger 
average profit per sale than any other nationally known 
clock. 


THE POLICIES. Seth Thomas operates under Fair Trade 
contracts in states where these contracts are permitted 
by law. In all states we use every legal means to insure 
you your full profit. All Seth Thomas clocks are thoroughly 
tested before shipment and are guaranteed against 
defects in workmanship and material for one year from 
customer’s date of purchase. 
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seth Thomas brings you 5 new mahogany cased clocks priced to sell today 


















CATHAY. Luxurious mahogany with oriental flair. Solid brass feet and bezel, CANEWOOD. Solid mahogany case with woven wicker front. Polished 
delicately executed scene in dial center. Luminous hour dots, hands. Electric alarm. solid brass bezel and spoo!-type feet. Luminous hands, dots. Electric alarm. 
5“ high, 5 3/8” wide. Retail $10.95* 4 7/8" high, 6” wide. Retail $14.95* 









oe 


SEVERN. Grained solid mahogany. Solid brass trim. LORRAINE. Mahogany finish and in fruitwood., too. WAYNE. Mahogany or fruitwood finish with har- 

Luminous hands. 30-hour keywound, bell! alarm. silver-plated dia!, solid brass numera!s. Electric bell monizing dials. Polished brass ring, Curved crystal. 
7 lot , nan asd , ~ 4 P P cn ° , ‘4 ae 

3 3/4" high, 3 7/8" wide. Retail $10.95 alarm. 6 1/2” high, 6 5/8" wide. Retail $24.95" Electric alarm. 5 1/4” high. Retail $12.50*. 


wronnernnnrn oe 
ee NTL ALLEL 











= 


VISTA. Beautifully grained solid walnut frames stirring seascapes lithographed in full color COUNTESS. Solid brass case, pencil-striped black end 


on metal tile panels. Cordiess electric. Runs on single, inexpensive flashlight battery for pieces. White dial, solid brass numerals, markers. 8-day hour 
over a year. 5 5/8” high, 18 7/8” wide, 7-jewels. Retail $65.00* and half-hour strike. 6 5/8” high, 8 7/8” wide. Retail $59.50* 


*plus tax 


For catalogs and merchandising aids write to: 


ETH THOMAS 


Masterpieces in Time Since 1813 *« Thomaston 4, Conn. 


Division of Corporation 
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1/20.10K Geld Filed Tope, Alo evellable Ta Stinlow Sect POPULARLY PRICED 
WATCHBANDS 


210—The light leather touch contrasts subtly with luxurious 
1/20-10K Gold Filled tops in this gracious ladies’ band. Also 
available in Stainless Steel. 


WLLL PRICED TO SELL .. . THESE 


ATTRACTIVE WATCHBANDS 

WAL: hh hhh; FEATURE QUALITY MATERIALS, 
EXPERT CRAFTSMANSHIP, 
SUPERIOR DESIGN 


Through the years our volume has steadily 
increased due to superior styling and 
tremendous improvements in construction 
and production methods. This has enabled 
us to offer you the most up-to-date styling 


and construction in the U.S.A. at 
37S—One of the famous Mark VII photo idents. Available in unbelievably low prices 
many styles, either with photo case or solid plaque — for 
men, ladies’ and children. 


This popular acceptance of Mark VII 
bands has made Watchbands, Inc. 
the leading manufacturer of the most 

complete watch attachment line. 


153—Rugged and handsome with 1/20-10K Gold Filled tops. See our complete line of popular styles and finishes in 


watchbands . . . idents . . . and photo idents, plus attractive 
and effective counter displays. 





Hold expanded Disengage links with twist A 
band between ing motion. 
thumb and Remove or add 
forefinger NS two links. 


3) 
J / i \ 
f : 

RKhSKKH“e 7 Links ore M48—Light, delicate and spar. 


easily snopped back ° ° : 
With tip of penknife, slip ly —End re-locked by pushing kling with 1 /20-10K yellow or 
TAB toweord center of bond tab back into original position white Gold Filled tops 

















Most men’s bands are available with a patented 

sliding lock adjustable feature that solves fitting 

problems and provides easy adjustment for com- mre ‘ 
fortable fit. Shorten or lengthen the band... . ae oe ragarees ie 
add two links or remove four . . . quickly and a gag yellow or white Go 
easily. Filled tops. 


WATCHBANDS, INC. sorts arresoro, mass. 


SALES OFFICES: NEW YORK * CHICAGO + LOS ANGELES « FORT LAUDERDALE 
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$\0() Rees, wets ROTTS 1-100) 
17 jewels, guaranteed waterproof,* guar- §=—+_—_—=i17 jewels, guaranteed waterproof,* guar- 


anteed unbreakable balance staff and = =—santeed _unbreakable balance staff and 
(25 pieces or mainspring. Chrome plated top, stainless —__ mainspring, all stainless steel case, with (25 pieces or 
more $890 ea.) back, with leather strap. leather strap. more $990 ea.) 


TIMER» oe 
Stop watch with start- 
stop, return-to-zero 
button in the stem, 7 
jewels, 1/5 second tim- 
ing, all chrome plated. 


17 jewels, automatic self-wind, water- : \" | mo 
proof,* guaranteed unbreakable bal- me < el YOUR Sas 


COST 


(25 pieces or ance staff & mainspring, stainless 
more $]230ea.) back, chrm. plated top, leather strap. 


Now: LOWEST 
PRICES EVER 


on 17-jewel waterproof” watches 


Set your own price on these handsome and reliable 17-jewel 
CROTON WATCH CoO. 


404 4th Avenue, New York 16, N. Y. JC-K-8 
Please send me the following Sussex watches: 
Quantity Model Quantity Model 

Resistal a Resistal /S 

W atermatic Timer 


Boxes ea. .60 


lever movement wrist watches—every one with guaranteed un- 
breakable balance staff and mainspring, radium dial and sweep 
second hand, guaranteed waterproof* and shock-resistant. 
Increase store traffic . . . increase your profits ... with the Sussex. 


Timer shown above SUSSEX WATCH DIVISION OF 


also specially priced 


® 
for quick selling. i RO i O N 
City State 


406 Gt Avwemme, Now York 16, N.F. on ccccccccccccccccccccccccccssceseccsescccessccesose 


Name 





(please print) 


Store Name 





Address 











*providing case unopened, crystal intact 





















to clve it a38-YEAR 
unconditional cuarantee! 





Just look at the amazing insides of this watch and you'll see why we'll 
stand behind it through 36 months of rugged wear...with this remark- 
able guarantee: 

If, within 3 years, the Antarctic fails to per- _ return it to you within the same week we receive 


form through any mechanical defect (outside it. Watches reaching us Friday afternoon, how- 
of abuse) we will repair it free of charge and __ ever, will be returned the following week. 


Here are the toughest parts we could find to put inside the Antarctic— 
10 reasons why we can make this astonishing offer: 





1. Tension ring around crystal prevents it from 7. Hairspring is of new metal Nivarox— 
shrinking, keeps it watertight. unaffected by electricity or weather. 

2. Self-expanding washer in crown automati- 8. Neotal mainspring is rustproof, unbreak- 
cally allows for crown’s wear. able, and retains its strength throughout life 

: of watch. 

3. Case is slim yet strong; back is deep- 
threaded for firmer seal. 9. Incabloc shock-resistance process. 

4. Bold raised indicators on dial cannot tar- 10. 17 rubies are rounded ; 


nish. wherever necessary for ex- 


ceptional oil containment. 
5. Movement is 360° free-swing self-wind » 


unit; replaced by removing only three screws. ; 
P Y = Your customer fills out this 


6. Balance wheel and escapement are made guarantee form with you. The § 
of Glucydor, a new metal that is rustproof; guarantee is in force when form @ 
unaffected by heat or cold. is received by Croton! Sa. 





the Antarctic’ ana Antarctica by 


CROTON® NIVADA GRENCHEN 


THE ANTARCTIC (MEN‘S) $69.50 THE ANTARCTICA (WOMEN’S) $69.50 Order your Antarctic watches now by coupon below. $69.50 
. cH 








CROTON WATCH CO.. INC. JCK-& 
404 Fourth Avenue, New York 16, N. Y¥. 


Please send me the following Croton Antarctic watches, uncondi- 
tionally guaranteed for three years: 


: 
































men’s watches women’s watches 
(The Antarctic) (The Antarctica) 
Name 
PLEASE PRINT 
Store Name a de 
Address 
| City Zone State 
| Please send me, free with every order: 
| DD Mat C) 4-color counter card C) 25 inch window card 





I 














What you should know and 


| 





BAROQUE Keystone, $15.90 Resale, $14.95 CLOVER Keys one, $13.90 Resale, $12.95 MODEL E Keystone, $17.90 Resale, $16.95 PRISM Keystone, $13.90 Resale, $12.95 






PENDANT D Keystone, $17.90 Resale, $16.95 CO-ED Keystone, $13.90 Resale, $12.95  THINESTE R Keystone, $13.90 Resale, $12.95 THINESTE $ Keystone,$13.90 Resale, $12.95 





ARPEGGIO WATCH COMPANY 
404 Fourth Ave. New York 16, N. Y. 
Please send me the following Arpeggio watches: 












































Baroque Pendant D Automatic (white) 
Clover Co-Ed Automatic (yellow) 
Model E Thineste R Dolphin (white) 
Prism Thineste S Dolphin (yellow) 
Name 
(Please Print) 
Store Name 
Address — 
AUTOMATIC (wh) Keystone,$21.90 Resale, $17.95 DOLPHIN (wh) Keystone, $13.90 Resale, $12.95 











City Zone State AUTOMATIC (yel) Keystone,$23.90 Resale, $19.95 DOLPHIN (yel) Keystone, $15.90Resale, $14.95 




















do about - By, 


LEVER 
WATCHES 





What’s the difference between pin lever and jewelled 
lever watches? Pins instead of jewels. Fewer parts. 
And of course, shorter life. But today, with precision 
mass production methods, a pin lever movement can be 
produced to equal the time-keeping qualities of jewelled 
lever watches. 


Why are pin lever watches increasing in sales? (And 
why are you, the jeweler, losing your share of the 
entire watch business?) Expensive-looking styling, low 
price and adequate time-keeping qualities make these 
watches a fast turnover item. Shoddy pin lever watches 
have scared jewelers away from this lucrative source of 
profit—opening the door to all other types of retail out- 
lets. As a result, some of these other outlets have not 
only bitten into the pin lever business—but the higher- 
priced watch business as well. All of this business can 
be regained with a jeweler’s quality pin lever watch. 


Who supplies the only quality pin lever watch pro- 
duced exclusively for jewelers? For non-jewelry out- 
lets, anything that ticks is called a watch. But for 
jewelers, something better was needed. So now Arpeggio 


arpeggio 








is producing the highest-quality pin lever watch in the 
business—and selling it exclusively to jewelers. Best of 
all, the price is only slightly higher than “drugstore” 
watches. You get Swiss 100% waterproof cases ($2 each) 
instead of Hong Kong or Japanese cases (25¢ each). You 
get Nivarox hairsprings, micropolished pivots, unbreak- 
able mainsprings, one jewel in escapement (low quality 
pin levers have jewel placed at top for show), polished 
instead of raw-finished movement and,complete jewelers’ 
combination guarantee. 


Arpeggio’s 4-point combination guarantee 


1. Each watch timed twice—once in Switzerland, once 
again before shipment to you. Waterproof cases are 
tested in water. 


2. Guaranteed to you for 90 days from the date you sell it. 
Completely free repair or replacement during that time. 


3. One-year guarantee to the consumer. Certificate 
enclosed with each watch. 


4. Protected by the 80 years of integrity of the parent 
company, CROTON WATCH COMPANY. 





Division of CROTON WATCH COMPANY, 404 Fourth Avenue, New York 16, N. Y. 


















Aristocrat of Watchbands 


Komfit is probably the most admired watchband in the land. Unique 


in design, it’s thin as a dime, completely flexible, remarkably rugged. 
Komfit offers a distinctive accent to all watches... makes your watch O44 
look newer, more fashionable. Delightfully light and cool... adjusts 


to fit any wrist. See the newest Komfit watchbands, including lovely JEWELRY S Owe FOR yeahs Y 


styles for women... they make truly exciting gifts! At all fine jewelers. 
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LADY’S SPORT KOMFIT —Goid Filled $9.95 plus Fed. tax Stainless Steel $6.95 no Fed. tax 
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ALLIGATOR — Gold Filled trim $9.00 pius Fed. tax Stainless Steel trim $7.50 no Fed. tax 
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i 2235 os Er? tt 
aeigtttiisss: HH HEHE Dh GRAND — Gold Filled $15.40 plus Fed. tax 
£ iii: : HHH BE Stainiess Steel $8.95 no Fed. tax 
a = fretetsts tt B 3t = chown on model: ROYAL — Gold Filled $17.25 pius Fed. tax 
; Stainless Steel $7.95 no Fed. tax 
SPORTSMAN — Stainless Steel, Goid Filled trim $10.95 pius Fed. tax ‘These watchbands are also available in 14Kt. Gold 
Stainless Stee! $7.95 no Fed. tax. Men’s bands are available with curved ends Gold Filled Watchbands are 1/20 12Kt. 


Forstner, Inc., Irvington 11, New Jersey 





One of a series of National Advertisements for Komfit— 


this ad appears in 2 colors: December Esquire. 


LLUTS 


THE MAGAZINE FOR MEN 


Jo ee 
ILLUSTRATE 


errr oe 
Wonder wardrobe ~ 


This is how Forstner pre-sells 


KOMFIT. watehbands 


CoM ali lice) atmo) Mme [Ol-] 118 Mer l-j Ke) pal=) e-¥. 


Here is dynamic national advertising that covers your most profitable market... 
customers in the mood to spend, with money to spend! Forstner pre-sells this valuable 
market with consistent, hard-hitting advertising for Komfit, America’s finest quality 
watchband. Ad after ad in leading magazines plus The American Weekly in 31 major 
markets builds the prestige of the fine jewelers who feature Komfit. 

And Forstner backs up this sweeping ad program with attractive styles—for both 
men and women . . . exciting new designs that help you complete every sale! Prepare now 
for more profitable business by featuring Komfit, the nationally advertised aristocrat of 


watchbands! 





FORSTNER, INC., IRVINGTON, NEW JERSEY 
Forstner (Canada) Ltd., Sherbrooke, Quebec 
Showrooms: 

320 Fifth Avenue, New York, N. Y. 


29 E. Madison Street, Chicago 2, Ill. 
JEWELRY’S NAME FOR QUALITY 
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S.A. CLAUSIN GRUEN 


& WATCH 


COMPANY COMPANY 











Jovn Hands vn wes 
Proud Association 


The International Gruen Guild of Fine Jewelers is a 
symbol of the integrity and proud history 
of the 84 year old Gruen Watch Company. 


That is why the new Gruen Guild Watch Line, plus the 
most realistic merchandising plan today, is not only 
an expression of confidence in the Retail Jeweler... 
but a path by which he can regain his traditional 


position in the watch market. 


Please wait for further details before 
you do your Fall Watch Buying. We will be 
visiting with you very shortly. 
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MOST-WANTED 
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This Krementz advertisement is part of a 
consistent national campaign presenting 
Jewelry by Krementz to readers of The 
Saturday Evening Post, Vogue, Life, The 
New Yorker and The New York Times 
Magazine. It is designed to reflect the dis- 
tinctive quality that gives Krementz Jewelry 
special appeal to your most valued 
customers. 

Classic in design, rich in appearance and 
extremely long-wearing, Krementz Jewelry 
offers much the same advantages as solid 
gold jewelry at a fraction of the price. Its 
lasting beauty comes from a 14 Karat gold 
overlay over thirty times thicker than that 


in ordinary electroplated costume jewelry. 


So much more value, for so little more. sae 3 be 
alias wl . ) ) . oS | THE FINEST IN 7EWRU | 
So, not only 1s Arementz Jewelry better Soo | 
: : : Krementz Jewelry is richer BS more ‘ine 
because of its heavy overlay of 14Kt. gold. 
_ . | fae This gold layer is over 30 times thicker than 
advertising know that it is better. You dont i | that ‘cer canal ordinary electroplated jewelry. 
have to spend much time selling Krementz I i Yes, Krementz Jewelry costs a little more, but 
Jewelry because a lot of the selling has | you will feel a special pride in wearing it... 
already been done. or giving it. 
Why not take the fullest advantage of 3 Damencena Ross: Neckince $17.80 Green $1250 
this by showing an impressive display of ar Earrings $9.00 Bracelet $18.50 
or saat Florentine Leaf: Brooch $9.00 Earrings $13.50 


in fine leatherette gift cases. Wherever 
fine jewelry is sold. (Prices plus tax.) 


Tie Bars $3 to$6 Cuff Links $6 to $15 


in design, and in over-all quality, but your 


customers, through our 50 years of national! 


Krementz Fine Quality Jewelry in your 





store window? 
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UNIVERSAL 


AP OMA) 
with the FLAVOR-SELECTOR 


TEN-CUP CHROME: TEN-CUP COPPER: EIGHT-CUP CHROME 


ALWAYS THE LEADER! NEW INSIDE and OUT! 


Universal introduces three new Coffeematics that bring 
greater beauty, more features and bigger value to this @ NEW TUBULAR HEATING UNIT 


already famous line. Universal is FIRST, as always, with @ NEW COLD WATER PUMP 
the coffeemaker preferred by millions. See them and @ NEW BREWING SPEED 


you ll see why! 
@ NEW CONTROL ACCURACY 


FIRST again, with all new, up-to-the-minute styling that 
outshines all others. @® NEW NUMERICAL CUP MARKINGS 
FIRST again, with all new, improved features that make @ NEW STYLING 


it the finest coffeemaker of all time. 


FIRST again, with the only full line of quality, chrome- 
on-copper coffeemakers. af + [VE RSAL 





FIRST again, with the biggest advertising program be- 
hind any single product. LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 








~ WARRY GREENWOLD, 
WALLENSTENA— WARNER 
COWPANY 


GRUEN 
WATCH. 
COMPANY 


















Join Hands 1n Proud Association 


The establishment of the International Gruen Guild of 
Fine Jewelers is a powerful step towards meeting the current 
day watch problems of the Retail Jeweler. 


Equally important, the new Gruen Guild Watch Line, 

is conceived by the finest merchandising abilities in our 
Industry, backed by a realistic plan to reestablish the Retail 
Jeweler in his rightful position. 


To our many friends, we ask . . . please hold your 
Fall Watch Buying until we bring you the complete story 
on your watch line . . . the Gruen Guild. 


HARRY GREENWOLD, WALLENSTEIN-MAYER CO. 


$1 BAST FOURTH STREET © CINCINNATE 2, ONTO 








JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1958 81 








see the < he 


Sa Brsseane and a af 
hen. e 
my sapere 








— gear =— 


pany - ib 
at the os i 


RETAIL JEWELERS} MARK ET 




















WATCH CASES 
WATCH PARTS 


Big clock of the Paris Palace of Justice, on the River Seine. 


for further information, please contact 


WATCHES OF FRANCE Ine. tnrormation center 
610 Fifth Avenue, New York 20, N. Y., CIrcle 5-3882 
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RETAIL JEWELERS MARKET 
in New York 


HOTEL WALDORF ASTORIA 
August 10 through 14, 1958 


booths #100 to #103 





J.MAROQUENE, 


The Pont au Change over the Seine River. In 1141, the seat of the Goldsmith Guild. 


for further information, please contact 


THE FRENCH COMMERCIAL COUNSELOR 
610 Fifth Avenue, New York 20, N. Y., Clrele 5-5780 
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store Bridal 


















Artcarved 
beautiful stytes... beautiful future... 


the ring with the permanent-vaive guarantee 
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THIS EYE-STOPPING TWO-PAGE AD 
WILL COME TO LIFE IN BLAZING 
COLOR IN SEPTEMBER SEVENTEEN. PAGE AND HALF-PAGE ADS 


LIKE THESE WILL CONTINUE 
TO SELL ARTCARVED’S 
PERMANENT VALUE PLAN 
TO YOUR CUSTOMERS. 








CONVENTION VISITORS: 


Visit our suite, 911-15-17, at the New York jewelry show, August 
10-14. See the world’s largest collection of wedding rings. Learn 
how other jewelers have made their stores Bridal Headquarters by 
featuring the largest Artcarved wedding ring selection in town. 
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makes your 
Headquarters 


Dramatic, prestige-building Artcarved 
advertising draws brides to your store 


There’s no “recession” in the advertising 
support you will be getting this fall from 
Artcarved. The makers of Artcarved diamond 
and wedding rings are expressing their con- 
fidence in the outstanding quality and sala- 
bility of Artcarved rings by continuing to 
give you all the benefits of a strong na- 
tional advertising program to bring more 
bride-age customers into your store. 

For an Artcarved diamond ring assures 
your customers of the permanent value of 
their purchase .. . gives them convincing 
proof of the value they are paying for. And, 


thanks to the increasing power of Artcarved’s 
unique Permanent Value Plan, you can ex- 
pect to sell more diamond rings than ever 
before—even in the face of tougher com- 
petition ahead. 

Get all the facts about Artcarved’s far- 
reaching advertising and merchandising 
program for fall 1958. Learn the important 
help it can give to make your store the 
Bridal Headquarters in your town for dia- 
monds, silver, china, crystal. Be sure to 
ask your Artcarved representative or write 
our home office for full details. 


These new merchandising aids help you promote Artcarved’s PVP in your store 





NEW DISPLAYS. Bride-doll 
displays, flasher and motionunits 
for window and counter 


RIDES 


TIE-IN LITERATURE. Full- 
color folders, gift books, “Wed- 
ding Guide for Bride and Groom.” 


iBr =e ride st fom | FE 


NEW RADIO DISCS. One-min- 
ute and twenty-second spots 
with time for local tie-ins 


HOU Mademoiselle 
si PHOTOPLA a ~s Migs = = 


FULL-COLOR MOVIE PLAY- 
LETS. For ltocal indoor and 
drive-in theaters. Also in black 
and white for TV. 











wer? 


ria | Dot 


SEE ARTCARVED ON AMERICA’S NO.1 DAY- 
TIME TV PROGRAM, “QUEEN FOR A DAY” 


Over 8,000,000 women will see Artcarved on TV via 142 NBC-T'V stations 
throughout the nation. And many more will hear about the Artcarved 
PVP on 560 Mutual radio stations next day. 








J.R. WOOD & SONS, INC. 


216 East 45th Street, New York, New York - 


NEW YORK « LONDON «+ AMSTERDAM «+ ANTWERP 
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IN DEMAND-—-COAST-TO-COAST 
AMONG THE.FINEST 
OF THE WORLD’S WATCHES 
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No fine jeweler in America can properly serve his customers without Longines, 
the watch in greatest demand and highest public acceptance among the finest 
of the world’s watches. The prestige of Longines watches is due primarily to 
their unsurpassed quality. For more than half a century, through dignified, fac- 
tual advertising, the Longines quality story has been told and retold to the entire 
country. The investment in national advertising for Longines watches has been 
greater, by far, than that for all other watches of finest quality combined. You 
can completely satisfy your need for watches of finest quality within the 


Longines line—largest in its field in variety of styles, types and price ranges. 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW YORK MONTREAL GENEVA 
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Herre BIRTHDAY, DEAR BEN! The 
world’s best-known clock—Lon- 
don’s Big Ben—is currently rounding 
out a century of duty. Atop a 320- 
foot tower which looms above Britain’s 
Houses of Parliament, his much- 
copied, sonorous song rings out each 
hour, come war or peace, fog or shine. 

Whence his name? It certainly set- 
tled any doubt about the gender of 
clocks. No female could be so pre- 
dictable, so patient, so on time! 

He was christened for Sir Benjamin 
Hall, commissioner of works when 
Ben was born. 


— OVERBOARD! Want to know 
who now wears the fabulous emer- 
alds which once graced Imperial Rus- 
sia’s royal women? Mrs. Cortright 
Wetherill, who inherited them from 
her grandfather, who acquired them 
during the Bolshevik revolution. She 
pays $150 insurance each time she 
takes them out of the bank... . 
That’s just one piece of incidental 
information in a truly excellent, 
beautifully illustrated article, “Amer- 
ica’s Most Fabulous Jewels” which ap- 
pears in the July Ladies Home Jour- 
nal. Some of the extensive material 
collected by Author Laura Date Riley 
came from Dorothy Dignam, identi- 
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fied as “historian for the JEWELERS’ 
CIRCULAR-KEYSTONE.” This is a piece 
you won't want to miss—and thal 
you ll be proud to recommend to your 
customers. 

Most devastating tidbit in the arti- 


cle: Once Mme. Helena Rubinstein 
absently tossed a tissue box out a 
ship’s porthole thinking it was empty. 
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It wasn’t. It contained two double 
diamond drop earrings worth $70,000 
—and not insured. 


| ya ACTIVE WHOLESALER? 
Wholesale jewelers weren't eligi- 
ble when Jacoby-Bender searched the 
country for the longest-active retail 
jeweler. (You'll remember that Col. 
Henry J. Rosenstihl of Union Springs, 
Ala., won out—age, 89; 77 years in 
business. ) 

So, wed like to enter Louis Bloch 
for the same honor among whole- 
salers. In a contest based on contin- 








SPEAKING OF THE JEWELRY TRADE 





uity of service with one firm, wed 
gamble he'd place way out in front. 

Louis Bloch, 84, has been an em- 
ploye of the wholesale division at 
S. Kind & Sons, Philadelphia, for 70 
continuous years. He was the first 
permanent employe hired by Samuel 
Kind, the firm’s founder. 

It was a good choice—taking on 
that eager 14-year-old. In the ensu- 
ing seven decades, Louis has served 
four generations of Kinds. His sick- 
leave in all that time has been less 
than four weeks! And today he needs 
neither glasses nor hearing aid. 

Some of his retail customers joined 
recently with the Kind management 
and staff in a reception honoring this 
fine old gentleman of the jewelry 
trade. Because, in June, he retired 
from his “beat.” 

The “retirement” is only partial. 
though. Louis no longer will trundle 
his sample cases around Philadelphia; 
but he will voluntarily report each 
day at the store which has been so 
large a part of his life. 

Know any other wholesalers’ repre- 
sentatives who can match this record? 


eens HOLIDAYS: No sense in just 
wasting a vacation at the sea- 
shore—when you've a chance to add 
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to your professional knowledge in a 
change of scene, and, maybe, pay for 
the trip at the same time. 

So—why not pack the family off to 
Skalkaha Guest Ranch (25 miles from 
Phillipsburg, Montana) ; give em each 
a shovel and dig for sapphires? 

That’s no joke! Harry Bentz, host 
of Skalkaha Ranch, owns several 
claims not far from “Sapphire Gulch,” 
which are open free of charge to any 
guest with a liking for gems. ’Tis said 
that small sapphires are found each 
day and a few lucky souls have re- 
covered a variety of colors of cuttable 
size. 

Happy digging! 


Pepe "EM YOUNG: Many girls in 
their early teens are well aware 
of the beauty — and desirability — of 
sterling silver; many already have 
chosen patterns and have started col- 
lecting flatware for future “dream” 
homes. 

A survey of 1000 “teen-agers” bv 
The American Girl (Girl Scout month- 
ly) reveals this satisfactory news. 

Sixty-nine percent responded; aver- 
age age: 13 years, 7 months. Of these, 
76 per cent would choose only sterling 
for their “heart’s desire”; 90 per cent 
said sterling “reminds them of fine 
china, crystal and candlelight on the 
table.” 

That last finding suggests there's 
more work to be done on bringing 
silver out of the candlelight and into 
the davlight as well—‘for you, for 
little women can have 


now!” Even 
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guilt feelings when they spend money 
on what they consider pure luxuries, 
no maiter how longed-for. Let's em- 
phasize the practical side of beauty. 


oo IN A WATCH CASE: Unique 
means just one of its kind ia 
the whole world. You don't use the 
word often. 

Yet, at the Museum of Besancon, in 
the heart of the French watch-making 
country, is a watch that’s truly unique. 
Horologists agree its “the cleverest 
watch of all time.” Its serial number 
is OL; there never will be an 02. 

Only 2% inches in diameter, the 
main dial of this beautifully embossed 
gold timepiece not only tells you the 
hour to the second, plus the week, 
date, season and year; it also reports 
the equinoxes, solstices, equations of 
time and phases of the moon. 

But all that information is for stay- 
at-homes. The back dial is for the 
slobe-trotter — armchair or actual. 
There you can see what time it is in 
125 cities throughout the world and 
when the sun sets and rises in each. 
There, also, is a barometer, an altim- 
eter (accurate up to more than 15,- 
000 feet) and a hydrometer made 
“from a blond hair taken from the 
head of a healthy person.” (Custom- 
ers instructions. ) 

Finally, on the back face, you may 
dial the position of the stars over 
Paris (236 stars); Lisbon (560 stars) 
or Rio de Janeiro (611 stars). 

The Portuguese gentleman (Antonia 


de Carvalho) who commissioned this 


oF, 
YUAN Tye 
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"For heaven sakes, Godfrey, take down that sign!" 
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watch, could sit by his own fireside 
and hold the wonders of the universe 
in the palm of his hand. 

Leroy of Paris completed this mas- 
lerpiece in 1904 after seven years’ 
work. It has 975 parts in four tiers— 
all driven by only one spring! 

Yes, it’s just a museum piece now. 
But it also is cherished evidence that 
there have been giants of the art of 
watchmaking. 


A htrancnemen NOTES: A Madison 
Avenue shop is offering 24-karat 
gold nail polish . . . soon, it’s rumored, 
jewelers may stock gold-plated hand 
tools “for the woman who has every- 
thing but nothing to fix it with”. . 
Tiffany's is getting ready to launch a 
putsch on jewelled garters. 
Ignore the first two items if you 
but, take heed of the 


will: better 


third. What conservative Tiffany’s 
starts can sweep the nation. 

Seems this fine old firm was respon- 
sible for bringing the garter-fad to 
our country in the first place—in the 
In those days, Tiffany's De- 
cember sales of the items totalled 
about 500 pairs at $2,000 to $5,000 
per pair. Nice Christmas novelty side- 


8380's. 


line. 

Exposed knees below trapezes and 
chemises are responsible for the pres- 
ent garter revival. Since this inter- 
esting part of the female anatomy can 
currently be should be 
adorned. Any enterprising jeweler will 
agree to that. 

Predictions are that the glittering 
garter trend—just one, this time, not 
« pair—will be in full swing for the 
fall social whirl. It’s 
on, they say. Why? 


seen. it 


sure to catch 


“Men like it!” 


Maybe 


Co? CUT OUT SMOKING? 
a timed cigaret case would help. 

The devilish gadget—it’s been pat- 
ented by Bill Kinnebrew of Winter- 
haven, Fla.—locks your fags under a 
solid metal lid that’s connected with a 


clock movement. You set a timer for 
the interval of your choice—one hour, 
two hours, five hours—at which time 
a bell buzzes and one measly cigaret 
pops out. 

There must be an easier way! 

















NEW YORK-RJA 


convention and trade show 


It’s a big, gala birthday party for the 


Retail Jewelers of America, Inc., August 10 through 14 


® ALL OF THEM, from the bellboys to the man- 
agers, are getting set for their busiest five days 
of the year this month at the Waldorf-Astoria 
Hotel in New York. The nation’s jewelers are 
coming to town. 

In anticipation of Aug. 10-14, the kitchens of 
the thoroughbred Park Avenue hotel are laying 
in colossal amounts of food and drink. A gossip’s 
delight of extra telephones are being installed. 
Beds in hundreds of rooms are being moved out, 
and long, glossy exhibit tables are taking their 
places. 

It’s the biggest convention and trade show of 
the year at the Waldorf, this annual muster of 
more than 14,000 people—and this year it prom- 
ises larger-than-ever reward for jewelers at- 
tending. 

For one thing, it will be the historic first full 
assemblage of the nation’s cash and “installment” 
jewelers together as one, united group—the Retail 
Jewelers of America, Inc. (It was on the final 
day of last year’s show that the American Na- 
tional Retail Jewelers Association and the Na- 
tional Jewelers Association locked arms as a 
single, merged entity.) 

For another thing, there will be a record num- 
ber of exhibitors, who hope that their fall and 
Christmas lines will help jolt the jewelry industry 
out from recession worries and insure a profitable 


90 


at the Waldorf, and every jeweler is invited 





1958. Exhibitors will be everywhere, from the 
first through the ninth floors, in ballrooms, lobbies, 
suites, and rooms. 

The jewelers will start registering at the second 
floor of the Waldorf at 9 a.m. Sunday morning, 
Aug. 10. The 350-plus exhibitors will open shop 
at noon; many won’t quit until midnight. 

Next day, President Arnold A. Schiffman will 
open the first general session. Secretary Oscar 
Kind, Jr., will discuss “The Jeweler and Our 
Changing Economy,” and H. R. Scull of E. H. 
Scull Co., New York, will talk on “The Future 
of the Retail Jeweler.”’ 

Monday night, the fun begins. Conventioners 
will converge on the Hotel Biltmore’s grand ball- 
room at 8 p.m. for dancing and wining and a 
full troupe of entertainment headed up by Bob 
Kennedy of Oklahoma! fame. 

Back to business on Aug. 12 for the second 
general session—a panel discussion on “How to 
Operate a Jewelry Store,” and three addresses: 
“The Benefit of Taking an Active Part in Gov- 
ernment” by William C. McCamant, director of 
trade and public relations for the American Retail 
Federation ; “Credits and Collections” by RJA Di- 
rector Fred B. Dreifus; and “Sales Promotion 
Management” by Director Seymour Greenberg. 

Also, at the third general session, Oliver A. 


Jenkins, chairman of RJA’s Washington Com- 
(please turn page) 
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Schiffman 
the President’s address 










Frankovich 
effects of transport costs 





Michaels 


membership and affiliates 





Jenkins 
Washington office in action 





Wasserman 
moderator, third session 





Howes, III Kind, Jr. 
moderator, first session the jeweler 
and our economy 








CONVENTION PROGRAM 


SUNDAY, AUGUST 10—Jewelers register from 9 a.m. to 
8:30 p.m. All exhibit spaces will open at 1 p.m. 


MONDAY, AUGUST 11—National and state association 
officers will lunch together at noon. Their wives also have a 
noon luncheon. First general session begins at 2:30 p.m. 
President Arnold A. Schiffman will preside, and will deliver 
the opening address. Session moderator is RJA Director 
Durward Howes III. Address—“The Jeweler and Our Chang- 
ing Economy,” by RJA Secretary Oscar Kind, Jr.; “The 
Future of the Retail Jeweler,” by H. R. Scull of E. H. 
Scull Co. in New York. Fun Night starts at 8 p.m. in the 
grand ballroom of the Hotel Biltmore. 


TUSEDAY, AUGUST 12— Meeting of the Committee on 
Resolutions. National Advisory Council Luncheon. Second 
general session begins at 2:30 p.m. RJA Director Harry R. 
Gerber presiding; RJA Director H. A. Goldberg moderator. 
Addresses—“The Benefit of Taking an Active Part in Gov- 
ernment,” by William C. McCamant, director of trade and 
public relations, American Retail Federation; “Credits and 
Collections,” by RJA Director Fred B. Dreifus; “‘Sales Pro- 
motion Management,” by RJA Director Seymour Greenberg. 
Panel discussion—‘‘How to Operate a Credit Jewelry Store.” 


WEDNESDAY, AUGUST 13 — Secretaries’ Conference. 
Third general session begins at 2:30 p.m. RJA First Vice- 
President William S. Preston, Sr., presiding; RJA Vice- 
President Herman Wasserman moderator. Addresses—“Ac- 
tivities of the RJA Washington Office,” by Washington Com- 
mittee Chairman Oliver A. Jenkins; “The Present Status of 
Membership and Affiliates,” by Membership and Affiliates 
Chairman Howard I. Michaels; “How Transportation Costs 
Affect the Retail Jeweler,” by George R. Frankovich, execu- 
tive secretary, Manufacturing Jewelers & Silversmiths of 
America, Inc., Providence, R. I. 


THURSDAY, AUGUST 14—Fourth general session begins 
at 10 a.m. President Arnold A. Schiffman presiding. Annual 
meeting of the members. Report of the Committee on Resolu- 
tions. Election and installation of directors. Other associa- 
tion business. Convention closes with the board of directors 
luncheon. 
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NEW YORK-RJA CONVENTION AND TRADE SHOW (continued) 


mittee, will discuss “‘Activities of the RJA Wash- 
ington Office,” and Howard I. Michaels, member- 
ship and affiliates committee chairman, will ex- 
plain “The Present Status of Membership.”’ 
“How Transportation Costs Affect the Jeweler” 
will be told by George R. Frankovich, executive 


Silversmiths of America, Inc. 

The annual meeting of RJA members will be 
held Aug. 14 at the fourth and last general session. 
They will discuss new association business, adopt 
resolutions, and elect and install new directors. 
The convention will close with a luncheon for 





secretary of the Manufacturing Jewelers and the new board. i 
oe Oo F oe ee ee eS eS 
Accro Watch Co., In ..Space E-13 Cuckoo Clock Mfg. Co., Inc...Spaces 70, 71 Goodson Manufacturing Co........Space 62 
Adams, William ..........Spaces 35, 36 Cultured Pearl Association of America, Gorham Co., The...... Suite 942-944-946-948 
ig i ae area Spaces 123, 124 MS civic) css de ked sk enees Suite 880-882 Gorman, Henry, & Sons, Inc. ....Space 136 
Admark ...............Spaces 123, 124 Cyma Watch Co., Inc.............Space 51 Graff, Washbourne & Dunn...... Room 773 
Aetna Charms Gruen Watch Co., The... .Spaces 4-J, 4-K, 
Spaces 5-28, S-29, 5-30, S-31 Dason Rings ...................Space 38 4-L, 4M-1, 4M-2, 4M-3 
Aetna Creations, Inc. Davidson & Sons Jewelry Co., Inc...Space 38 Gubelin Watches ................Space 45 
Spaces S-28, S-29, S-30, S-31 De-Cor Jewelry Co. ...........Space M-111 Gulton Industries, Inc..........Space E-29 


Aisenstein, Louis, & Bros., Inc...Space 8 
Allsopp-Steller, Inc. .....Suite 866-868-870 
Bite Sig BEG bo cccvecsscescceeees 
Altheimer & Baer, Inc............ Space 20 


American Charm Corp.....Spaces B-13, B-14 
American Greiner Electronics, Inc. 

Space 402 
American Jewelry Manufacturer..Space 117 
Ansco Div. of Gen. Aniline & Film 


ES EO 
GE PUREE hn wc cncceeens Space 239 
Arbor Jewelry Co.................Space 44 


Arden Jewelry Case Co., .. Space 306 
Argentum Silver Co., Inc...Spaces 315, 316 
Aristocrat Leather Products, Inc.— 


Koret Deb Division...........Space E-26 
eee ee Oe ee ee Room 
Artcarved ...............Suite 911-915-917 


Aurel Jewelry Mfg. Corp...Spaces 231, 232 
Avedon Manufacturing Corp..Spaces B-4, B-5 


SS . ty + Sap eee Space 29 
Baden & Foss Co.................5pace 4 
Bagnis ...........Spaces 100, 101, 102, 103 
Ballou, B. A., & Co., Inc...Suite 912-914-916 
Basilica Rosary Co.........Spaces 303, 304 
ae a ae. 
el ee a Space 212 
Bell & Howell Co...............Space E-18 
I og caus Space 51 
Ea 
Berwin Jewelry Co., Inc......Spaces 21, 22 
am amd Co... .cccccccs ses. Space M-LIG 
Boardman, The J. C., & Co., 

Silversmiths .............Spaces 329, 330 
££ 3) ae 
Bron-Shoe Co., The.............Space E-17 
Brown & Gravenson, Inc...Spaces 4-N, 4-P 
Buffalo Jewelry Case Co..........Space 306 


Bufkor, Inc.. .Spaces 77, 78, 81, 82, 88, 89, 90 


Caribe Time Products, Inc.....Space M-125 


er 
Came, BE, Wa O Cai, BRC. ccc seks Space 219 
Certified Metals Co.............. Space 122 
Certified-14-K-Wedding Rings ...Space 122 
Chatenoud........Spaces 100, 101, 102, 103 


Chesterfield Jewelers. Inc. 


Spaces 326, 327, 328 
Chronos Clock Corp.............Space 223 
Po 5 Sa nea Room 991 
Coehler Co., Inc., Henry.......... Room 966 


Cohen, A., & Sons Corp 
Jansen Salon, Blue Room, 4-U-1, 4-U-2 
Cole Steel Equipment Co., Inc...Space E-1 
Columbia Silver Co., Inc.........Space 317 
Craftsmith Seamless Wedding Rings 
Space M-108 
Cramer-Tobias Co., Inc............. Space 2 
Cromwell International, Inc....Space M-117 
Croton Nivada Grenchen..Suite 666-668-670 
Croton Watch Co., Inc....Suite 666-668-670 
Crown Luggage Co., Inc..........Space 115 
Crown. Siver, Tne... ...cccess Spaces 94, 95 
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.Space S-26 
.Space 52 


De Maimone, Marquis, Inc...... 
Dennison Manufacturing Co...... 


Dershowitz, L., & Co........Spaces 137, 138 
UR,  éo6'a Fe benpeees cout Space 142 
Dirilyte Co. of America..........Space 142 
Dolan & Bullock Co..............Space 144 
Doskow, Leonore, Inc......Spaces 332, 333 
Doxa Watch Co., Inc............Space 34 
Dunhall Imports Co............. Space S-6 
Dunston Leathers, Inc.........Space M-106 


Electric City Box Division 
Spaces 77, 78, 81, 82. 88, 89, 90 
Elgin American, Inc........Spaces 139, 140 


Empire Holloware Co., Inc........Space 92 
Bemere Rame Ceep...sccccccvces Space 63 
Englehard Industries, Inc......... Space 18 


Enicar Watch Corp............... Space 51 
Eton Jewelry Manufacturing Co....Space 3 
Eton Watchbands .................Space 3 
Evans Case Co. 

Spaces 405, 406, 410, 411, 412, 413 


Fairbanks Ward Industries, Inc...Space 217 


Pamtney GF JOWGIS. ... cccccccccces Space 15 
Farrington Manufacturing Co.....Space S-9 
ee I ee ere Suite 
Feffer, Harry ................Space M-101] 
Feinstein, B. S., & Co.......00005 Space 319 
PU at ne baie ae ba ws Spaces 303, 304 
Fleischmann, Louis ..............Space 69 
Flex-Let Corp. ...............Spaces 49, 50 
Florn Co., The.................-9pace E-12 
Florn Clock Co., The...........Space E-12 
ee Room 593 
Forestville Clock Co.........Spaces 320, 321 
Eo ees Space 5 


Forstner, Inc. 

Spaces 73, 74, 75; Suite 766-768-770 
Frackman, Harry & Ben, Inc......... Room 
French Expositions in the U. S., 

Spaces 100, 101, 102, 103, 
104, 105, 106, 107, 108, 109 


G. C. & G. Jewelry Mfg. Corp.....Space 141 
Gainsboro of Boston........... Space E-27 
Gem Trade Laboratory............ Space 97 
Gemex Corp., The 
Spaces 60, 61: Suite 580-582-584 
Gemological Institute of America. .Space 97 
General Electric Co. Clock & Timer 
Department Small Appliances Division 
Spaces 67, 68 
Germain .........Spaces 100, 101, 102, 103 
Gesswein, Paul H., & Co., Inc.. .Space M-119 
Glenwood Products .........Spaces 94, 95 
Gold Filled Manufacturers Assn., Inc. 
Space 334 
Goldman, Frederick ......... Space M-108 
Goldscheider of Vienna, Inc.......Space 246 
Goldstein Gerson Co., Inc............ Room 
ae ees 


Gutschneider, Jack, Jewelry Co., Inc. 
Space 13 


.Space M-110 
.Suite 673-675 


Haberman, B.. & Co., Inc...... 
Hamburger, H., Co., Inc...... 


Hamilton Watch Co....... Louis XVI Suite 
Hanover Watch Co.............. Space 215 
Harlee Creations, Inc............ Space 312 
a I Mc reer wtnoces Space 63 
Heart O’ Romance .............. Room 983 
SN AOS i eo cnc cabees Room 966 
Helbros Watch Co., Inc.......Suite 953-955 
Holzer Watch Co., Inc............Space 45 
Honora Jewelry Co................Space 6 
LS 2 ee 
ee 8 eS Space M-105 


Huye Space Saving Box System, Inc. 


Spaces 98, 99 


Ikora Importers 
Imperial Lamp & Shade Co.......Space 203 
Imperial Pearl Syndicate, Inc..Spaces 39, 40 
EE, |: co seetnnbs ees debe Space 58 
International Silver Co., T 
Spaces S-10, S-11, S-12, S-13, S-14, 

S-15, S-16, S-17, $-18, S-19, S-20, 


S-21, S-22, 8-23, S-24, S-25 
ah dengan des 66 Space 225 
Iris Floating Opals, Inc........... Room 765 
Italian Jewelers, Inc............. Space 5-8 
Jacoby-Bender, Inc. .......... Suite 979-981 
Jaffe, A., & Son, Inc.........Suite 967-969 
Jayposon Charm & Jewelry Mfg. Co. 
Space 121 
Jewelers’ Buyers Guide..........Space 117 
Jewelers’ Circular-Keystone ......Space 237 
Jewelers Consultants, Inc......... Room 989 
Jewelers Guild, Inc., The.Spaces B8, B9, B10 
Jewelery Industry Council....... Space 236 


Johnson, J.W..-Winco Corp.......Space 407 
Jones & Woodland Co.....Suite 866-868-870 


PE ER NENO ook ics cvcudead Room 966 
K.S.K. Jewelry Co., Inc........Suite 775-777 
Kanel, Norhant, Co............ Space M-114 
eS 
Karpeles, Maurice J., Inc.........Space 33 
mamens Beedery Gey. 6. cass occwns Space 33 
Kaspar & Esh, Inc............Suite 679-681 
SS... 6 eS eee Space 213 
Kelbert Watches ............ Space M-125 
Keystone Camera Co............. Space S-7 
Keystone Silver, Inc.......Spaces 313, 314 
Kingston Watch Co............. Space 215 


Koch, Fred J., Imported Clocks. .Space 204 
Kocher, Walter, & Co.......Spaces 209, 210 
Korn, William & Co., Inc. 

Spaces 77, 78, 81, 82, 88, 89, 90 
Kreisler, Jacques, Mfg. Corp.. .Suite 780-782 


Krementz & Co........... Suite 866-868-870 
Lady Alice Pearls..............Space 146 
Lampl Charms ......Spaces 85, 86, 87, 91 
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Lampl, Walter .......Spaces 85, 86, 87 91 
Landau Max & Co. Inc.........Space B-11 
Landau Watch & Clock Co...... Space B-11 
Leemer Jewelfy Con... cccccccccces Space 305 


Laszlo, S. E., House of Imports 
meates 111, 112 

Lawrence Jewelry Co. ........5 Space M-]07 
Laytan Charms 

Carpenter White Room, Foyer 
Laytan Jewelers, Inc. 

Carpenter White Room, Foyer 
Lazarus Jewelers—Div. of Gotham 


A MK Son akcnckconell Spaces 221, 222 
Lederer, Victor E., Co............Space 37 
Lehman Bros. Silver Co.....Spaces 309, 310 
Life Magazine ...........Spaces 118, 119 
Lifton, Harold, Co., Inc..........Space 143 


Lignum-Vitae Products Corp. ..Space M-102 
Linde Company—Div. of Union 


ROE CG wen bcavenbenas Space S-32 
Lloyd’s of New York.......Spaces 127, 128 
Lona Manufacturing Co.......... Room 765 


London Leather Novelties, Inc..Space M-106 
Longines-Wittnauer Watch Co., Inc... .Suite 
Look Magazine ...........Spaces 241, 242 
Love bright Diamond Co., Inc... Suite 614-616 
Luria, a & Son, Inc...Chinese Room, Salon 


Major Electronics ............Space M-115 
Marathon Co, ...............Suite 767-769 
Marhill Co., Inc., The........... pees 17 
passeneen, ©. @ B, Gaki vc cccsvcoel Space 208 
Ee Rae Space 240 
rere reer Room 671 
Maximillan Bonded Luggage......Space 72 
Medana Watch Co.................Space 8 
Mele Manufacturing Co.........Space E-14 
Merchandise Selectors, Inc.... ee B-15 
Mercury Ring Corp...............! Space 57 
Moba Jewelry Corp.............: Space 233 
Modern Onyx Mfg. Co., Inc......Space 116 
Monarch Watch Co...............Space 23 
Monterey Jewelers, Inc............Space 16 


Morel Jewelry Displays, Inc...Suite 


Morris, Norman M., Corp.. .Suite 980-982-984 


DD oe OS Fe Se ee Room 691 
Napier Co., The............Spaces 301, 302 
National Jeweler teteeeeeeeeess Space 238 
New Hermes, Inc............. Spaces 55, 56 
UBC See Space 32 
North American Philips Co., Inc. 
Spaces 47, 48 
Omega Watches .........Suite 980-982-984 
Oneida, Ltd......... Spaces E-5, E-6, E-7, 
E-8, E- 9, E-10, E-11 
NR NL. cw any waa w anual Space M-124 
Otis Co. tart sass sa scnis 9h < 64 
UOvereceem Ciock Ce... .cccccccest Space 214 
Parker Pen Co., The....... Spaces 129, 130 
Peer Jewelry Co.........! Spaces E-15, E-16 
i ee ree Room 693 
EY cccccvcesess ee a fe Ee ae 
a... Sree Spaces S-], 8-2, S-3 
Philip-Morris Jewelers, Inc. ..Space 31] 
Philips Manufacturing Co........ Room 765 
Photo-Sculpture, Inc. .............Space 6 


Piccard, Lucien, Watch Corp.. .. Space 7 
Polishook, K., & Son Corp. 

Spaces 127, 128; Room 865 

Pollack, Joseph > M-104 

Pomerantz, Reuben, Co., 

Carpenter White Room, Foyer 


y. Fee eee Spaces 80, 84 
eS eC arene 
Present Trading Corp............ Space 218 
Progressive Leather Products 

Division Re see asses sekeies ss OaNn E-26 
Protecto Device Co...........! Space M-200 
IE TINGS neo scn cd gadude tes Space S-33 
OS errr 
NN EU oo cv sks wousees - Space E-28 
Reed and Barton Silversmiths. .Suite 779-781 
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Reich, M. A.................ouite 567-569 
Rule Coed GA. ..cccocsccaces . Space 230 
Remington Rand—Dealer Sales Division 

of Sperry Rand Corp...........Space 14 
Remington Rand Electric Shaver 

Spaces 9, 10 
Renard...........Spaces 100, 101, 102, 103 
Renoir of Cailfornia, Inc.........Space 240 
Rensie Watch Co., Inc.........Space M-112 
Retail Jewelers Merchandising Group 
Space 216 
Revere Silversmiths, Inc......... Space E-19 
Richie Premium Corp.......Spaces 4-N, 4-P 
CE, . cn a ch odeccewens Space E-28 
Ring Guild of America, Inc. .Space 113 
Robbin Predicts .........0s2..apeace BIS 
Robinson, Edward B.............Space 229 
Rocket Jewelry Box, Inc.......... Space 93 
Rockwell Silver Co.......Spaces E-24, E-25 
Ronson Corp. snes ccocs+ ssn S-4, S-5 
TS Es err Space M-103 
Rosenthal, Herbert, Jewelry Corp..Space S-27 
OE Es rere Room 765 
Royal McBee Corp...............Space 132 
Royal Portable Typewriters......Space 132 
Royal Ms 6 6 ads anes ree b-6 
Fk ho Saree Space 319 
S & F Merchandising Co.......Space M-114 
ee ee Space 207 
Sales Development Corp.........Space B-15 
Samsonite Luggage ...............Space l 
Sarkin, David, Inc................Space 42 
et talks neadsenpe tes i Space 240 
Savoy Watch Co., Inc............ Room 665 
ES Pe en Space E-22 
Saxton Golden Line...........Space E-22 
Schindler, George D., Representatives 
Room 765 
Schotland, Maurice ...........Space M-104 
Schwarcz, Adolph, & Son, Inc.....Space 79 
8 I 
Semca Clock Co., Inc.....Spaces E-20, E-21 
Seth Thomas Cloc ree Spaces 27, 28 
Seamer, W. A., Pem Co... .00.ccesses Space 46 
Shefhield Watch, Inc.............Space 126 
IS s cicuceccccescenel Spaces 65, 66 
Shwayder Bros., Inc...............Space |] 
Silver by Sacks................- Space 207 
Silver City Glass Co., Inc....Spaces 205, 206 
Silvercraft Co., Inc...............Space 41 
Silver Shower Umbrella......... Room 989 
CS 6 eer ee Space M-109 
Sinzheimer, Hans, Co............! Space 114 
Skalet Manufacturing Co., Inc.....Room 983 
Solow, Harold, & Co.............! Space 318 
Speidel Corp. .............-spaces WO, 3] 
Standard Unbreakable Watch Crystals, 

De teed cinecéenec ccc céupene eee Space 93 
I TR oon onc cccescwe Space M-126 
noe cc ccccneeeul Space E-2 
Steven, David G., Inc.......Spaces 231, 232 
a NS ck occas tens Snite 579-581 
Stratton of London........... Space M-113 
NO TINO, «ooo cic cc cccewssaue 
Sunbeam Corp. ......! Spaces B-1, B-2, B-12 
Sun Gold Industries............! Space 220 
Superior Chain Co., Inc. 

Space 419, Suite 694-695 
Superior Jewelry Co............5 Space 307 
Supreme Cutlery Corp............ Space 96 
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Surnamer, S. J., Co., Inc.........Space 322 
Swe TR. oc kctnnececsesevevca Space 135 
Swedish Metalcraft, Inc., Div. of 
Nils-Johan, Sweden ...........Space 401 
Swift and Anderson, Inc..........Space 43 
Sylvette Watch Co...............Space B-7 
Symco Merchandise Corp......... Space 226 


Inc. 


Syracuse Ornamental Co., 
Spaces E-3, E-4 


Syvecd, TG. cccccccesececs Spaces E-3, E-4 
Tanenbaum, B., & Co., Inc.........Space 83 
Pee EE cs cess eekedansacees Space 83 
Tans, Philim, Cou. ... 5. cccces Spaces 201, 202 
Teena Creations, Inc........... Space E-23 
Tele-Norm Corp. ...............Space 224 
Tele-Time Watch Supply Headquarters 
Space 208 
Tessco Jewelry Creations.........Space 29 


Tishman and Lipp 
Carpenter White Room, Foyer 


Tissot Watches ...............-.-opace 
Tornek, Allen V., Co............Space 211 
Towle Manufacturing Co......Suite 842-844 


Town and Country Strap Corp. 


Suite 867-869 


Underwood Corp. 
United States Time Corp..... 


“se *eweeeeneeeee #* 


. Spaces 53, o4 


Van Dell Corp...........Suite 680- 682-684 
Vibrograt Cogp. ..cccccccceccccess Space 59 
Walbust Bibs, Car.ccccceccccccvees Space 91 


Watches from France, Inc. 
Spaces 104, 105, 106, 107, 
Watchmakers of Switzerland 
Spaces 11, 12, 110 
Waterman Pen Co., Inc......Spaces 133, 134 


108, 109 


Wefferling Berry and Co..........: Space 76 
Weissman Watch Corp.........5Space 4-V-1 
Wellinaware, Inc. .......ccccccces Space 418 
Welsbro Promotional Watch Co. 

Space 4-V-l 
Westclox eseneevercer access spam 26, 27 
Whiting & Davis. .....ccccccscoes Space 307 
Whiting, The Frank M., Co. 


Park Lane Hotel 


Wiesner of Miami, Inc......Spaces 234, 235 
Wine. Bats sin cacteccccdceenteeeeaee 
Winston, Harry, Inc.................Suite 


Wood. J. R., & Sons, Inc.. .Suite 911-915-917 


Watch Co...Space 144, Suite 694-695 


Zodiac 


. And for the first time a 
show on the West Coast, too 
—at the Hotel Statler, Los 
Angeles, Aug. 31-Sept. 3. 
RJA and the California Re- 
tail Jewelers Associations 
are co-sponsors. For list of 
exhibitors at Los Angeles, 
see page 208. 


KEY: To assigned space at the Waldorf-Astoria for RJA’s New York Trade Show 


Space M- = exhibit area in Grand Ballroom mezzanines on Third Floor 


Space S- = 
Space E- = 
Space B- = 
Space 4- = 


exhibit area in Sert Room on Lobby Floor 
exhibit area in Empire Room on Lobby Floor 
exhibit area in Basildon Room on Third Floor 
exhibit area in Fourth Floor suites 


Rooms and Suites — exhibit areas on Fifth through Ninth Floors 
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A PERSON-TO-PERSON REPORT 





What you can expect from 


The Watch Industry 








The top executives of 11 watch companies 
reveal their plans for products, prices, pro- 
motion and distribution, from now to the end 
of the year. This news you can use—for big- 
ger Christmas business 











* YOU'LL HAVE TO BUDGET YOUR TIME wisely between 
now and Christmas. What percentage of your energies 
will you devote to watches, as against other profitmaking 
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J. G. Shennan, President 
Elgin National Watch Co. 


“Lord and Lady Elgin watches will be offered ex- 
clusively on a franchise basis through jewelry 
retailers.” 
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lines? How will you plan your watch-selling activity 
for the rest of the year? 

“Big questions. Wish I knew the answers. But market 
conditions are pretty much up to the manufacturers and 
importers,” you may be thinking. “They control the new 
lines, the price structure and the distribution set-up. 
If I only knew what they are planning... .” 

Well, these pages tell you quite a bit about the coming 
watch market: what’s new in lines and features that 
will appeal to the public; and what’s new in the selling 
conditions under which you will have to work. JC-K 
contacted top executives of a number of watch companies 
and asked them many of the questions you would ask 


i 





Norman Roth, President 
Favre-Leuba Watch & Chronometer Co., Inc. 


“Some jewelers have ‘thrown out’ lines that have 
over-distributed their products through too many 
outlets.” 
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if you had those men on the other end of your telephone. 

Here’s what we asked the watch company presidents: 

1. Do you plan any change in your method of distri- 
bution which would reduce the number of non-jeweler 
outlets, and/or curb competition from discount houses 
and other price-cutters? 

2. Do you contemplate any significant change in list 
prices or any other change which would have a bearing 
on price stability? 

3. Will you introduce any entirely new line? What 
distinguishes this new line from others? How will this 
new line fit into the market which you anticipate this 
Christmas ? 

4. In planning the best market for your watches, 
which price brackets are they best suited for—$39, $49, 
or what? Will the watches featured in your advertising 
and promotion average higher or lower in selling price 
than those you featured last year? 

5. Will you spend as much money, or more money, 
or less money for advertising your products than you 
spent during the same period of last year? Will there 
be any interesting new approach in your advertising? 

6. Will your appropriation for dealer aids be as 
much, or more, or less than it was last year? 

7. Should retail jewelers restrict themselves to jeweled- 
lever watches? Would a pin-lever department tend to 
increase or to decrease jewelers’ ability to sell jeweled- 
lever watches? 

Some of the watch company presidents to whom we 
wrote were in Europe or vacationing. Others chose not 
to reply. Informative answers appear on these pages. 





Arthur B. Sinkler, President 
Hamilton Watch Co. 


“Bold action in the form of an expanded watch 
line and ‘high’ styling . . . emphasis on high qual- 
ity, high value and high rate of turnover.” 
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THE WATCH MARKET: FALL & CHRISTMAS 


CROTON 


by Harold |. Horton, Vice President 
Croton Watch Co. 























We believe that many jewelers have been losing business 
in watches due to shortsightedness in two respects. 

First: Many jewelers thought they could control the 
manufacturers and get the high markups they used to get 
during the war. This led to discounting, a breaking-down of 
the price structure, and gave the public the impression that 
jewelers were robbing them. The solution to this price 
problem is simple—to sell reliable watches at competitive 
prices. Here our firm is prepared to help with the material 
and the price structure which will equip jewelers to battle 
any other outlets. The fundamental to proper business is to 
sell as good an article as anybody, at a lower price. 

Second: Many jewelers ignore pin-lever watches, which 
now account for a large part of the watch business. They 
allowed this business to flow through other channels. Jewelers 
who carry pin-lever watches should explain to their cus- 
tomers how these watches will perform in accordance with 
their price (comparable to the ball-point pen versus regular 
fountain pens). They will run a year, and there is plenty 
of turnover in sales. 

Women’s pin-lever watches should be carried in the 
novelty jewelry department and sold as novelty jewelry or as 
inexpensive watches for girls. Men’s pin-levers should be 
carried amongst men’s jewelry. If offered in the watch depart- 

(please turn page) 











A. Blumstein, President 
Lucien Piccard Watch Corp. 
“Planning to promote a new style of bracelet, the 
‘Peacock Oriental.’ We are hoping it will gain as 
wide popularity as the ‘cocktail’ watch.” 











Stanley Moser, President 
Louis Aisenstein & Bros. Inc. 
“Jewelers should maintain separate departments 
for inexpensive watches. Low priced watches will 


increase in popularity.” 





Norman M. Morris, President 
Norman M. Morris Corp. 


“The new Omega line will show many innovations, 
particularly in ladies’ watches. Diamond watches 
and automatic chronometers will be emphasized.” 
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THE WATCH MARKET (continued) 


ment, they should be sold as a second watch, a knockabout 
watch, or as a watch for boys. 

By carrying pin-lever watches, the jeweler can adequately 
describe what they are and give his customers an oppor- 
tunity of buying a better watch for presentations, dress 
wear, or long life. 


ELGIN 


by J. G. Shennan, President 
Elgin National Watch Co. 


Elgin’s program for the fall selling season is based 
explicitly on helping the legitimate jeweler cope with what 
we conceive to be his two basic problems: (1) competition 
from non-jewelry outlets, and (2) the growing threat posed 
by nondescript and other lower-priced timepieces that are 
diminishing the public’s appreciation for fine jeweled 
watches. 

Our approach to these problems is a simple one: In 
addition to protecting the jeweler’s interests, we take full 
account of changing consumer buying habits with which 
we must all live today. 

Beginning July 1, our prestige Lord and Lady Elgin 
watches will be offered exclusively on a franchise basis 
through jewelry retailers. These outlets will be chosen 
carefully. We expect them to support the Lord and Lady 
Elgin line and to merchandise and advertise it aggressively. 
In return, we expect the franchise will permit these jewelers 
to capture an increasingly large share of the fine watch 
market. 

Second, to help jewelers cope with the changing consumer 
image of a fine watch, we are reducing the minimum 
suggested retail price base of Lord and Lady Elgins to 
$59.50 from its previous minimum level of $75. This will 
greatly expand the market for these watches and increase 
the jewelers opportunity for trading up. 

Third, as a further move in the direction of serving well- 
identified consumer demands, we are introducing a new line 
of Elgin 17-jewel watches at $29.95. This compares with 
our previous minimum price of $34.95. 

Elgin does not subscribe to the psychology of doom that 
seems to have gained currency in many segments of the fine 
jewelry industry. It is true that all of us—retailers, whole- 
salers and manufacturers—have faced disturbing problems 
recently, but these are due almost entirely to economic and 
social factors that have influenced the consumer in deciding 
what he wants to buy, where he wants to buy it, and what 
he wants to pay. 

The jewelry industry need not suffer because of these 
changes. Instead, it can participate in a growing market 
merely by modifying its merchandising policies to conform 
more fully with the consumer’s wishes. More important still, 
we can, by force of ingenuity and imaginative selling, begin 
to shape the consumer’s thinking instead of remaining 
where we are—on the defensive. 


FAVRE-LEUBA 
by Norman Roth, President 
Favre-Leuba Watch & Chronometer Co., Inc. 


Unfortunately many ethical jewelers have experienced a 
loss in their watch volume for the past few years. However, 
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the progressive jeweler has followed two principles that have 
enabled him not only to maintain but in many cases to in- 
crease his watch volume. 

First, he has “thrown out” some lines. that have over- 
distributed their products through too many outlets in his 
area. He has replaced these lines with quality products from 
companies whose policy it is to sell only the legitimate retail 
jeweler and only a few of these in any given area. 

Secondly, he has retrained himself to “sell.” He calls on 
the vast knowledge at his command to advise and guide his 
customer as to the merits of purchasing a fine quality 
jeweled-lever watch from a reputable jewelry store and why 
it is more advisable to purchase one make over another. Too 
many merchants have emphasized deals and discounts rather 
than merit and quality; as a result, they have been playing a 
losing game with those outlets whose only contribution 
towards selling the public is price claims. 

Our franchised retail jewelers have accomplished re- 
markable gains through hard and intelligent selling with a 
protected product. 


GRUEN 
by Edward Weitzen, President 
Gruen Watch Co. 


Inauguration of the International Gruen Guild of Fine 
Jewelers in January 1958 was the start of a major change in 
marketing and distribution for the Gruen Watch Co. Those 
plans are now finalized, and in effect. 

With the integrity of leading wholesale jewelry distributors 
behind Gruen Guild watches (effective June 1), there is little 
doubt that non-jewelry outlets will be curbed. Authorized 
Gruen Guild Jewelers will be scrupulously selected and con- 
trolled by the wholesale jewelry distributor, as well as by 
ourselves. The close relationship the wholesaler has with the 
retail jeweler, the confidence he enjoys, is a guarantee of 
ethical distribution. 

Last April we advised catalogue houses that we were dis- 
continuing the sale of our watches through their outlets. To 
quote, “the change in our merchandising policy dictates that 
we return to the retail jeweler exclusively . . . it is our intent 
to concentrate all our efforts in that area in order to help the 
retail jeweler regain his traditional position in the watch 
market.” 

The Gruen Guild watch line for Fall, 1958, has been 
created with the important, fast moving price ranges in mind 
—based on various surveys taken in the industry. Seventy 
per cent of the line consists of new numbers. There will be 
a new, distinctive box bearing the insignia of the Guild and 
each watch will bear a distinctive guarantee seal. 

We feel that this new watch line is a realistic collection 
which will move out of stores, and help reduce inventory 
problems. 

Present plans do not include price-reducing promotions to 
stimulate sales. We do have a special group of trade-in 
watches, starting at $59.50 and up. Since trade-in has become 
an accepted sales pattern in the watch industry, we do not 
feel that any action along these lines would affect price 
stability. 

Our national advertising budget has been substantially in- 
creased and includes what we consider to be some of the 


(please turn to page 166) 
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D. J. Hawthorne, President 
General Time Corporation 


“Westclox watches, designed to sell in the low 
price field, will meet the customer challenge of 
‘fair’ value. . . . Fair-traded line assures profit.” 





Robert L. Wessell. President 
Concord Watch Co.. Ine. 


“We shall stress elegance and originality of de- 
sign in our fall line . . . maintain current prices 


and restricted distribution.” 
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A PERSON-TO-PERSON REPORT 





What you can expect from 


The Silverware Industry 





What nine silverware manufacturers plan for 
the rest of °58, in prices, promotion and dis- 
tribution. Their presidents tell you what to 
expect—so that you can shape your silver- 
ware department towards bigger Christmas 


business 











© WHAT CAN YOU REASONABLY EXPECT within the sil- 
verware industry between now and the end of the year? 
In order to gear your silverware department for maxi- 





Miles E. Robertson, President 
Oneida, Ltd. 
“Sterling has been pricing itself out of the mar- 
ket. . . . With sterling flatware, we are rolling our 
price structure back to the level of 1950, when 

6-piece settings sold at $27.50, tax included.” 
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mum Christmas-season profits, you need to shape your 
buying and merchandising plans in August. This means 
you want as many facts as possible—now—about the 
four P’s: patterns, promotions, prices and profit pros- 
pects. 

On your behalf, JC-K has requested the presidents of 
America’s leading silverware manufacturing companies 
to outline their policies for the balance of 58. We in- 
vited each of them to answer one or more of the follow- 
ing questions: 

1. Will you introduce a new pattern between now 
and Christmas? How will it differ from other active 
patterns ? 

2. Do you believe that promotions are the answer to 





Craig D. Munson, President 
International Silver Co. 


‘Programs designed to provide the stimulus of a 
limited number of quick, effective price promo- 
tions . . . opportunities to aggressively feature 
regular goods at regular prices.” 
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increased volume? If so, what do you plan between 
now and the end of the year, and how will this program 
benefit the jeweler? Or, do you believe that promotions 
have been overdone and are responsible perhaps for 
some of the troubles in the business? 

3. How will your advertising compare with last year 
in size of appropriation, approach and benefit to the 
jeweler? 

4. How will your expenditure for dealer aids compare 
with the second half of last year? Will you have any 
new sales-training helps to enthuse and educate sales- 
people? 

5. Do you have any plans for further controlling dis- 
tribution, intended to lessen the number of non-jeweler 
outlets and/or to safeguard jewelers from price-cutting 
competition ? 

6. Do you feel that dealer mark-ups have been too 
high? Do you plan any change in mark-ups? 

7. Have you any really new packaging ideas? How 
are they designed to increase retailers’ sales? 

8. If you accept the thesis of the Dichter Report [re- 
search sponsored by the Silversmiths Guild of America: 
see JC-K for February, 1958], will you have any pro- 
gram at the retail level to reach “the recent middle in- 
come class?” 

We heard from all of the presidents except two, who 
were vacationing. There are wide differences of opinion 
in some of the replies, just as there are wide differences 
in retail jewelers’ thinking and operations. With the 
facts on these pages, you will be better equipped to plan 
your silverware activities for rest-of-the-year profits. 





H. Stuart Stone, Jr., President 
Wallace Silversmiths 


“New patterns to open new markets . . . superior 
craftsmanship for discriminating clientele . . . and 
a line designed, priced and packaged to create a 
mass market for sterling flatware.” 
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THE SILVERWARE MARKET: FALL & CHRISTMAS 


ONEIDA 


by Miles E. Robertson, President 
Oneida, Ltd. 


Without question, the present marketing set-up is a 
jungle of confusion not only in the jewelry business but 
in all business. Oneida’s program for sterling flatware, 
fine silverplate and stainless is an attempt to lead the way 
out of the jungle, realizing that there will be road blocks 
along the way and that it may be necessary to detour to 
reach the goal that both retailer and manufacturer are 
striving for—namely, more orderly marketing with profits 
for all concerned and at prices that are fair and of top 
value to the consumer. 


With sterling flatware we are rolling our price structure 
back to the level of 1950, when 6-piece place settings sold 
at $27.50, tax included. Between now and Dec. 31 the 
advertised retail price will be $25, plus tax. This repre- 
sents a reduction of better than 20 per cent in the net 
selling price and excludes the tax from the advertised price. 
We have good reasons to believe that both of these reforms 
will restore profits to jewelers’ sterling business. 


The fact is that sterling has been pricing itself out of the 
(please turn page) 











Roger H. Hallowell, President 
Reed & Barton 





“No cut-price promotions during the coming six 

months . . . new hollowware items in plate and 

sterling . . . two new stainless patterns . . . top- 
. 39 

quality pewter hollowware. 








Elliott M. Gordon, President 
Towle Manufacturing Co. 
“We intend to continue our price maintenance 
program which assures the dealer full profit on 
the sale of Towle products.” 








THE SILVERWARE MARKET (continued) 


market—and for this manufacturers have been largely to 
blame. During the last five or six years of declining volume 
manufacturers have raised prices in a vain attempt to offset 
the effects of lowered demand. 


“This year we will probably be able to sell only 9/10ths 
as much as last year,” a manufacturer would figure, “but 
if we raise the price by 10 per cent we will be just as well 
off.” As a result of such price boosts sterling has been 
priced for the limousine trade at a time when the limousine 
trade is collapsing—customers are buying other articles 
instead. 


In October 1956 we asked the sales managers of our 
Sterling Division to estimate how many sterling retailers 
thought that sterling flatware was overpriced. Their an- 
swer was 10 per cent. In October 1957 we asked the same 
question, “Is sterling overpriced?” This time the answer 
was 50 per cent. 

With this indication of jewelers’ thinking, we introduced 
“Young Love” last January at a special low introductory 
price. Then, in May, after four months’ experience, during 
which time our representatives called on 3,000 sterling 
retailers across the country, we learned that 75 per cent of 


the retailers believed that “sterling was overpriced.” Heed 
had to be given to an answer of this kind from such a 


broad market survey. 











Arthur Kaplan, President 
Poole Silver Co., Inc. 


“Several sew hollowware items, designed prima- 


rily for holiday selling . . . Important for dealer 
to have a well-trained sales force.” 
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Denham Lunt, President 
Lunt Silversmiths 


“We are introducing a new sterling flatware pat- 

tern this Fall . . . and during the year have ex- 
. ° 99 

panded sterling hollowware and babyware lines. 
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Meanwhile this question arose—Why penalize sterling 
silver by advertising and stressing the tax-included price? 
Most other taxable commodities carry an asterisk after the 
selling price, with a line in smaller type reading, “Plus 10 
We will follow this practice with 


per cent excise tax.” 


Heirloom sterling flatware. 

Besides 6-piece place settings at $25, there will be 5-piece 
place settings at $22 and 4-piece place settings at $18, plus 
tax. (Incidentally, 4-piece place settings were not sold five 
years ago: the only reason they were introduced was be- 
cause the price of 5-piece and 6-piece place settings was 
so high.) 

The price roll-back will 
profits. Customers who could afford only 4-piece place set- 


increase jewelers’ sales and 


tings. can now buy 6-piece place settings. Customers who 
could afford a service for six, can now buy a service for 
eight. or all the serving pieces. “Now you can afford the 
best” will be our advertising theme to consumers, and 
“You asked for it” our theme to the jeweler. 

Plated silverware is not overpriced, but prices are all 
over the place and there is no assurance of tomorrow's price. 
Jewelers don’t know what to expect and don’t dare to invest 
in inventory because manufacturers, in their search for vol- 
ume, have sprung so many special price promotions that cut 


the regular prices. 


Our program for plated flatware is designed to correct 
our own past errors and to restore the price stability which 
the jeweler needs, if he is going to continue as a trusted 
gift counselor. This means that our new low catalog prices, 
as recently issued, will be firm for the balance of the year. 


Year-round promotions on discontinued or inactive pat- 
terns at 50 per cent off have been a mistake and have helped 
to demoralize the market. Future offers of this kind will not 
be at 50 per cent off—will only be offered in the slack sea- 
sons—and wholesalers will not stock the merchandise. All 
shipments will be made direct from factory to retailer. This 


will permit adequate control. 


Though no one can perfectly control prices under the 
present chaotic conditions, we still believe in “fair traded 
prices.” Merchandise bearing our advertised marks—Heir- 
loom, Community, Tudor, 1881 Rogers, etc., will continue 
on a Fair Trade basis in all those states where the law 
permits. We believe that the retail jeweler is entitled to a 
fair profit and are prepared to do our bit to see that he 
gets it. 

Price stabilization has long been the keynote in our 
marketing of stainless stee} flatware. Unlike most imported 
stainless flatware, which is featured by large stores, in pro- 
motional ads, at cut prices, American-made stainless flatware 
by Oneida has offered regular prices with day-in-and-day-out 

(please turn to page 170) 











* 


M. L. Millspaugh, President 
Samuel Kirk & Son, Ine. 


‘Selective distribution and price maintenance are 
of even greater importance during unsettled times 


. . . new pattern with monogram innovation.” 
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Gideon N. Stieff, President 
The Stieff Company 
‘Special price promotions can be harmful . . . the 
public takes advantage of the bargain price but 
refuses to buy when no promotions prevail.” 
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THREE OFFICES—FOR BETTER SERVICE: While main headquarters for 
the Jewelers Board of Trade are in Providence (at the Turks Head 
Building, above, left), offices also are maintained in Chicago (Gar- 
land Building, above, right) and at the Winston Building, New 
York, left. In the doorway at New York headquarters are, from 
left: Vincent F. Chapman, secretary and chief executive; Joseph 
Glantz, a field man, and Robert Paul, manager of the New York 
office. . . . The Board is a mutual, non-profit organization and the 
only credit group which serves one industry exclusively. Its pur- 
pose is to give its 1600 members “a highly specialized credit ser- 
vice . . . at the lowest possible cost to individual members. ms 
Members are manufacturers, wholesalers and importers of jewelry 
and related items. . . . The first jewelers’ credit groups were 
formed in 1874, a time of economic depression, when suppliers felt 
the need for joining forces to halt increasing instances of fraud- 
ulent failure. Gradually the various credit groups combined until, 
by 1933, only two leading ones remained—the National Jewelers 
Board of Trade of New York and the Manufacturing Board of 
Trade of Providence. Because they performed identical services, 
officials decided to end their rivalry through a merger. The 
new organization was called the Jewelers’ Board of Trade. 

When you supply the Board with information about your financial 
status, you are helping the work of an organization whose sole 


aim is “to promote the general welfare of the jewelry industry.” 
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EXPERIENCE, INTEGRITY: These 
five top-ranking officials of the 
Jewelers’ Board of Trade total 
160 years’ service with the 
Board. They “grew up” with the 
organization—and are contin- 
ually training younger men and 
women who one day will take 
over the reins. Top, left: Vin- 
cent F. Chapman, Board sec- 
retary; H. M. Peck, treasurer. 
Below, from left: E. M. Fallon, 
manager Collection Depart- 
ment; Edward A. Henry, man- 
ager Credit Reporting Depart- 
ment; Mrs. Daisy H. Edwards, 


manager Adjustment Depart- 


ment. 


How The Jewelers Board of Trade Helps You 


It pays to cooperate with 
this nation-wide watchdog 
of the jewelry industry 


® MY ASSETS AND LIABILITIES are nobody’s busi- 
ness but my own; so are my income tax reports 
and the amount of insurance I carry... 

Maybe that’s your reaction when, about the 
middle of February each year—and again the 
middle of August—you receive by mail a request 
to fill out a report for the Jewelers Board of 
Trade. If you figure it this way, you probably 
“file” the blank in the wastebasket. 

Or, you find the form in your mail on a busy 
morning and decide: “This will take time; I'll do 






















it later.” So it lands on a pile of work that can 
wait—indefinitely. 

If you are among the minority of jewelers who 
react in either of these ways to the semi-annual 
requests, you are being short-sighted. The 
Jewelers Board of Trade is no fly-by-night organi- 
zation, prying into your affairs out of idle curios- 
ity; and you can’t afford to neglect its communi- 
eations. This organization guards the financial 
life of 1,600 members—jewelry manufacturers, 
wholesalers, and importers. The information it 
seeks from you establishes your credit with them; 
helps them know whether you are a good credit 
risk, 

Twice a year, the Board publishes its Confiden- 
tial Reference Book, a directory listing jewelry 
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THEIR BUSY-NESS IS YOUR PROTECTION: A staff of 150 
full-time employes keeps wheels turning vigorously at 
Providence, New York and Chicago offices of the Jewelers’ 
Board of Trade. Operations are governed by 30 directors, 
all leaders in the jewelry industry. Pictured, from the 
top, down, are these departments at headquarters in 
Providence: Adjustment, Collection, Investigators’ Divi- 
sion of the Credit Reporting Department, Bookkeeping. 
Numerous part-time employes serve as credit investigators 


in communities throughout the country. 














retailers, manufacturers, wholesalers and im- 
porters along with a quick key to their credit 
standing and estimated capital. Circulation of the 
Reference Book is limited to members of the 
Board of Trade, who receive copies “on loan,” 
with the understanding that the information it 
contains is strictly confidential. Chances are it’s 
the most well-thumbed book on any supplier’s 
reference shelf. 


You're rated: excellent to poor 


Whether you cooperate with the Board’s re- 
search or not, you'll be listed, with or without 
a rating. An investigator in your community is 
checking continuously on your financial standing 
as well as your character and reputation. In- 
vestigators and correspondents, employed by the 
Board, operate in every part of the country. 

What the investigators find out, goes into a 
“living” record of you as a businessman—a com- 
plete credit report which is filed at the Board’s 
headquarters in Providence, R. I. From this in- 
formation specialists figure your credit standing 
in one of four brackets, from excellent to poor. 


It’s well worth the bother 


Why bother to fill out forms if someone is 
digging out the facts about you anyway? Here’s 
why: 

Your own honest report, sent in promptly, will 
assure you of an accurate, up-to-date rating; and 
a high rating means you will get quick credit 
from your sources of supply. Takes a lot more 
time for an investigator to gather material about 
you from scratch, than for him to check out what 
you send in. Quick credit approval brings quick 
deliveries—the basis for a lively trade. And this 
service costs you nothing. It is financed entirely 
by dues from member-suppliers. 

What does it mean when you’re listed in the 
Reference Book without a rating? 

One of two things: You are so new to the 
jewelry business that investigators haven’t had 
time to do a thorough job of research—and, like 
as not, you have neglected to cooperate by filling 
out a Trade Board form; or some complication 
in the investigator’s findings clouds the picture 
and makes it difficult to make a valid appraisal. 
In each case, suppliers are urged to consult the 
central office files. 

You can readily see that lack of a rating is 
a real handicap to a jeweler. One of his first 
activities in establishing credit should be to get 
in the book with a high credit standing. 


Complain, if you wish 
How do you learn your credit standing when 


retailers are refused access to the book? 
Just ask the Board of Trade. It’s no secret to 














you. And you have every right to complain about 
a low rating—if you feel justified. That happens 
sometimes, says Vincent F. Chapman, Board of 
Trade secretary. 

“It’s most likely to occur when the retailer has 
not sent us full, honest, reports,” he added. “‘Some- 
times, circumstances known only to him can 
change the investigator’s evaluation—a big reason 
why reports should be filled out and sent us 
promptly.” 

Once a new rating is computed, a correction 
goes immediately to all Trade Board members via 
the Service Bulletin, a weekly supplement to the 
book. 

More often, though, in case of a complaint, 
further research only substantiates the investi- 
gator’s original findings; whereupon, says Mr. 
Chapman, “the jeweler will get mighty busy try- 
ing to improve his rating before the next book 
comes out.” 


Three other services 


Three other services which the Board of Trade 
offers have significance for you: the Research, 
Collection and Adjustments Departments. 

The Research Department keeps on file, for the 
use of both members and non-members, a com- 
prehensive list of trade-named, trade-marked or 
specific products of manufacturers; and a tabula- 


tion of merchandise handled by distributors. You 
may refer to these files whenever you wish, with- 
out charge. 

The Collection Department helps suppliers col- 
lect their past-due accounts—and concerns you 
only if you are in arrears on your bills. 

But the Adjustment Department offers a service 
which you as well as suppliers can use in time 
of need, as long as you are an honest debtor. If 
you find yourself in financial difficulties involving 
at least ten Trade Board members or associate 
members, you may ask the Board president to 
appoint a Creditor’s Committee to investigate 
your troubles and recommend the best possible 
adjustment. With such ethical, confidential help, 
you stand a real chance of weathering the storm 
without ruinous publicity. 

The Credit Department and its Reference Book 
mean the most to you in your day-by-day busi- 
ness though, because they tend to keep the whole 
jewelry industry on an even financial keel. The 
retailer with a low credit standing will have 
difficulty in stocking his shelves—and in getting 
loans from his banker. Thanks to activities of the 
Board, the state of his business affairs is a 
matter of record; and he must keep them in 
balance or go under. 

It pays off to cooperate with the work of the 
Jewelers Board of Trade. If you don’t you are 
only hurting yourself. Zee 


YOUR CREDIT IS THEIR CONCERN: Some of the scores of 
workers who keep up-to-date financial records on the 
thousands of jewelry manufacturers, importers, whole- 
salers and retailers in the country, and stand ready to 
answer queries from qualified askers. From the top, down: 
General office, Chicago; Credit Report files, New York; 
Credit Report and Reference Book Revision Department, 
New York; telephone inquiry clerks, Credit Reporting 
Department, New York; Confidential Reference Book 
Change Department, New York. Weekly bulletins teil 
each member of changes in credit ratings. 





“Blaze of Glory” 
outmaneuvers the 
Trapeze silhouette 
by combining Trap- 
eze-shaped links in 
an expansion band 
for women, trimly 
ornamented with 
rhinestones. Flared 
ends mimic exactly 
the apparel lines 
for ’58. Speidel 
Corp., Providence, 
R. I. Retail price, 
$14.95. 


Fashioned for 
function, the Air- 
flex 100 per cent 
stainless band is 
sturdi-rivet con- 
struction, with 
non-tarnishable, 
non-corrosive 
springs. It is in 
the slimmer idiom 
that complements 
thinner bands, trim- 
mer silhouettes. 
French Jewelry, 
Philadelphia. Price 
from wholesaler. 


A subtly-tapered 
silhouette in 
leather and gold 
filled underscores 
the fashion fresh- 
ness of this 
watch accessory. 
Also comes in 
stainless. Watch- 
bands, Inc., North 
Attleboro, Mass. 


Dramatic details 

at the ends con- 
trast with the 

stark simplicity 

of the thinner- 
than-ever water- 
proofs and self 
winds—in this Gemex 
attachment for men. 
The mesh is stiff- 
ened and curved at 
both ends and is 
highlighted with 

an attractive “V” 
shaped insert. 

From Gemex Corp., 
Union, N. J. 


Fine mesh inlaid 
ends add fashion 
drama to this all- 
size expansion, 
available in gold- 
filled or stainless. 
Gold filled retails 
for $9.50; stainless 
for $5.50. From 
Kesterman Bros., 
Providence, R. I. 
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Pre-view of Watch Bands 
for Fall and Christmas 




























The new jewel-like designs make last year’s bands 
look ancient . .. Style-conscious customers will 
delight in their elegant differentness . .. You 
will have plenty to talk about in these new lines 


—for bigger Christmas business 





by Jerry Gewirtz 

JC-K Fashion Consultant ® DESIGNERS have created a Fall line of watch 
attachments that are singularly fresh in appear- 
ance and fine in technical performance. 


The new models climax the best efforts of six 
decades and place watchbands unquestionably in 
the role of jewels. They are intimately related 
to changes in timepieces and costumes; and they 





harmonize superbly with both. 


For example the shaped suit for men this Fall 
has an indented waistline and a tapered sleeve 
that narrows from a full shoulder to a closely- 
proportioned wrist. This new silhouette has a 
matchmate in wrist adornment which will show 
up excitingly at the end of the sleeve. 

Men’s watches, unbelievably thin, get fancy dials 
—many colored—with detailed end-pieces. And 
the attachments, growing slimmer to complement 





> this new look, move in interesting directions. 


New tapered One maker is coming up with a “contour” 


model, traditionally straight on one side and ir- 
attachments for 
regular on the other. It’s sensational! 
ladies have the same 
Another manufacturer has created dramatic 


h th 
shape as the endpieces to interrupt the otherwise straight, un- 


much-touted Trapeze relieved simplicity of the very thin case and band. 
look in ready Still another features black and gold, reminiscent 
to wear. of antique elegance. More whites than ever will 
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PRE-VIEW OF WATCH BANDS (continued) 





be appearing on the market, of course, to match 
the many stainless watches. 

Fabric bands, as well, are closely tied to the 
over-all fashion trends. Most new ones are in 
the subdued solid colors that go best with the 
still-conservative, three-button suit. 


The leather band will also hew to the ready-to- 





wear fashion line. The stitchless leather band 
with greater refinement in width and styling is 
expected to win new devotees. 

Improved functioning of bands has kept pace 
with the new patterns. Some men’s styles are 


completely adjustable. One band fits any size end 


¥g, ie, 344—and any size wrist. 


ae 0) 


The Trapeze look 
Many ladies’ attachments too, reflect current 
trends in watch and costume design. Almost every 


line has a band with the tapered look of the much- 


(please turn to page 134) 


The new shaped 
suit for men is 
still slim, with a 
more elegantly 
indented waist and 
a tapering sleeve 
that ends at a 


closely-proportioned 





Florentine Double “Goddess,” slimline 
wrist. New contours Feature expansion model for women, 
band retails comes in a fine mesh 
in attachments for $12.50, is gold- chain with duofold 
filled. The two buckle. It features 
are asymmetric, end pieces are the Hadley Universal! 
“Fashion Angle” Florentine-finished, End that fits any 
others have fancy introduces a new to complement the size sport watch; 
concept in attach- textured surfaces or the new Convert- 
ends, still others semebe Sn SE IEE ible end for any 
emphasize their stiff bracelet ends for next year. baguette watch. Band 
lock into place, Jacques Kreisler, also fits any size 
elegance with hold watch so face North Bergen, N. J. wrist. Priced at 
is in direct line of $10.95. Hadley Co., 
rich, lavish colors. vision. Yellow or Providence, R. I. 


white gold filled 
(Drawing courtesy bracelet, in various 
styles, retails 
for $9.95 to $11.95. 
Flex-Let, Providence 
and New York. 


Esquire magazine. ) 
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Windswept, the 
popular Speidel 
tapered expansion 
design, now comes 
with a % inch 
straight end piece 
for nurses or for 
sports wear. Avail- 
able in gleaming 
black set in gold- 
filled—or all-over 
gold-filled—it’s 
glamorous and com- 
fortable for day or 
evening wear. 
Priced at $10.95. 


Typical of many 
new attachments 
for men is this 
massive, rugged, 
decidedly masculine 
band—a welcome 
contrast to the 
unprecedentedly slim 
cases. Comes in 

14 karat gold with 
curved ends, 5 to 
% inch, or with 

% inch tube. 

Brand keystones for 
$95. Apex Accesso- 


ries. Greenwich. Conn. 
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Multi-size feature 

is now available 

in this regular 

type expansion 
bracelet—reputedly 
for first time on 
women’s bands other 
than wide-end sports 
or telescopic styles. 
This Z-type model, 
with End-O-Matic 
ends, comes in 
yellow, pink or white 
gold filled; retails 
for $7.95. Jacoby- 
Bender, Long Island 
City, N. Y. 


Adjustable ends 

and links feature 
the new Foster- 
matic. Two end posts 
collapse or pull out 
to accommodate any 
band—%s, 11/16, 

¥% inch; add or 
subtract links to 

fit large or small 
wrist. Retails in 
gold-filled for 

$5.95; stainless, 
$4.95. Foster 

Metal Products, Inc., 
Attleboro, Mass. 


tk ih ee SS 


; 
: 
' 


Lines of this 
attachment show 
influence of 
ready-to-wear on 
women’s bands. 
Gold filled, it’s 
designed for lug end 
watches; is made 
from a fine, tapered 
and beveled mesh. 
Forstner, Inc., 
Irvington, N. J. 
Retail Price: $10. 
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“The store has been complimented by designers and architects all over New 
England.” Straight lines (right) and curves (left) are used in the design 
of various departments. Room dividers at right display a few pieces, yet 
keep their clean, open look. This photo was made at the rear of the store, 


looking frontwards. 





A NEW JEWEL 
IN JEWELRY 
STORE DESIGN 


Joseph Desjardins shows you around his estab- 


lishment . . . tells why he selected these straight 
lines, curved lines, lighting devices and color 


effects. A JC-K photo report. 


“The store front was partly our own idea, and it was 
a matter of combining the European and American 
way of designing. The overall effect is the opposite 
of conventional jewelry stores.” Passers-by can see 
inside the store; they can also look at the displays 
in four brightly-lighted box windows at eye level— 
diamonds, watches and gold jewelry in the three at 
right—china, silver and glassware in the large corner 
window. Three of the boxes are 18 inches deep and 
may be opened, like a show case, from the back. 
Window frames are gold color; flagstones, light 
purple. Above, at right, is the family coat of arms. 











“One of the things that I am especially pleased with is the fact that 
customers relax. Customers are likely to stay in the store for an 
hour.” They can’t help it in this long, well lighted room with its 
harmonious tones of beige. Carpeting, ceiling, walls and case interiors 
use various degrees of the same soft color, except for a few bright 
accents. This picture was taken at front of the store. 


Checking U. S. cities by size, you find Manchester, between Fifth Avenue and Hollywood Boulevard. 
N. H., far down in the list—134th from the top in The owner, Joseph L. Desjardins, had sound rea- 
the company of places like Binghamton, N. Y., sons for the dozens of ideas incorporated into his 
Springfield, Ill., and Waco, Tex. dream store. His own comments are the closest we 

But the old New England town has something can come to a guided tour of the place, and so we 
special in its new jewelry store, Desjardins & Co., have set them down together with the pictures. 
recently opened at 1069 Elm St. If you were to (Design by Hermsdorf Fixture Mfg. Co., Man- 
try to rank all of the jewelry stores in the country chester, N. H.; front by United Glass & Aluminum 
in terms of both beauty and shopping effectiveness, Co. See page 185 for Victorian appearance of the 
you would find few that can match it all the way old Desjardins store.) 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 190 














A NEW JEWEL IN DESIGN 


(continued ) 


“By using monochromatic 
color (beige). every piece of 
merchandise is accented.’’ 
Clocks. watch bracelets, in- 
expensive watches and men’s 
gold filled jewelry are at the 
back of the store. Wall clocks 
are hung on a peg board of 
purplish-red color, which pro- 
vides one of the few contrasts 
with the beige color scheme. 
Store sales during first part of 
this year were 100 per cent 
ahead of volume done in old 
store during same portion of 
last year. 


“One of the most interesting things we have found is that every de- 


partment can be run separately without interference from other 


customers and other salesmen.” Each department has its own char- 
acteristic design, separating it from the departments on either side. 
For example, the curved wail here is in contrast to the straight, 
symmetrical display beyond. 








“In the center those two posts 
with their two shelves, adapted 
from an art museum, repre- 
sent the law of light and 
shade.” (Overhead light falls 
on the smaller shelf, which 
casts its shadow on the larger 
shelf, so that all except the 
outer edge is in shade.) Open 
shelves to the left of these 
posts display gifts. The case 
at right, colored aquamarine, 
was created especially for 
glassware, with fluorescent light 
at top and bottom, diffused bv 
translucent glass. Ze 





“This store was designed for mass merchandising, without losing personal atten- 


tion to a customer.” There are no glass doors on any wall cases, except diamond 


cases, so most merchandise may be touched and examined. Open display 


courages browsing. 


er- 



































































by William Scheibel 


double check 


® THE SALE OF SILVER HOLLOWWARE, in retail dol- 
lars, is pretty well balanced percentage-wise be- 
tween sterling and plated goods. This balance 
has been averaged out from the records kept in 
many stores that sell this class of merchandise. 
While the data is by no means intended to be in- 
controvertible, it can serve as a kind of purchas- 
ing measurement or guide. Once again, location 
and type of store play important roles in deter- 
mining how much of either kind can be sold. 

In the general category of gift merchandise, 
hollowware is, undoubtedly, one of the more active 
items sold over the jewelry counter. Please note 
I did not say “in jewelry stores.” That phrase 
was purposely omitted because a tremendous 
amount of hollowware gift business is done out- 
side of jewelry establishments. Yet, with proper 
display and promotion, much of this volume can 
be brought back into the jewelry store where it 
rightfully belongs. Through good judgment in 
buying and merchandising this result can be ac- 
complished. 


Stock variety; skip “depth” 


A large portion of hollowware gift business is 
done with such individual items as bread and 
sandwich trays, relish dishes, candelabra, well 
and tree platters, bonbon dishes, sugar and cream 
sets, pepper and salt shakers, etc. Because of 
the money involved not all jewelers stock sterling 
tea and coffee sets. When they do, they seldom 
feature more than two or three of the five-piece 
outfits, each in a different pattern. These sets 
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Sterling and plated hollowware are major items and their inven- 
tory should be controlled with the utmost care. This fool-proof 
method gives you a complete picture of your stock and its cost; 


what you have sold,what needs replacing—and a cross-reference 


are made up with silver plated waiters or trays. 
To accommodate customers who may want only a 
three-piece coffee set, these plated waiters are 
carried in smaller sizes, too. When the coffee 
pot, sugar bowl and cream pitcher are sold out of 
a five-piece set to make up a coffee service, they 
are promptly replaced. As a matter of fact, the 
same procedure is followed with the silver plated 
sets. Thus, there is variety without depth of 
stock. 

Even at the risk of repetition it is well again to 
say that the retailer should seek the advice of 
the manufacturers’ salesmen regarding the kind 
and type of merchandise best suited for the lo- 
cality and type of store operated. Many mistakes 
can be avoided by doing this. 


Adhesive label tells price 


In the majority of stores, hollowware is dis- 
played on open shelves and tables. In some places 
it is shown in all-glass wall cases. Each tea and 
coffee set carries a card, usually put into the 
sugar bowl, on which are indicated the names of 
the pattern and maker together with the price of 
each of the three, four or five pieces that make up 
the set. The waiter, or tray, is also priced with 
its own tag. Other articles such as bread trays, 
sandwich trays, bowls, candelabra, etc., carry 
adhesive “Kum Kleen” labels or other types of 
convenient tags, provided they are not readily 
lost off or separated from the articles. 

Many jewelers find that a light coat of lacquer, 
applied over the surface of the “Kum Kleen” label, 
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WHAT’S 





helps to keep it clean and fresh looking and hence 
legible at all times. When any item is sold, this 
label is peeled off and attached to the duplicate 
copy of the sales check on which the sale has been 
carefully written out. 

When a shipment of hollowware arrives from 
the factory the same general preliminary routine 
is followed as with flatware or watches up to the 
point where the merchandise is ready to be tag- 
ged, stocked and written up in the inventory con- 
trol book. Practically all stores identify their 
tea and coffee sets with tiny scratch marks care- 
fully concealed on the bottoms of the coffee and 
tea pots. Each item in the set is given a stock 
number which includes inventory book page and 
line number just as was done with watches and 
rings. Date of receipt is also shown in the same 
code as used for jewelry. Thus, in the event of 
complaint or controversy, it is easy to establish 
date on which articles were sold, price paid, etc. 

When a complete set is sold, each of its three, 
four or five pieces is checked out of the inventory 
record and the items reordered if they are deemed 
“good sellers.” If only three of the articles are 
sold to make up a coffee set, the three units are 
checked off the record and then replaced so that 
the set may become complete again. The ease 
with which all this is accomplished will be demon- 
strated in following paragraphs. 


System is simple, air-tight 


The Inventory Control Book pages that have 
been laid out for hollowware, are shown in illus- 
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WHAT IN INVENTORY 


trations 25 and 26. They are designed to keep a 
good control over this class of merchandise. It is 
recommended that separate pages be devoted to 
sterling and plated goods. To show how simple 
the system really is, let us read the page which 
carries the record of sterling hollow stock (illus- 
tration 25). We will refer also, of necessity, to 
illustration 26—the plated hollowware page—to 
indicate how it ties in with certain items recorded 
on the page for sterling goods. 

Page 192 is not unlike the ones developed for 
watches or diamond rings. It shows arrival date 
of goods, name of maker and article, maker’s 
catalog or stock number, cost in code, retail price, 
date sold and sales slip number. Spaces have also 
been provided for customer’s name, amount paid 
(in the event of a markdown) and remarks. 

On Feb. 16, 1956, Mrs. Jessie Block wanted a 
three-piece coffee set. She liked the Monica pat- 
tern, so the five-piece tea and coffee set was 
“broken up” to accommodate her. Accordingly, 
she purchased the coffee pot, sugar bowl and 
cream pitcher shown on lines 51, 53 and 54, re- 
spectively. At the same time she also bought a 
bonbon dish to match. See line 65. 


Cross-reference aids records 


To complete her coffee set Mrs. Block also 
needed a waiter or tray so she purchased a 20-inch 
silver plated unit, shown on page 204 (illustration 
26) line 02. Please note that the same sales check 
number is shown for all five of the articles men- 
tioned. Please note also that the “remarks” on 

(Please Turn Page) 
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HOLLOWWARE 
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Illustration 25: An inventory section for sterling, and 
another for plate, are recommended. Notice that records 


line 02, page 204, are cross-referenced to page 
192, line 51. 

The coffee pot, sugar bowl and cream pitcher 
were reordered at once and arrived on March 19. 
(See lines 66, 67 and 68 on page 192.) The bon- 
bon dish was also reordered and came in with the 
three items just mentioned. (See line 69.) The 
silver plated waiter was reordered and came in on 
March 24. (See line 24, page 204.) 

The tea pot and waste bow! that were “left be- 
hind” when Mrs. Block bought the other three 
items, were finally sold to Mrs. Gloria Miller (see 
lines 52 and 55) who wanted and bought a com- 
plete five-piece tea and coffee service. With the 
two articles just mentioned she took the coffee 
pot, sugar bowl and creamer that were checked 
in on March 19. Once again please refer to lines 
66, 67 and 68. For her set Mrs. Miller bought the 
22-inch silver plated waiter shown on line 01, 
page 204. The sale of this waiter is cross refer- 
enced to line 66 of page 192 under “remarks,” 
thus tying the entire sale together “for the 
records.” 
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STERLING 


STOMER 


are much the same as those for watches. Each unit is 
listed separately—more work, but these are costly items. 





If an article is purchased in depth—two or 
more pieces of the same item—each unit is listed 
in the book. For instance, on page 192 see lines 
76 and 77 which show a pair of 12!4-inch can- 
delabra. Lines 78 and 79 show a pair of 1314- 
inch candelabra. Obviously, the recording of each 
item entails a little extra work but when you con- 
sider the cost of this merchandise it is worth the 
effort to have a “tight’”’ and complete record of it. 
The end results will more than compensate for the 
extra bit of time and energy expended. 

In some stores the inventory control system is 
subdivided even a bit finer. Not only are separate 
pages maintained for sterling and plated hollow- 
ware but separate pages are used for each manu- 
facturer. On page 192, merchandise is listed from 
five different factories. On page 204 there are 
four different makers of silver plated goods. If 
a special page were to be devoted to each such 
manufacturer, it would require no less than nine 
pages to accomplish what has been done satisfac- 
torily on two. In other words, while it is, un- 
doubtedly, a good idea to keep separate pages for 
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Illustration 26: The “Remarks” column allows for cross- 
reference between sterling and silver pages when a cus- 


manufacturers as well as types of merchandise, it 
is not necessary to go into such detail in order 
to have an efficient and revealing record. 


Sales steady in hollowware 

It might be well to add that silver sales are di- 
vided quite evenly through the vear. They break 
up something like this: 


NE i, ip waving OR iecaey Ldemhed bebiak iweut 5.4% 
OE Pee ST eee ee Cr eT ECT ey ee D.9% 
OED » ss ncpeawadken cheb at mee eent heeds keane en 6.3% 
is 0% 55 chaccenns 652 tad eee ieeee senkaweses 6.9% 
nest kee ened bh ie nes Oe a edene + thee bene 8.4% 
Pe Snack 6 hd ERNE OTe eee seks bike Ch ae 8.5% 
PU, chancks dd ah adie 56 ee Pee eek aes + ubn veuen 5.6% 
NE 5 CN is cde ho Kaede eee ensks ees 6.0% 
NS i ce ve deb Nba eat Oh etaes ewes «nee 6.4% 
EE, coe cubowesees nddgdb UREA Rees Ca 8.2% 
POO | £55 58a 6 GER SSeS a Fe re i el 11.9% 
NN 5 ibe OR is ha is di ce a 20.5% 


It may be of interest, also, to know that the 
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PLATED 


COST |RETAIL] NAME OF 
CUSTOMER 


tomer purchases some of each ware. This ties a sale to- 
gether—and keeps the record straight. 


average turnover of sterling and plated hollow- 
ware runs about 1.3 to 1.5 times per year. 

It is generally conceded that there is always a 
danger in quoting figures of the kind shown 
above. Jewelers in one section of the country will 
see their records accurately mirrored in the sta- 
tistics cited; retailers in other localities will have 
reason to disagree and find fault with the percent- 
ages and other data quoted. Once again, location 
and type of store are of significant consequence 
and influence such records, as I have pointed out 
in other portions of this article. 

Infants’ and children’s silverware is labeled and 
inventoried in much the same fashion as the other 
hollow goods. Since the amount stocked at any 
time is not large, it is possible to show both plated 
and sterling items on one page. Zee 


Next month. The ninth and last article in this 
series will outline a simple, effective method for 
inventory control of china and glassware. No 
jeweler who stocks these items, or plans to stock 
them, should miss reading this article-—Editor. 
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Tea for two—at Roberts’: “Come in for tea any afternoon,” 
Roberts’ Jewelry Store invited women of the Mt. Lebanon, Pa., 
community. And they accepted with alacrity. The atmosphere 


is informal, gracious—highly conducive to impulse buying. 








SORRY 
Sa 


an easy business-builder for suburban jewelers 


Ss 





Tempt ’em with tea! 


® PRETEND FOR A MINUTE OR TWO that you’re a 
shoppin’ woman; the kind with time on her hands 
and money to spend... 

After a couple of hours browsing the stores, 
your feet hurt. You’d love a place to sit down, and 
a cup of tea to brace you up. 

If you’re a shoppin’ woman in Mt. Lebanon, 
Pa., your thoughts turn to Roberts’ jewelry store 
where they greet you like an old friend and serve 
you a refreshing beverage in a style fit for a 
queen. 

Where else can you sit at glass tables and have 
a red-coated waiter give you tea or coffee from 
a sterling silver service, in bone china cups—for 


free? (In summer, it’s soft drinks, in metallic 
tumblers. ) 

As you chat with your friends or a sales-clerk, 
your eyes roam around the long, enticing room— 
to the gray display cases which stand out attrac- 
tively against walls painted various shades of 
coral; to the gift shop beckoning through a picture 
window at the rear of the store; to the handsome 
pattern of the delicate cup you’re holding, and the 
seductive sheen of the sterling spoon on your 
saucer... 

Just naturally you’re reminded of birthdays 
coming up, even if you hadn’t planned to buy a 
thing. (Demitasse cups like the one you’re drink- 

(please turn to page 135) 
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NEW Lilt 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores in 


WU/ALLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
stainless steel polished to a satin finish and beauti- 
fully balanced. Wallace’s Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they're handsomely 


STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy Fall and Christmas selling season ahead. 
NEW Lilt °* Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 
Sonnet ° Circe . Ballet . NEW Balance 


16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


WALLACE STAINLESS ... A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT .. . SINCE 1835 
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® THE JEWELER’S CHRISTMAS CHERUB—your good 
luck, gift-selling holiday ‘‘angel’’—will be on hand 
again this year. 

The chubby little symbol again will carry to 
thousands of towns and cities throughout the land 
the message that gifts from a jewelry store are 
“gifts that say: ‘With Love!’ ”’ 

And, this year, he’ll wing his pleasant way into 
your store at practically no expense to you. All 
he needs is your cooperation. More than $25,000 
has been set aside by the Jewelry Industry Coun- 
cil to help every jewelry store in the land benefit 





It’s time to summon 
your Cherub helper 


—for bigger Christmas 
business. This year 
many sales aids 


will be free 


from the Cherub’s service. This money will pro- 
vide for you, without charge: 

© A Christmas Plan and Idea Book. The book 
will contain lively new suggestions for your en- 
tire Christmas advertising and promotion cam- 
paigns—it has been completely revised. You will 
find in it layout and copy for newspaper and radio 
advertising, direct-mail programs, window and 
in-store displays. 

© Window and In-Store Display Cards. Naturally 
they’ll feature the gift-bearing Cherub which 
warms the hearts of customers into giving “with 
love.” 

© Help with special Christmas jewelry newspaper 
sections. Last year, the Council sent Cherub pro- 
motion to nearly every daily newspaper in the 
country—and received hundreds of requests for 
additional editorial material about Christmas- 
gift jewelry items. The material was used, in co- 
operation with local-area retail jewelers, for spe- 
cial Sunday supplement sections or as full-page 
promotion during the week. 

Invariably, best results are chalked up, says 
Albert E. Haase, Council president, when retail 
jewelers in an area pool their ideas and resources 
for conspicuous and repeated promotion of “Op- 
eration Cherub.” Together, they can do a much 
(please turn to page 129) 
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Now! FLEX-LET 
triggers the biggest 
replacement boom __. 








in watchband history 


with the introduction of }> 


: 








transforms 


every watch 
into 
a miracle of 


modern fashion 


QA new pyle approach / 
So cleverly designed and tilted, 


it gives every watch the elegance 
of bracelet jewelry! 


A ntu/ Hewpoit / 


So angled, that for the FIRST 
time she can TELL time 
without wrist-twist! 


The bigges Aeptacemcend boom / 
You can expect the GREATEST “change 
| my band” demand ...the BIGGEST 
| replacement business boom in watchband 
| history! Here at last is the ONE item 
| that can give you the kind of sales-action 
you need so badly these days! 





A now FLEXI 


















fits any watch... 
SO easy to put on 


Simply insert 

the ends through 
the lugs and twirl 
on the lobes. No tools 
needed ...no rings to 
connect ...nothing to adjust. 


Sold, of course, with FLEX-LET’S 
UNCONDITIONAL REPAIR 


GUARANTEE for the “life-of-the-band” 


— 


FASHION ANGLE 

Style #236 

Gold Filled — 1/20 10K 
AVAILABLE IN YELLOW 
AND WHITE 

retails $9.95 t.i. 

Your PLUS profit 
Keystone $7.00 


FASHION ANGLE 
Style #237 
Gold Filled — 1/20 10K 


AVAILABLE IN YELLOW 
AND WHITE 


retails $10.95 t.i. 


Your PLUS profit 
Keystone $7.80 


FASHION ANGLE 
Style #239 
Gold Filled — 1/20 10K 


AVAILABLE IN YELLOW 
AND WHITE 


retails $11.95 t.i. 


Your PLUS profit 
Keystone $8.60 


prove to yourself that there’s absolute sales-magic in the new and costly look 
any watch takes on when it’s transformed by the beauty of a “Fashion Angle” 
watchband. Try one on the first customer that enters your store and 
convince yourself that selling is as easy as showing FLEX-LET’S 
“Fashion Angle”! Be among the first in your community to feature 


“Fashion Angle”...WRITE your order RIGHT now! 


This custom-designed unit 
is your complete 


Fashion department 


Shows! Sells! Stocks! 


A MUST for rapid-action turn- 
over, this unique ‘‘Fashion 
Angle” merchandiser is a com- 
plete, all-in-one SHOW, SELL, 
STOCK unit. Besides display- 
ing 6 watchbands, your stock 
is conveniently housed in a rear ‘ f 
drawer, pre-packaged, ready for eg — {£ PRESENTATION 
on-the-spot sales! a .  w/ PACKAGE 

| — Each “Fashion Angle” 
watchband is individ- 
ually packaged in a 
“fine jewelry” type 
flannel case for the 
added presentation 
importance it so rich- 
ly deserves. 


FASHION ANGLE ASSORTMENT #99 








There’s no 


ONE CUSTOM DESIGNED UNIT FREE drawer hunting 


each style is assorted as follows: ' 
3 yellow regular, 1 white regular, 1 yellow delay! 
long, 1 yellow short. 


YOUR SELLING PRICE — $197.10 £.t.i. 
YOUR COST — KEYSTONE $140.40 


FLEX-LET CORPORATION + 580 FIFTH AVENUE, NEW YORK 36, N. Y. 
In Canada: Guildcraft, Ltd., 110 Adelaide St. W., Toronto 
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FLEX-LET’S BIG-4 


Cross Merchandising Program 


a smashing success! 


IN JUST ONE short year, jewelers who adopted 
Flex-Let’s cross merchandising program have dou- 
bled, even tripled, their cross business... proving con- 


clusively that a sound merchandising program was 
all that was needed to skyrocket cross sales. THIS 
YEAR, every jeweler can cash in on a PROVEN 


SUCCESS... 
































1...THE FLEX-LET CROSS SELLECTOR UNIT-— Displays 24 
crosses at one time! Beautifully designed in luxurious leatherette 
and white satin highlighted with gold printing. It’s a complete 
“CROSS DEPARTMENT” in one unit! 


2...NEW FLEX-LET DISPLAY — Decorative counter or window 
display gives crosses a point-of-purchase power they never had 
before...brings you sales you never made before! Appropriate 
cathedral-type design in modern gilt wrought iron. 


SERIES 1005: 12 styles in Series, 1/20 G.F. 
Beautifully hand engraved or engine turned. 
retails $4.95 plus tax 

Your PLUS profit Keystone $4.20 


SERIES 3201: Sterling Silver. 5 styles in 
Series. Deeply hand engraved. 
retails $4.95 plus tax 

Your PLUS profit 


at its best. 


Keystone $3.90 


SERIES 1106: 8 styles in Series, 1/20 G.F. 
Classic designs hand engraved or engine turned. 


SERIES 1201: 5 styles in Series, 1/20 G.F. 
Superb craftsmanship. Hand engraved or en- 


gine turned. 


retails $5.95 plus tax 
Your PLUS profit 


SERIES 3301: Sterling Silver. 5 styles in 
Series. Distinctive designs plus hand engraving 


retails $5.95 plus tax 
Your PLUS profit 


3... FLEX-LET SHOWCASE TRAY—Takes crosses “out of the 
drawer” and puts them where your customer can see them... 
where you can sell them. 


4...FABULOUS FLEX-LET PRESENTATION BOX — Rich and 
meaningful packaging makes it easier for you to cash in on all 
gift-giving occasions ...confirmations, Mother’s Day, Christmas, 
graduations, births and weddings. 


retails $6.95 plus tax 
Your PLUS profit 


SERIES 2003: 9 styles in Series. 10K Gol 


Keystone $5.00 


graver’s art. 
YOUR COST 


Keystone $4.50 ; 
SERIES 2104: 8 styles in Series. 10K Gold. 


engine turned. 


YOUR COST Keystone $8.50 


FLEX-LET CORPORATION + 580 FIFTH AVENUE, NEW YORK 36, N.Y. 
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Keystone $5.60 


Yellow or white. The height of the hand en- 


Keystone $7.70 


Yellow or white. Superbly hand engraved or 


FPLEX-LET introduces a complete 


‘Your Pnivote “Bnand’ PROGRAM 
FEATURING FLEX-LET’S CROSSES and MEN’S JEWELRY! 


N OW ! ’ Every jeweler can enjoy the pride of ownership that comes only with selling your 
own private brand! 


IMAGINE! Flex-Let will imprint your own Private Brand name on an initial order 
e of only 100 pieces of Crosses or 100 Men’s Jewelry Sets—or (We will 
combine 50 Crosses - 50 Men’s Jewelry Sets) to make up the 100 
piece assortment. Never, but never, could you have your own private 


brand with such a minimum inventory. 


above all, it is the 


Famous Flex-Let Quality and Styling 


you sell under your own private brand! 








MANY JEWELERS... (see above) are already selling these Flex-Let lines Don't Delay. :- 


under their own brand. Call, wire or write. We will send you full details or 


have our salesman in your area call on you. CONTACT Us 10 DAY! 


FLEX-LET CORPORATION «+ 580 FIFTH AVENUE, NEW YORK 36, N.Y. 
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Customers can watch them at work: There’s dramatic appeal in seeing a 


corps of craftsmen repairing fine jewelry and delicate timepieces—and 


Ernie Hess has put his crew in sight. Result: 20 percent more business. 








This jeweler says you won’t profit from 
being a “can-do” store unless customers 


get excited about it. That’s why 


You can’t miss the store—nor the repairmen inside 


dhe dramatizes service 


by Robert Latimer 


® SOMETHING WAS WRONG. Ernie Hess, owner of 
Hess Jewelry Co., in Lakewood, Colo., had three 
watch repairmen and two jewelry repairmen—a 
large staff of craftsmen for a medium-sized store. 
And he himself was expert in both fields. Yet he 
wasn’t getting the repair business he knew he 
ought to get. Too many Lakewood residents by- 
passed him for stores in downtown Denver. 

Then came the chance to add 25 per cent more 
space to his selling floor—and Ernie’s big idea. 
With the extra space he would concentrate his re- 
pairmen (who had been scattered about at dif- 
ferent spots) in one comprehensive service de- 
partment. He’d make the service department the 
focal point of the store. 

Ernie’s newly-acquired extra space gave him a 
rear entrance opening onto a parking lot. Just 
inside the door an ell jutted off to the right. Ernie 
had this ell remodeled into an 18-by-12-foot re- 
pair room, finished with “fleck” hard-surfaced 
paint (containing chips of tan stone), and trim- 
med with burnished-copper metal. 

Benches were provided for the two jewelry re- 
pairmen and the three watch repairmen. Benches 
for the jewelers have a cockpit-like design, allow- 
ing the craftsmen to move in close to their work. 
Counters at each end of the room hold heavy-duty 
power tools—cleaning machines, gemscopes, elec- 
tronic equipment, lathes, drill presses... . 
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A low glass partition, broken by a wicket-type 
service window, divides the department from the 
rest of the store. This protects the servicemen 
from distractions and interruptions, but does not 
prevent visitors from watching them at their 
work. This, of course, is precisely what Ernie 
Hess wanted. He sees to it that every shopper is 
steered back for a look at the repair department. 

The service customer is met at the wicket win- 
dow by Mr. Hess himself or by the head watch 
repairer, who acts as “front man” in receiving, 
pricing and delivering work. Sometimes the re- 
pairman inspects a watch at once, describing what 
he finds as he goes along. 

The total cost of the remodeling was $3000— 
and it was money well spent. Mr. Hess says that 
within a few weeks, for the first time in the 
store’s history, watch repairs fell 10 to 20 days 
behind on jobs received. Today jewelry repairs, 
which formerly accounted for only a smattering 
of the service business, have climbed to nearly 
one-half; and the store’s overall volume has in- 
creased by 20 per cent. 

Mr. Hess attributes a good part of this increase 
directly to the consolidating and dramatizing of 
the service department. Repair jobs, he says, 
now stream in from the entire Lakewood area. 
He adds significantly: “Even from those parts of 
the town that lie closest to Denver.” Zan 
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Directory of Trade Associations 








NATIONAL 


American Gem Society—Harry R. Gerber, Bramley & Co., Inc., 199 Main St., White 
Plains, N. Y.: A'fred L. Woodill, Exec. Dir., 3142 Wilshire Blvd., Los 
Angeles 5. Calif. 

American Stone Importers Association, Inc.—-Robert G. Wider, Dreher Bros. & Wider, 
48 W. 48th St., © asia York 36, N. Y.; Lioyd V. Lassner, 10 W. 47th St, 
New York 36, N 

American Watch i Inc.—Jean R. Graef, 610 Fifth Ave., New York, 

y+ William H. Fox, Exec. Secy., 39 Broadway, New York 6, 

American Watch Manufacturers Association—Arthur B. Sinkler, Hamilton Watch 
‘o., Lancaster, Pa.; LeRoy A. Mote, Elgin National Watch Co., Inc., 
Eigin, Ill. 

Associate Jewelers, Inc.—Ben Ross, 21-30-44 Drive, Long Island City, N. Y.; 

obias N. Berger, 11 E. 44th St., New York 17, N. Y. 

Canadian Jewellers Association-——Ian H. McKenzie, 85 Richmond St. W., Toronto, 
Ontario; Raymond P. Brown, 85 Richmond St. W., Toronto, Ontario. 

Cleck Assemblers & Importers Association, ne.—Samuel J. Kaufman, Semca 
Clock Co., 30 Irving Place, New York, x Y.; Joseph Flum, Sec. Treas., 
Fiorn Co., 1261 Broadway, New York, N. Y. 

Clock & Wateh Manufacturers Association of America, inc.—C. E. Sommers, Jr., 
1625 “K*" St. N. W., Washington 6, D. C.; Philip S. Horwith, 1625 “‘K’”’ 

— 2 ee Washington oe. 

Cestume Jewelry Board of Trade of New York—Charles Goldman, 118 W. 29th St., 
New York, N. Y.: Sid Greenberg, 303 Fifth Ave., New York = a » * 
Cultured Peart Association of America, tinc.—Joseph D’ Elia, B, & Son, 
665 Fifth Ave., New York, N. Y.; Seymour Mendelsohn, Marlinda "Heart Co., 

562 Fifth Ave.. New York, N. Y. 
Diamond Council ef Am erica— Mort Abelson, Abelso Inc., 857 Broad S8St., 
fewark 2, N. J.:; William Wagner, Exec. ew... 345 Fifth Ave., New York 
Y 


1 ae 3 
Diamond Manufacturers & Importers Association of America, inc.—Stephen W. 
Biot man, 589 Fifth Ave., New York 17, = Y.; Ethel Friedman, Exec. 

ecy., 342 Madison Ave... New York 17, 

Rate Manufacturers & Importers Exhibit. mg] S. Sarna, 220 Fifth Ave., 
New ee 1, N. Y¥.; Robert I. Carman, Asst. Megr., 220 Fifth Ave., New 
York (eh 4 

Educational cieweiry Manufacturers Association—R. L. Gehr Herff-Jones Co., 
1407 N. Capitol Ave., Indianapolis 7, Ind.; Walter J. ‘Keeley, Exec. Secy., 
Lipper, Shinn & Keeley, 41] E. 42nd S&t., New York 17 

Fountain Pen and Mechanical Pencil Manufacturers Association, ‘Ine.—Charles K. 
Lovejoy, Scripte, Inc., 423 Houston St., N. E., Atlanta, Ga.; W. Clarke 8. 
Mays, Jr., Marshall & Meier Co., Inc., 187 Lafayette St., New York, N. Y. 

Gemological institute of America—Richard T. Liddicoat, Jr., Dir., 11940 San 
Vicente Bilvd., Los Angeles 49, Calif.; Dorothy J. Smith, Exec. Secy., 
11940 San Vicente Blvd... Los Angeles 49, Calif. 

Geoid Filled Manufacturers Association—Edson W. Sawyer, Improved Seamless Wire 
Co., Providence, R. I.;: H. Garner, Jr., Leach & Garner Co., Pearl & 
James Sts., Attleboro, Mass. 

Horolegical Institute of America—Raymond F. Soucie, 267 8S. Grove St., Elgin, 
lll.: Arthur F. Beck, Exec. Secy., Arcade Bidg., P. O. Box 667, Melbourne, 


Fla 
Industrial Diamend Association of America, tne.—Morris Winston, Diamond Drill 
me Co., 244 Madison Ave., New York 16, N. Y.; Margaret J. McGinnis, 
Box 175, 587a Turnpike, Pompton Plains N. J. 
Jewelers “8 of Trade—William E. Smith, Irons & Russell Co., 
Chestnut St., Providence 3, Vincent F. Chapman, 413 WW ‘Heed 
Bidg., Providence 3, R. I 
Jewelers Laer te Alliance—Walter Eitelbach, 607 Fifth Ave., New York af _N. Bai 
ard ©. Murphy, Exec. Secy., 535 Fifth Ave., New York 17, N. ; 
Jewelers ‘Vigilance Committee—Gustay H. Niemeyer, Chm., 82 Fulton a. New 
Yo o- N. +? P. Irving Grinberg, Exec. V. Chm. 15 W. 44th St., New 


N. 

Jewelry Grafts ek. Ca Inc.—Arthur M. Buxrbaum, B. F. Hirsch, Inc., 100 
Avenue of the Americans, New York, N. Y.; Isadore Gratz, Treas., Louis 
Gratz & Son, 345 Hudson St., New York, i 

Jewelry tndustry Council—Walter B. Jaccard, Chm.. Jaceard Jewelry Corp., 1017 
Walnut St., Kansas City, Mo.; Albert E. Haase, Pres., 608 Fifth Ave., 
New York 20, N. Y. 

Jewelry tndustry Tax Committee—Oliver A. oe Chm., Duval Jewelry Co., 
34 W. Forsyth St., Jacksonville, Fla.: Bernard N Burnstine, Exec. V. Chm., 
900 “‘F’’ St. N. w. Washington, D. Cc. 

Machine Chain Manufacturers Association—Fred Kilguss, Excell Mfg. Co., 45 
Richmond S&St., tome te R. 1.; George J. Souza, Atlas Chain Co., 75 
Eagle St. Providence R. 

Manufacturing Jewelers Sales BS Lavan, Superb Case Mfg. Co., 100 
ee Ave., Providence .. - I.; Frank Brown, Bazar Mfg. Co., 50 

estnut St., Providence, 

a Jewelers & Siiversmitths of America, tne.—Isadore Paisner, Brier 
Mfg. Co., Providence, R. 1; George Frankovich, Exec. Secy., 207-11 
Sheraton- Biltmore Hotel, Providence 2, R. I. 

Metal Findings Manufacturers Association—John Carrol, Lorac Co., Inc., 97 
ohnson St., Providence 5. R. 1.; Ben Cate, Jr., Samuel Moore & Co., 
Inc., 301 Friendship St... Providence 3, 

ees Association of Costume Jewelers—Alfred Herz, Alfred Herz Co., 303 

Ave., New York, N. Y. Fred Singer, Gloria Jewelry Co., 39 W. 

eer St., New York, N. 
a - Asseciation of Horelegical ‘Schools—Tod New, 1901 E. Colfax Ave., Denver, 
olo.: Orville R. Hagans, Exec. Secy., 1901 E. Colfax Ave., Denver, Colo. 

National Association of Watch & Clock Collectors—Walter Roberts, 147-19 
Roosevelt Ave., Flushing 54, = Y.; Earl T. Strickler, 335 N. Third St. 
f 0. x 33) Columbia, 

National Gift and Art pasesiation—t. eon Arditti, 220 Fifth Ave., New York l, 

Y.: William E. Little, 220 Fifth Ave.. New York 1, N. ai 

National Wholesale Jewelers Association—Frank J. Heyne, Heyne & Groves, Inc., 
408 Madison Ave., Toledo, Ohio; Thomas A. Fernley, Jr., 1900 Arch St., 
Philadelphia 3, Pa 

Platinumemiths Association of New York, Ine.—Jacob Mehrlust, 6 W. 48th St., 

York 36, N. Y¥.; George F. Brecht, 17 W. 45th 8t., New York a ee Be 

Retail a re. Elm St., Greensboro, 

C.; Charles M. Isaac, Exec. v. P., 551 Fifth Ave., New York Eve Ix Ue 
Ring Giuild ‘ of America—Reginald White, J. J. White Mfg. Co., Inc., 158 Pine 
: cy R. Ls: Mrs. Ruth Stack, Exec. Secy., ‘Whitbey- Rehbock 





. 57th St.. New York, N. ‘ 
Steriing y Guild of America—John B Stevens, International Silver Co., 
Colony St., Meriden, Conn.; Arthur W. Sander, Towle Silversmiths, 
Newburyport, Mass. 

Swiss Federation of Watch Manufacturers—Gerald Bauer, Pres., Watchmakers of 
Switzerland, 730 Fifth Ave... New York 19, N. . 

Southern Jeweiry Travelers Association—Herbert Louis, Bulova Watch Co., 630 
Fifth Ave., New York, N. Y.:; Percy N. Leyland, Castleton China, 212 
Fifth Ave., New York, N. Y. 

Tola Tumbleweeds—Norman Teguns, Mercantile Securities Bldg., Dallas, Tex.; 

vid Shapiro, Exec. Dir., 1710 Jackson St., Dallas, Tex. 

United git Association of America—Norman D. Lath, 3925 Flower §&t., 
. Cm s Orville R. Hagans, Exec. Secy., 1901 E. Colfax dAve., 

Waten ‘Material. Distributors Association of America—Seymour Marcum, Norvell- 
Marcum Co., 22 Third St., Tulsa, Okla.; Stanley G. House, Exec. 
Secy., 923 pittesath, “St. N. W.,. Washington, D. 


STATE 


Alabama Retail Jewelers Association—Kalmar Shwarts, Montgomery; Dwight Raff, 
"s Jewelry, Tallad 
Arizona Retail Jewelers Association—Malcolm Straus, Bliss Jewelers, Inc., 16 W. 
poe wv —. Phoenix; Ben Rosner, I. Rosenweig & Sons, 35 N. First 
Ave., oenix. 


Arkansas Retail Jewelers Association—C. P. Coats, Batesville; Selma Schloss, 
Pine Bluff. 

saat 2 Horological Association of—Howard Nixon, 380 Orlena Ave., Long Beach; 
Norman D. Lath, 3925 Flower St., Bell. 

Caltfornia. Retail Jewelers Association—John B. Machado, 1044 Sixth St., Los 
Blanos: Collatta Harrison, 14762 Terryknoll Dr., Whittier. 

Se Retail Jewelers Association—Benjamin B. Cooper, Cooper Jewelry Co., 

lum St., Hartford; Lee Isenberg, Exec. Secy., Suite 305, 179 Allyn 
i” " Wesbaseionas Blidg.., Hartford 3. ; 
Consolidated Retail Jewelers ‘of New York and New Jersey, !tnc.—Harry Wexler, 
_ Wexler & Sons, Inc., New York; Simon Sunshine, Sunshine Credit 
Sarina Brooklyn. 

Florida Retail Jewelers Association—Alvin Lee Magnon, Adams-Magnon Jewelers, 
Inc., 510 Franklin St., Tampa; Robert Bechtel, Bechtel’s Jewelers, 228 
Datura St., W. Palm Beach. 

Florida eae Watchmakers Association—H. L. Van Landingham, 1629 Snow Ave., 

mpa; Paul Myers, Exec. Secy.. W. Palm Beach. 

Geersin Retail Jewelers Association Alexander Bush, 165 E. Clayton St., Athens; 
Joe C. Foster, W. A. Capps Co., 216 E. Clayton St., Athens. 

Georgia Watchmakers & Retail Jewelers Guild, tne. —James ~ Echols, Echols 
Jewelers, Inc., Tifton; Guy Payne, 484 Third St., Maco _ 
Hawaii Jewelers Association— -T. Miyamoto, 1110 Fort St., RR apy ‘Lloyd E. Klumpp, 

9 Kalakaua Ave., Honolulu. 

idaho Jewelers Associatio n—M. G. Sexty, 215 N. 8th St., Boise; Earl W. Murphy, 

xec. Sec’y., Idaho Chamber of Commerce, 524 Idaho Bldg., Boise. 

tMtinols. Retail Jewelers Association—Don G. Kuester, H. E. Volkman & Sons, 

akee; Charles H. Barker, Exec. Secy., Leland Office Bidg., Springfield. 

Indiana Jewelers Association, Inc.—Ralph Simon, Vincennes; James C. Lucas, 
Managing Dir., 808 State Life Bldg., Indianapolis 4. 

indiana, Watehmakers Association, Inc. of-——-A. L. DuPriest, 514 N. Jefferson 8St., 
Huntington; Charles H. Eckel, 721 E. 36th St., Indianapolis. 

lowa Retail Jewelers Association—Maurice Bates, Ames; Gordon O'Conner, 19% E-. 
State St., Mason City. 

lowa, Horelogical Association of—O. B. McChesney, 1208 W. Eleventh St., 

erloo; C. F. Glessner, 303 E. Fourth St., Waterloo. 

Gente con Seciety—Bruce Brunk, Brunk Jewelers, McPherson; 
Good's Jewelers, 1311 N. Main, Hutchinson. 

Kansas Retail jewelers ——. Eschmann, Topeka; Eugene P. Wetzel, 
209 S. Broadway, Wich 

cme State Watchmakers Association—John J. Wortman, 929 Kansas Ave., 

Topeka; Leo Raborn, Garnet 

Kentucky fps seamen Assoclation—William K. Ewing, Secy., 619 S. Fourth 
Ss Auisville 

Kentucky Watchmakers Association. itnc.—T. S. Merkel, 825 Palatka Rd., 
Louisville; F. D. Merkel, 7916 Jonquil Dr., Louisville. 

Louisiana Horological Association—Fred C. Kline, P. 0. Box 369, Alexandria; Bruce 
Lindsey, 1111 S. 4th St., Monroe. 

Maine Retail Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Lionel 
Tardif, 40 Main St., Waterville. 

Maryland, Delaware and ‘District of Columbia Jewelers Association—Melvin Foer, 
Washington, D. C.; Henry Brylawski, Exec. Secy., 1030 Woodward Bidg., 
Washington, D. C 

Massachusetts-Rhode Island Retail Jewelers Assoclation—Sydney D. Cook, 

- einen & Co., 24 Winter St., Boston: Samuel Silverman, Exec. Dir., 11 
eacon S8t., Boston. 

Michigan Retailers Association Jewelery Div. of—Ellis Berndt, 121 BE. Maumee &St., 
Adrian; Robert Heglund, Heglund, Heglund & Beyer Jewelers, 708 Wash- 
ington Ave., ay City. 

Michigan WHorological Association—William Otten, 245 8S. Burdick St., Kalamazoo; 
Clayton Goodrich, Sunfield. 

Minnesota Retail Jewelers Association—Stanley S. Smith, J. B. Hudson Co., 
700 Nicollet St., Minneapolis 2; W. C. Walsh, Exec. Secy., 1006 N. Ww. 
Bank Bidg., Minneapolis. 

a Watchmakers Association—Harry Rohifs, Mankato: William C. Walsh, 

006 N. W. Bank Bldg., Minneapolis. 

Mississippi ‘Retail Wiley G. Lowery, Lowery Jewelry, 120 

arpe Ave., Cleveland; James R. Smith, 905 Morningside Dr., Brookhaven 

Missouri Retall Jewelers Ameciation —Q. R. Johnson, Louisiana; Clinton Holt, 

10 E. High S8St., Jefferson 

Nebraska Retail Jewelers pen Bl Myers, Hastings; Elton Comes, 1617 

arney St., 

Nebraska Horological ye of-—William J. Yost, 905 Fourth St., Milford: 
Maurice Shockey, 1107 Division Ave., ork. 

New Hampshire Retai. Jewelers Aecreiation—Iener E. Brassard, Brassard’s 
Jewelers, 1190 Elm S8St., Manchester; Mrs. Roger Brassard, Brassard’s 
Jewelers, 1190 Elm St., Manchester. 

New Jersey Retail Jewelers " Association—Martin Parian, 1173 Main St., Clifton: 
Richard Rad, 6011 Bergenline Ave., West New York. 

New 7 Watechmakers Association of Emi! J. Chessari, 512 67th St., West 

Y.; Donald J. DeWolfe, 483 Prospect St.. Nutley 10. 

New RS Retail Jewelers Association—Adair Gossett, W. Fox St., Carlsbad; 
Sam Rankin, 113 W. Broadway, Hobbs. 

New York State Retail Jewelers Association, ine.—Max Teibel, Leeds Jewelers, 
117 Grant St., Buffalo 13; J. Francis Thibault, Evans & Sons, Inc., 234 
Genesee St., Utica. 

New York State Watchmakers ve wegy “ll ay Weiser, 267 Antlere Dr., 
Rochester 7; Richard A. Robbins, Exec. Secy., P. O. Box 117, Conklin. 
North Carolina Retail Jewelers Association—Jules Aronson, Statesville; Harold 

Seburn, Exec. Secy., Winston Salem 

North Dakota Watchmakers & ee Rasbeletten IE, T. Wickham, Mandan; 
Al M. Foss, 107 8S. Main St., Minot. 

Ohio Retail Jewelers Association—Olin Pritchard, Shibley & Hudson, Wooster: 

ugh N. Beattie, H. W. Beattie & Sons, Cleveland. 

Oklahoma” Horological Association—Charles Kohmel, Kohmel Jewelery, Duncan; Ross 
Luttrew, 825 Walnut, Duncan 

Oklahoma Retail Jewelers Association—Fred L. Kelley, Weatherford: E. T. Tucker, 

taw, McAlester. 

Oregon Retail Jewelers Association— John Tobin, Burmeister & Andersen Co., Oregon 

ity; Frank Breall, Exec. Secy., Portland. 

poamgene oa Jewelers Association—Henry O. Ruhl, E. G. Hoover Co., 

N. 83rd St., Harrisburg; Herman M. Hollander, Exec. Secy., 1201 Plazes 
Bldg.. Pittsburgh 19. 
Pennsylvania, Watchmakers Association, inc., of——Joseph A. Beimel, 859 Freeland 
St., Pittsburgh 10; George W. Meyers, 4740 Mossfield St., Pittsbur, urgh 24. 
Rhode a Watchmakers Association—Vincent A. DeAngelis, 815 Auburn, 


South o. Retail —— Association—John Darden, Conway; John Hamilton, 
1611 Main St., Columbia. 
eee, ~ bay, ae Society, inc.—I. A. Brown, Jr., 111 Greanleaf St., Chattanooga; 
Compton, Sr., Exec. Sec’y, 3473 Mayflower St., Memphis. 
Tenncanee. “Retail Jewelers Association—William P. Griffin n, B. F. wStief Jewelry Co., 
ee — Ave., N., Nashville; Joseph M. Williamson, 32 W. Broad &t.. 


Texas Rotel , Association—Lloyd Noble, San Jacinto Watch Co., 1014% 
Walker Elec. Bidg., — David A. Shapiro, Exec. Secy., Jackson 
Bidg., 1710 Jackson St., 

Texas Watchmakers Sd Elgg — —William F. Pruett, 2123 S. Broadway, 

er; Dren M. Duffy, 25 Burress, Houston. 

Vermont oo Jewelers Association—Ivan Burnham, Waterbury; Theodore Barrows, 


Springfield 

Virginia Retail Jewelers Association—George B. Hardy, P. O. Box 1686, Norfolk 1; 

vin B. Fink, 310 S. Jefferson St., Roanoke. 

Washington Retail Jewelers Association—B. J. Burdette, Burdette Bros, 4th & 
ioe St., Seattle; David M. Lembardo, Exec. Secy., 512 First Ave., N., 
eattie 

West Virginia Retail Jewelers Association—Eric Rosenbaum, Eric’s Jewelry, 
Beckley; Randall Wooddell, Secy. Treas., Wooddell’s Jewelry Store., 210 
Main St., Beckley. 

Wisconsin Retail Jewelers Association—Henry T. Spiegel, 818 S. 8th S&t., 
anitowoc; B. W. Heald, Exec. Secy., Route 2, Box 550, Thiensville. 
Wisconsin Watchmakers Association—Robert Burdick, 2663 E. Johnson, Madison; 

Edward Medla, Exec. Secy., 4958 8S. Packard Ave., Cudahy. 





Charles Good, 








Names given are those of the president and secretary, 
respectively, unless indicated otherwise. 
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BEFORE YOU BUY <{SEE}> GRUEN GUILD’ 
- World's Thinnest Watches 





€ 


The Executive $59.50 The Majesty $89.50 The Nobleman $195.00 
Stainless steel. 17 Jewels. 14K Gold Filled. 17 Jewels. 18K Gold. 17 Jewels. 


Diamond turned cases, Platinee finished dials, revolutionary non-distorting 
Durcilan mainsprings, electronically regulated for perpetual accuracy. 


Now...the newest look in time is very VERI-THIN! 


Here are but three of the over one hundred new, new watches in the 1959 Gruen 


Guild Watch Line! The selection will dazzle you. A high-style, pre-tested line in 


all your important price ranges. Untouched for fashion and beauty! Untouched 
for comfort and value! Each watch is PRECISION-made from first step to last 
by Gruen...each watch bears the Gruen Guild Guarantee...each watch is yours 
alone—never to be found anywhere but at an authorized GRUEN GUILD Jeweler. 
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ai Revolutionary Advertising Campaign! 


50,000,000 consumers will see ads like this in Gruen Guild’s startlingly different 
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Fall advertising campaign. It’s a double-barreled campaign. It hits the style 

| audience during your big selling seasons in fashion-setting magazines such as 

Jy i Vogue, Esquire, Sunset and Ebony. It hits your local markets with the impact 

a , of America’s 3 largest-circulation supplements: American Weekly, This Week and 


Parade! Plus, The New York Times Sunday Magazine Section. 


oe aan “The Gruen Guild Plan 

ANY =: is an expression of 
THE BALL COMP 2 confidence in the 

ee Retail Jeweler.” 


“The Gruen Guild Plan gt SOR DRE = “The Gruen Guild 
A } 4 ) Bee A wT : = 7 7 
offers exactly what the watch - HARRY GREENWOLD, — advertising is as different 
industry has needed . WALLENSTEIN athe Sing 18 ai 
, wear and as great as the 


for years .. . a realistic ~ MAYER CO di plan itself.” 


merchandising plan.”’ 


“If this plan doesn’t 
restore ethics and profits S. H, CLAUSIN & 


EISENSTADT MANU- % : 
to the watch industry— COMPANY, INC. 
FACTURING CO. | dusht Anew het oe” 


BUTTERFIELD BROS. A. H. FICKEN CO. 


STEIN & ELLBOGEN MAYER BROS. 


COMPANY 


M. WEINGROD CO. 


EVERYBODY'S BEFORE 
SAYING: YOU BUY! 


| “The 1959 Gruen Guild 
; Watch Line is definitely 
BALDWIN-MILLER CO. the finest I have ever seen.”’ 


“The 1959 Gruen Guild he 

Watch Line will be sold " WERICA BIGGARD & CoO. 
only by selected Jewelers E 

of integrity.” 


HALLETT BROS. CO. 3 > A. C. BECKEN CO. 


“The Gruen Guild Line 
| bs is iron-clad protection 
—e—————— STARTING POINT a against discount and 


catalog house competition.”’ 
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Four more reasons why Everybodys saying: 
 gZii ~~ 


a 
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BEFORE YOU BUY ‘2 > GRUEN GUILD 





VICTORY 
’ $ 79.50 


Yellow aold filled. 17 Jewe 








HERITAGE 








sweep se aLecsarcte) © pam -1010) OF. $100 OO 
Yellow gold filled casega# fewer, 
a | figures. f 
é. TT 
NEW YORKER 
$ 71.50 
4 Yellow gold filled. 17 Jewe 
| STYLEMASTER 
> $89.5 
a a! SS "—-| Yellow gold filled. 17 jewe 


All Gruen Guild watches are anti-magnetic 


with unbreakable mainsprings. 
All new 1959 Gruen Guild watches 
come only in this handsome box 
with the Gruen Guild Guarantee 


Tag...assurance of quality, value, 
and price integrity. 
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CHERUB (concluded from page 120) 


more effective job than a jeweler working alone. 

In addition to the free materials, gift booklets 
for distribution to the public will be made avail- 
able to you at cost. These give-away, good-will 
booklets which contain gift suggestions for every- 
age friend and relative, have proved extremely 
popular with customers in previous years. Last 
year 170,000 Christmas shoppers received them; 
it is expected that many more will be distributed 
this year. You may order them at the following 
cost-price: 250 booklets, $8.75; 500 booklets, $17; 
1,000 booklets, $33. Address: Operation Cherub, 
Jewelry Industry Council, 608 Fifth Avenue, New 
York 20, N. Y. 

Each member of JIC will be sent the Operation 
Cherub material automatically ; non-members may 
receive information on how to obtain the same 
material by writing to JIC at the above address. 
All requests must be in by Sept. 30. 

Although the Council plans no special jewelry- 
store Christmas gift section in a national maga- 
zine (as has been done in previous years), it is 
inviting—and urging—suppliers to back up the 
campaign with their Christmas promotion in all 
media. Black and white art work featuring the 
Cherub and its slogan will be made available to 





By Jewelers—for Jewelers 


Six prominent jewelers, members of the JIC’s 
year-round Advertising and Merchandising Com- 
mittee, have planned the Cherub campaign this 
year, 


They are: Gordon Howard, Elgin National 
Watch Co., Elgin, Ill., chairman; S. R. Blickman, 
Rogers Jewelers, Indianapolis; Oscar Kind Jr., 
S. Kind & Sons, Philadelphia; D. E. Sanderson, 
Oneida, Ltd., Oneida, N. Y.; W. Waters Schwab, 
J. R. Wood & Sons Inc., New York, and Kenneth 
I. Van Cott, Van Cott Jeweler, Binghamton, N. Y. 











suppliers at no charge. It is hoped that the Cherub 
and its slogan will be used in magazine, radio, TV 
and newspaper advertisements of manufacturers 
and wholesalers as well as in their mats. 

Nor is the JIC Cherub exclusive to this country. 
Last year he crossed the border—and flew straight 
into the hearts of jewelers and customers of our 
big neighbor to the North. And he has been in- 
vited to join the Canadian Jewellers Association 
Christmas promotion again this year. 

With the combined backing of jewelers in both 
the United States and Canada, “Operation Cher- 
ub” can have the strength to banish from our 
Christmas trade any suspicion of recession blues. 
Want to climb on the bandwagon? as 
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SUCCESS STORY 


in 


FOUR WORDS: 





™ 
Use 
JC-K 
Want Ads” 





There's a classification for every need: 


@ Help Wanted @ Side Lines @ For Sale 
@ Situations Wanted @ Business Oppor- 


tunities @ Watch Work and Repairs 


Write: JC-K Want-Ads 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
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Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 
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Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 

















‘ ) David Sarkin, Ine. 
William Sehneider 
Schuman & Donchi, Ine. 
Seltzer Bros. 
Skalet Mfg. Co., Ine. 
Untermeyer, Robbins & 
Ce., Ine. 
Wax & Skolnik, Ine. 
J. R. Wood & Sons, Ine. 





See you at 
The Waldorf 
Booth S-32 


Add your name to 
For someone very special . . . the list of major 
Strikingly feminine, this jewelry manufac- 


radiant Linde Star Sapphire . 
is gently clasped in an exquisite set- turers who specify 


ting of 14K white gold, high-lighted ‘T: ’ 
with clusters of tiny Linde Stars, the 


diamonds. From finest synthetic gems 
F. & F. Felger, inc. in the world. 


NEW YORK CITY 


Coronet Jewelers 

ag ome & Sons Jiry. 

E. S. Feinstein & Co. 
Flyer Brothers 

—w & Ben Frackman, 


, dirs, 
ween r, Edward i. 
ary png “ine. 
aoe tga Ceo., Ine. 


g Co. 
5.  Selleteiey & Sons, Ine. 
Kehna & \» 
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Samuel Platzer Ce., Ine. 
& M. Jewelry Co. 


BUFFALO, WN. Y. 

The Bock-Lewis Ce. 

M. A. Releh and Ce. 
CHICAGO, ILL. 

Ed. Cain & Co., Ine. 
Hirseh and Oppenhe!lmer 
Stein & Ellbogen Co. 
INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 
Ostbye and Anderson 
Ring Specialty Ce. 

ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


oy Mfg. Ce. 
. Goodman Mfg. Co., 


te 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. 1. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 
Acme Ring Mfg. Co., ine. 
ee h Com 


pany 
& F. Felger, ine. 
Jebel Ring Mfg. Co., Ine. 
Jones & Woodland Co. Ine. 
Larter & Sons, ! 
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NEW YORK 3¢ COLUMBUS S-2656 


*Linde is a registered trademark of Union Carbide Corp.—e synthetic gem 





PREVIEW OF WATCHBANDS 
(continued from page 109) 


touted Trapeze silhouette in women’s apparel. 
(This style gets its name from its outline which 
closely resembles that of an acrobat’s trapeze.) 

The new attachments take their color cue, also, 
from ready-to-wear. Just as fabrics for Fall will 
emphasize bright blue, red and brassy-yellow 
tones, so the new bracelet bands feature jewel- 
colored stones. 

The cuff band—the true bracelet—is being re- 
vived but with unexpected treatment. Some are 
jeweled in fall colors. Others are smartly simple, 
with emphasis on line rather than color. 


Mesh goes modern 


A number of old favorites will return for Fall, 
but always in up-to-date guise. Mesh, for in- 
stance, is staging a comeback, but in thinner, 
slimmer, more modern designs. 

You’ll find functional improvements in ladies’ 
bands as well as in men’s. One dramatic inno- 
vation in attachments holds the case at an angle 





THE SHAPE OF BANDS TO COME 


THE SHAPED SUIT FOR MEN 
inspired a contour look in men’s bands. 
THE TRAPEZE SILHOUETTE FOR LADIES 
influenced new tapered attachments for the gals. 
DRAMATIC NEW FABRICS IN CLOTHES 
are complemented by new combinations of metal, 
materials. 
VIBRANT COLORS—RED, BLUE, YELLOW 
see their matchmates in bright, jeweled bracelets. 


THE TAPERED SLEEVE FOR MEN 
focuses attention on lively band designs. 


SHORTER SLEEVES ON THE TRAPEZE 
make the true bracelet attachment a must. 


FLAT, WAFER-THIN LOOK IN MEN’S WATCHES 
encouraged still thinner bands, but with end de- 
tails for contrast. 

NEW FINISHES ON LADIES’ WATCH CASES 
invite new application for mesh, unusual textured 
finishes. 


ECONOMY PUTS FUNCTION IN THE FOREFRONT 
and bands fit every end for immediate sales. 











which allows the wearer to see the time without 
twisting her wrist. This same band is removable. 
The wearer merely turns a small knob to take 
it off quickly and easily; then she may attach 
another bracelet which is more suited, perhaps, 
to her change of costume. 

Never before has so much attention been given 
to fashion in the watchband. Manufacturers are 
keenly alive to the need for something new to 
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persuade the fashion-conscious customer that 
what he has is obviously passé. 

The new band fashions accomplish just this. 
Lines for Fall and Christmas, 1958, are sure to 
keep sales in motion. They point up the fact 
that the attachment no longer is just a necessary 
adjunct to the watch, but has emerged as a 
fashion item in itself—and a major factor in 
jewelry store merchandising. 

The watchband industry deserves our kudos 
and has earned our cooperation. Zee 








TEMPT ’EM WITH TEA 
(continued from page 118) 


ing from would be perfect for Aunt Bess. . .) 
Might as well get some bridge prizes, too. 

You always leave tea at Roberts’ feeling rested 
—and as though you’d really accomplished some- 
a 


Relaxed atmosphere spurs buying 


The tea gimmick for luring women into a 
jewelry store might not work in every community. 
But it’s a natural for suburban shopping areas 
like Mt. Lebanon which draw from families in the 
middle and upper income brackets. It’s so good, 
in fact, that one wonders why somebody didn’t 
latch on to it long ago. 

The idea came to John M. Roberts III as he 
pondered how to make his new Mt. Lebanon 
branch friendly and informal. (The John M. 
Roberts & Son Co. main store is in Pittsburgh.) 

So, just before opening time, he sent out 5,000 
gold “charter-member charge plates” along with 
invitations to “drop by for tea any day.” 

About 60 per cent of those contacted came in. 
And he’s had even better response from tea- 
invitation letters which he sends to each new 
family in town. 

It’s not only impulse buying from shoppers 
with aching feet that Mr. Roberts is after. Big- 
gest sales come from women with definite pur- 
chases in mind—engaged couples, mothers and 
about-to-be-married daughters, aunties who want 
“something really nice” for a favorite nephew. 
Word soon got about that “you do business in- 
formally at Roberts’; you can take your time, over 
a cup of tea.” 

The expense of serving beverages and putting 
a white coat on the store’s janitor-delivery man 
each afternoon is negligible. One sizeable “im- 
pulse” purchase from a casual tea-drinker will 
take care of the cost for a month. 

Just recently, for instance, a customer who 
came in “just to sit a minute” walked out with a 


dozen pottery ash trays, “such bargains at only 
(please turn page) 
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ARE 
Nron 
mols 
THE 
BIRDS 


BUT THIS BIRD 
WILL PASS THE WORD... 


Yes, the word is Toga...Toga 
cultured pearls are a thing of beauty 
desired by the world’s most beautiful women. 
ls it then not fitting that they should 
wear the world’s most beautiful . . . 
Toga pearls? Send for catalog and “The 
Story of the Cultured Pearl’ booklet. 
This business building booklet is 
yours free in small quantities 
and available in larger 
quantities, with room for 
imprinting your own 
name. Watch for 
our special 
promotions. 
Memorandum selection 
on request. 





CULTURED PEARLS 


A division of 
Maurice Goldman and Sons 
IMPORTERS 
10 West 47th Street, New York, N.Y. 
Suite 903 PL 7-5763-4 
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A rare chance in the heart of 
BOSTON’S 


$1,500,000,000 
RETAIL DISTRICT 


SPACE FOR RENT 


WASHINGTON-JEWELERS 
BUILDINGS 
373-387 Washington Street, Boston, Mass. 


These world-famous buildings are in the center of 
Boston’s busiest retail area. The Washington and 
Jewelers Buildings today serve as New England head- 
quarters for leading national jewelers and others. 
Rarely is space available in these buildings. The 
entire 8th floor is available now, also various space 


units of smaller size. 
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For details 
write or telephone: 


MINOT, DeBLOIS & MADDISON 


Managing Agents 


Liberty 2-5910 


294 Washington St., Boston 8, Mass. 
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TEMPT ’EM WITH TEA 
(concluded from page 135) 


$7.98—and a start on my Christmas list.” 


Keep tea table tidy! 


It’s important to plan the tea routine carefully, 
though. At the Roberts store, beverages are pre- 
pared in a small rear room by “whoever happens 
to be free at the moment.” Soiled cups and spoons 
are removed immediately; there’s no sales appeal 
in smudgy china. This takes managing because, 
often, 20 different tea “sittings” are served in one 
afternoon. 

The glass tables—also for sale—are well spaced 
throughout the show rooms; and the china and 
silver (pieces from stock) are changed frequently 
for more customer exposure to patterns. 

If you think this is some crazy scheme of a new- 
comer to the jewelry trade, you’re wrong. Mr. 
Roberts is the senior member of the fourth gen- 
eration of a family which claims to be the oldest 
jewelry family in America. 

This hunch of his about what shoppers like has 
paid off in larger and extra sales—and in the 
warm friendship of vicinity women who regard 
Roberts’ as a real community asset. 











Luggage on the march 


‘ert. 





Luggage was accounting for only an “occasional 
sale” at Atias Jewelers of Maplewood, Mo. 

Then Atlas analyzed the market and concluded 
that the country was in “the throes of travel,” 
students going away to school, families going on 
vacations. 

Matching pieces appeared to be in highest de- 
mand, so Atlas stocked lines which were either 
complete or for which additional pieces were 
readily available. Ensembles were displayed along 
the upper half of the walls on both sides of the 
store, and personnel were given systematic train- 
ing in the sale of luggage, some of the teaching 
being done by manufacturers’ representatives. 

Result: Atlas sold more luggage in six months 
than in the five preceding years. 
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join hands in proud association 


May we cordially invite you to become You owe it to yourself to get the full 
a charter member of the International details before you do your Fall Watch 
Gruen Guild of Fine Jewelers. Buying ... for when you do... you, too, 
We will be calling on you shortly with the will be proud to join, benefit and pros- 
great new line of Gruen Guild Watches per with the International Gruen Guild 
... plus a realistic merchandising plan of Fine Jewelers, in restoring the tradi- 
created especially to meet your current tional position of the Retail Jeweler in 
day watch problems. the watch market. 
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1409-11 WASHINGTON AVE. «+ ST. LOUIS 3, MISSOURI 
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Between you and the sale of a diamond 


by Gladys Babson Hannaford 


The recognition. 
that goes with 


a DIAMOND 








A diamond symbolizes success— 
whether she’s 18 or 80... There’s a 
certain pride in ownership which 
gives her confidence, helps her make 
friends ... And you can take pride 
in urging her to invest in so 
beautiful a possession. 
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© “THAT DIAMOND has changed my whole life,” 
said the lady. And she was not talking about an 
engagement ring. 

Her mother had left her several pieces of dia- 
mond jewelry, none of which was particularly 
well designed. They were tucked away in a vault 
unworn. 

One day on the spur of the moment she took all 
the jewelry to a jeweler and asked him to sell it 
for her. She then added to the amount she re- 
ceived and purchased a fine emerald-cut diamond. 
A year later, the salesman saw her again and 
asked if she enjoyed her diamond. She said, “It 
has changed my whole life.” 

She explained that she had been in Europe. It 
was not her first trip, but this time, wherever she 
went, she was treated as a woman of importance 
—the best tables in restaurants, the best service 
everywhere. More invitations had come her way 
and she had a happier time than ever before. The 
diamond seemed to demand recognition. 

To many of the women and some of the men 
who come into your store, this can be an impor- 
tant sales point. There is no doubt about it, dia- 
monds do have a social significance. Happily, this 
is not limited to one income group. The newly 
engaged girl with her diamond, for example, ac- 
quires a certain stature among her friends which 
the unengaged girl and the engaged girl minus a 
diamond do not possess. 

The woman who wears a simple diamond pin, 
well within her means, has a certain standing 
through its ownership. You will do well to point 
this out to her. It will not only help you make a 
sale, but it may bring about future sales if she 
plans eventually to get companion pieces. 

Speak of the desirability of a diamond ward- 
robe. Even if she did not buy her brooch from 
you, show her earrings that will go well with it 
and make it seem more important. She plans her 
clothing wardrobe ahead of time and will be 
susceptible to the idea of a jewel wardrobe. 

Diamonds have unquestioned fashion leader- 
ship in the fine-jewelry field, and they add a 
fashion aura to the clothes with which they are 
worn. 

The old adage goes, “Nothing succeeds like 
success.” A diamond certainly signalizes success. 
Why not say, “Nothing succeeds like a diamond!” 

eee 
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Join hands in proud association 


May we cordially invite you to become 
a charter member of the International 
Gruen Guild of Fine Jewelers. 

We will be calling on you shortly with the 
great new line of Gruen Guild Watches 
... plus a realistic merchandising plan 
created especially to meet your current 
day watch problems. 


ge daac 


You owe it to yourself to get the full 
details before you do your Fall Watch 
Buying ...for when you do... you, too, 
will be proud to join, benefit and pros- 
per with the International Gruen Guild 
of Fine Jewelers, in restoring the tradi- 
tional position of the Retail Jeweler in 
the watch market. 
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FOURTH AND PIKE BLDG. ° 
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SEATTLE 11, WASHINGTON 


CORKETT-PETERSON BRANCH 
DEKUM BUILDING, PORTLAND 4, OREGON 
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Birthstones—August Alternate 





A slab from the pallasite 
(meteorite) found at 
Eagle Station, Ky., in 
1880—iron mesh studded 


with olivine crystals. 


Peridot: The Stone from Heaven 


There is as much tradition and folklore woven into this month’s alter- 
nate birthstone as there is beauty encased in its rich olive green color 


by Dr. Frederick H. Pough, Gem Consultant to JC-K 


This is the first in a new series of articles about birth- 
stones. Why not save these pages, as they appear? 
You can use them in selling the stones of the month 
during every month in the year. 

The author, Dr. Frederick H. Pough, has probably 
written more extensively about gemstones than any 
other living American. In this series he recounts the 
magical lure and lore which past generations attached 
to these stones. (The present generation is still fas- 
cinated by these anecdotes. You can entertain your 
customers with the old beliefs; each birthstone is a 
conversation piece! ) 

Dr. Pough also tells the price per carat of each 
birthstone, its availability by shapes and sizes, and 
other important facts of supply and identification. 
(You will want this up-to-date information, as a mer- 
chant and gemmologist.) 


© “GUARD WELL THIS CHRYSOLITE, my son, for it 
will keep thee from unreined passion and sadness 
of the mind!” So might have spoken an English 
mother as her son set forth to conquer the world, 
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fresh from Cambridge University in the mid- 
Seventeenth Century. 

Cambridge was a center of learning, gem lore 
too, and it was there that Thomas Buck had estab- 
lished the press on which he printed and sold, for 
Master Thomas Nicols, A Lapidary, or the His- 
tory of Precious Stones. Master Nicols was an 
up-to-date scholar, with nothing but scorn for 
Pliny’s old notions of the world of gems, but his 
peridots must have been remarkable indeed! Ac- 
cording to Nicols, one could safely plunge a hand 
into a boiling pot of water—providing a peridot 
was first briefly immersed therein. Numerous 
as are a peridot’s virtues, immunity to the effect 
of sudden temperature changes is not one of them. 

Peridot, the alternate birthstone for August, 
is also known as olivine, chrysolite, “evening 
emerald,” and the “stone of heaven.” We shall 
see in a minute why all of these names are ap- 
propriate—except perhaps “olivine,” which for 

(please turn to page 142) 
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And... at the Brussels World’s Fair, 
be sure to see the fabulous Baumgold 
Diamond Exhibits in the Palace of Elegance 


in the Belgian Section. 


We also invite you to visit our Antwerp Office 
at 86 Rue du Pelican where Theodore Baumgold 


will be happy to welcome you personally. 


CREATORS OF DIAMONDS 
WITH EXCLUSIVE 


SALES FEATURES’ im CIRCLE OF LIGHT DIAMONDS 
JAGER BLUE DIAMONDS 
* HEART DIAMONDS 
and other 
FANCY ‘SHAPES 


BAUMGOLD BROS., INC. 580 Fifth Ave., New York 36, N. Y. ¢ 86 Rue du Pelican, Antwerp, Belgium 
NEW YORK « LOS ANGELES * TORONTO * MONTREAL * VANCOUVER * LONDON «+ ANTWERP 
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PERIDOT (continued) 


some reason jewelers mistakenly apply to deman- 
toid garnets. 


Green from the Red Sea 


The traditional and earliest source of peridots 
is Topazion, an island in the Red Sea. According 
to Pliny, (23-70 A. D.), the uninhabited, fog- 
shrouded isle was difficult to find, giving rise to 
its name, based on a Greek root that means to 
seek. The gem that was found upon that island 
was given the same name. Since we now apply 
the name “topaz” to a very different stone, we 
would be unlikely to think of a stone with the 
yellow-green hues of peridot in this legendary 





New Mexican ants mined these peridot pebbles. 





association. But there is such an island; it still 
rises through the clear blue waters of the Red 
Sea ; and it is the source of the finest peridots. 

Mineralogically speaking, peridot is magnesium 
silicate with a small, but essential, iron content, to 
which it owes its color. 

The geologists’ name for peridot is olivine, and 
as a mineral it is of particular interest in the 
study of the sequence of rock crystallization, the 
science known as petrology. Olivine crystals are 
among the first crystals to appear as a molten 
mass (magma) starts to cool. Since they are 
heavy, they sometimes find a chance to settle at 
the bottom of the lava. 

As a constituent of basalt, peridot is frequently 
found near volcanoes. In New Mexico, miners 
find it as they excavate ancient lava beds. With 
their cheap, though organized, labor, the ants 
have kept the cost of small peridots to a mini- 
mum. Stones that weight only a carat or two are 
among the cheapest and least used of natural 
gemstones. Large stones, too big even for big 
ants to haul out of the way and heap on the rub- 


ble mounds that roof their dormitories, come from 
few localities and are much more costly. 


Gems from outer space 


Of even more significance to geologists than the 
petrological aspects is the occurrence of olivine 
crystals in meteorites, both in granular, stony 
ones with a little iron, and in the spectacular 
class known as pallasites. Pallasites, or “stony 
irons,” consist of a mesh of iron enclosing gemmy, 
single-crystal nuggets of peridot. A few of these 
have even been cut into small stones, for collec- 
tors who wanted truly “out-of-this-world” gems. 
This is why peridot is sometimes called the “Stone 
of Heaven.” 

The evidence of meteorites and other indica- 
tions suggest that deep down, where man can 
never go to mine it, olivine is likely to be a pretty 
abundant substance. It is an important ingre- 
dient of peridotite, naturally—and that is the 
“blue ground” in which diamonds have risen to 
the surface. 

Peridots crystallize in the orthorhombic sys- 
tem, forming glassy green crystals which may 
reach several hundred carats. It is only about 
6 on the Mohs scale, not very high up, and it is 
easily broken. Its refraction is strongly double; 
a gem can be recognized by simple loupe examina- 
tion of a facetted stone, for the doubling of the 
back-facet edges will be immediately apparent. 
Peridot has long been known as “evening em- 
erald” because its color improves under incandes- 
cent light. 

Burmese peridots of recent years have been 
even larger than any of the older ones from 
Egypt, but they are less clear and present a 
“sleepy” appearance. At best, peridot is not too 
brilliant, and the prevalence of minute inclusions 
in the Burmese gems has lowered the price of all 
peridots, including the Egyptian stones, dropping 
peridots to about half the selling price of a few 
years ago. Fuzziness from the double refraction 
also seems to have an effect on the apparent 
clarity. Fortunately the strong green color is 
the most desirable feature of the gem; fire and 
brilliance are of lesser significance. 


Synthetic better for wear 


Peridots can be obtained in most common gem 
shapes, though brilliants are infrequent. Heart- 
shape stones, emerald-cuts and ovals are fairly 
common. Since peridot is soft, it is safer to use 
it in mountings other than rings, such as earrings 
and brooches, where it will not be exposed to 
frequent blows. Do not try to size a ring, or to 
do any work on one, while the peridot is mounted, 
for the stone may break. Caution buyers to treat 
a peridot with respect; it’s better to lose an oc- 

(please turn to page 201) 
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Your own pet gripe may be here, together with 
a solution for that problem. This is an open- 


forum discussion—for bigger Christmas business 


Answers to retail jewelers’ complaints 


After 25 years’ association with the promotion, adver- 
tising and sale of watches and jewelry to and through 
retail jewelers, the author is well aware of “condi- 
tions” in the retail jewelry industry. The following 
article is based on questions and comments exchanged 
at his desk. It sums up many of today’s commonest 
complaints, and outlines a program for action.—Editor. 


COMPLAINT NO. I—“There are very few new 
things on the market to get excited about—almost 
none, in fact. How can we sell that way?” 

A-——Let’s take that comment at face value. Let’s 
assume that there has been nothing new on the 
market. Any item no matter how old, can always 
be injected with enthusiasm and selling-spirit! 
Perhaps this item should be considered as a tie-in 
sale, perhaps some different approach to trade-in ; 
but almost any item can be sold through a little 
ingenuity and creative-selling ability. Remember 
that most of your problems in selling stem from 
you and your sales people. Time and time again [ 
have seen “lack-luster” stores and personnel that 
spelled defeat. No one wants to buy where there 
is no enthusiasm to sell! 

Now let’s consider the truth of the statement 
that there is nothing new on the market. This is 
wrong! It is most assuredly wrong in the watch 
field, where there have been many recent develop- 
ments that can open up a new field of sales and 
profits for the retail jeweler. One example is the 
electric watch. Here is a revolutionary idea that 
can make everyone who comes into your store a 
prospect for a sale. My advice is to get off your 
seats and go out there and fight for the share of 
the dollar that belongs to you! You are not going 
to accomplish anything by merely complaining 


by Maurice M. Goldberger, 
President, Gramercy Advertising Co., Inc. 


about a situation. The one answer is in your own 
hands! 


COMPLAINT NO. Il—“‘Everybody talks about 
hot promotions. I tried them in my store and very 
few people came in. I don’t see where it did me so 
much good.” 

A—lI, too, have seen many promotions succeed 
sensationally in one chain and “die” in other 
chains. No promotion can make goods “walk out 
of the showcase.”’ The success of a promotion de- 
pends on what you do with it! Ask yourself: How 
can Barney Helzberg, Mort Abelson, Sam Meyer, 
Myer Barr, Russ Perel, Leo Weisfield, etc., do such 
an outstanding job with the same promotion you 
said “died”? Successful jewelers are working and 
selling every minute of the day. They are doing 
their best to convert every person who walks into 
the store into a customer. Are you just sitting 
there complaining while they are working, taik- 
ing and selling? 


COMPLAINT NO. III—“My overhead keeps go- 
ing higher and my profits keep going lower. What 
shall I do?” 

A—Sure, your overhead is higher, and it will 
probably go higher. You must increase your sales 
and profits. Every person walking into your store 
—even to ask for a street address—is a prospect 
for some item. If you try to sell an item to 10 
people, the percentage must work in your favor 
ani you must sell something to at least two of 
them! 

Not long ago I was retained to make a survey 
of a store in the Midwest. While the business was 
successful, its sales had fallen off appreciably. The 

(please turn to page 146) 
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An Ageless Masterpiece, FLYING MERCURY 


, ‘ > ; 
by Giovann da Bologna 


Welcome to New York— 


Visit us at our offices in 
Rockefeller Center, 630 
Fifth Avenue, during the 
RJA convention. You 

will find a warm welcome 
in cool surroundings. 


FACETS MIRROR THE SKILL OF THE CUTTER. IN PROCESSING 


A DIAMOND, THE MASTER HAND TRANSFORMS WHAT WOULD 


BE AN ORDINARY GEM INTO ONE OF UTMOST BEAUTY. 


A DIAMOND CUT BY LAZARE KAPLAN IS A MASTERPIECE. 


Imaginative planning and 
masterly cutting | , I] a 
result in Competitive prices. 
The “cutters of the Jonker Diamond”’ Importers, Cutters of Fine Diamonds 
cordially invite your inquiries 


concerning diamonds. 630 Fifth Avenue, New York, N. Y. 
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ANSWERS TO RETAIL JEWELERS’ COMPLAINTS 


(continued from preceding page) 


reason was evident as I walked into the store. 
People on the floor did not know me. They did not 
know whether I was another salesman or a cus- 
tomer—but not one took his elbows off the counters 
and tried to sell! Here was a store without spirit, 
without enthusiasm, without an atmosphere con- 
ducive to selling. Need I say that the floors were 
dirty, the showcases were sloppy? Small wonder 
that sales were off! Does your store show good 
housekeeping ? 

Consider, too, the effort that you are putting 
behind products that do not pay you a sufficient 
markup. If the same effort were devoted to 





Maurice M. 


Goldberger 


““Get out of 
the rut—and 
O00. 6.67 





watches, diamonds, colored-stone jewelry, watch- 
bands, and other lines where you can make a 
legitimate profit, you would not be telling me your 
profits are lower. 


COMPLAINT NO. IV—‘Why doesn’t someone 
come up with worthwhile advertising material 
that we can really put to some good use?” 

A-—The suppliers are spending millions to help 
you sell their products, yet many of you are not 
meeting the manufacturer half way. I have seen 
packages of advertising material unopened and 
paving the basements in some stores. You may be 
ignoring the creative talent that the manufacturer 
has retained to help you sell. 

On the other hand, much material supplied by 
leading national advertisers does not express the 
slightest “know-how” of retail selling problems. 
Manufacturers whose advertising and promotion- 
al people have never tried to sell behind the jewel- 
ers’ showcase should take heed. A retail-right 
promotion must have an urgency and excitement 
that sells. 


COMPLAINT NO. V—“How do you feel about 
the increased demand for pin-lever fashion 


watches and other utility watches in the same 
category?” 

A—I noticed you said “increased demand.” 
That just about sums it up. There is no doubt 
that pin-levers have made a serious inroad in the 
jeweled watch picture. It is a fact that they keep 
reasonably good time, for a limited time, and 
many of them have good fashion styling. Frankly, 
there is an ever-increasing market for this type 
of timepiece. Many of these brands have done an 
exceptionally good advertising job. As a result, 
I feel that jewelers must be progressive and have 
a reasonable representation of these watches. Pin- 
lever advertising will bring people into your 
jewelry stores—and the store-traffic created may 
be converted into a jeweled watch sale. Frankly, 
I would much rather see you, as a jeweler, make 
the limited profit from a pin-lever watch and have 
a customer—than lose a sale. Eventually this new 
customer may buy other lines that you carry. 


COMPLAINT NO. VI—“‘More and more manu- 
facturers and suppliers are opening up new out- 
lets such as discount houses, and it’s getting so 
that a jeweler has a tough time making a living. 
What do you say about that?” 

A—May I answer that question with another 
question? What contribution have you made to 
prove to manufacturers and suppliers that you are 
the best outlet to do the best selling job? Many 
manufacturers sell to jewelers exclusively and are 
protecting you right and left. Be honest now— 
have you done your part? The very manufacturer 
who sincerely wants to protect you has no choice 
than to go to other outlets if you don’t do a good 
selling job for him! Remember that you said that 
your overhead is going higher. Well, the manu- 
facturer’s overhead is going higher too. He must 
protect himself and, therefore, you have only 
yourself to blame if you force the manufacturer 
to seli his products where selling is being done— 
whether it is the discount houses, department 
stores, catalogue houses—yes, or any other high- 
traffic area! 


COMPLAINT NO. VII—“But I am losing busi- 
ness right and left to discount houses, department 
stores and catalogue houses. What the heck am 
I going to do about it?” 

A—Sure, you have lost business to these outlets, 
and we might as well face the facts: in many 
fields of retailing these outlets are here to stay. 
However, in your own store—where the customer 
knows so little about the things he buys and where 
the personal influence of you and your salesman 
is so important—the threat of the discount house 
can be overcome. You have the service, the pres- 
tige, the experience and acceptance that belongs 

(please turn to page 184) 
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In one of the largest and most modern plants 

in the industry, Tessler & Weiss produces ——— 

the most saleable line of diamond bridal set mountings. = coe 
Your wholesaler adds EXTRA sales at ———————————————————— 

your diamond counter with T & W mountings. —<<—=——— 


Tessloot Weiss, Src. 
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Discount and catalogue house competition 
can be checked if you’re aggressive and up- 
to-date, says this importer and manufac- 


turer of diamond jewelry who suggests 


10 ways to boost your diamond sales 


® AGGRESSIVE ACTION can stem the inroads of dis- 
count and catalogue houses on the retail diamond 
trade. Today’s diamond merchant will hold his 
own against the competition—if he capitalizes 
on his advantages. Of that, | am convinced. 

In my travels around the country, I have visited 
many jewelry stores and talked with many pro- 
prietors. From their ideas and my observations, 
I’ve compiled these ten ways to boost diamond 
sales, some of which may help better your situa- 
tion. 


1. Get off that pedestal where you'll handle 
only the best. Diversify the quality of the stones 
you sell. Be prepared for the customer who wants 
a \%% carat diamond for $200 or less. Everyone 
would like a “blue-white and perfect” diamond, 
just as everyone would like a Chrysler Imperial 
or a Cadillac; but volume sales are in Plymouth 
and Chevrolet. 

As the Gemological Institute of America course 
says: “There is a large class of buyers who will 
never buy anything but the finest, regardless of 
price. But, for most buyers, diamonds containing 
slight imperfections can give more satisfaction 
to the customer for his dollar than flawless stones 
—provided that the merchant conscientiously 
and carefully describes the nature of the imper- 
fections and how they affect quality and value of 
the diamonds. .. .” 

A good technique for helping customers to com- 
pare stones and prices is to show four diamonds 
in your window, all the same size, but different in 
quality and, of course, different in price. Or, you 








*Mr. Harteveldt of Henry H. Harteveldt Co., New York, is a gradu- 
ate member of the American Gem Society and his company holds firm 
membership in the A.G.S. Mr. Harteveldt splits his time between the 
firm’s offices in Antwerp, Belgium, and traveling in the United States. 
The ideas incorporated in this article, he says, are “not only mine, 
but they also come from conversations when visiting retail jewelers 
throughout the country.” 
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by Henry H. Harteveldt, Jr.* 


can show four diamonds, each successively larger, 
but poorer in quality—and each worth, say $400. 


2. Be smart about pricing. Why tag a 4 carat 
diamond at $200 when $199.50 has more appeal? 
It’s the first figure you hear or see that sticks in 
your mind. 

To quote the statement of a very successful 
jeweler: “I am not going to just follow jewelry 
store tradition; I am going to copy some of the 
things the department stores do.” 


3. Go easy on mark-ups. Each to his own—but 
I’d rather make a couple hundred dollars on a 
diamond than insist on the historical keystone 
plus tax—and lose the sale. 

It’s not “pirating” to grant credit and add a 
carrying charge. People are used to carrying 
charges; the biggest and best stores in the coun- 
try have them. 

Many jewelers today realize that, by pricing 
their diamonds more competitively and adding a 
carrying charge, they are selling more merchan- 
dise and making more money. 


4. Display your diamonds close to the front 
of the window and change them frequently. Keep 
everything in the window shining clean — no 
tarnished silver! 

And put price tags on each diamond where they 
can be seen. (Why do some jewelers print prices 
in their newspaper advertising, and leave them 
out of their best advertisement, their display 
windows ?) 

Also, yovr windows should inform the public 
about various methods of paying. Let people 
know that they can buy for other than cash. 


®. Check colors and lighting in your store. 
(please turn to page 150) 
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Watch for the Stars 
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Cover the market in minutes! See the LIM DE STARS 
at the AP®44 show. Booth No. S-32 August 10 to 14 


COME to the ‘Linde’ Star Booth No. S-32 6 COVER the market’s most compre- 
hensive selection of ‘Linde’ Star merchandise in a matter of minutes...Se&& the 
eye-catching collections of Fall and Christmas lines displayed by leading manu- 
facturers—all in one place—all at one time... HAVE your picture taken by Linde’s 
professional photographer ...we’'ll mail a print to your home town newspaper for 
local publicity... PLAN NOw to feature the Stars in your store...as ideal gifts...as 
sensational conversation pieces—to attract customers, boost sales! 
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phires and ‘Linde’ Star Rubies equal the beauty of nature's rere gems ! che he beauty of nature s own precsous stones Ash your yoweler 
to show you his selecnon. Priced from $85 te $1500 e . to show you his complete selection Nanonelly pried trom $85 we $1500 

LINDE’ STARS made by Union Carbide Corporenes @ erbide ( orperatran LINDE STARS made by Union Carbide Corporation @ 


pphrres and Linde Sear Rubies ove mao mede wonders 


Ask your jeweler 
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Bread and butter, plus! 
That’s what diamonds 
bring in—if you 
care to coddle the 


‘Jewelers’ best friend.” 








BOOSTING DIAMOND SALES (continued) 


Diamonds pick up the color of walls and ceilings; 
they show at great disadvantage when they re- 
flect yellow, brown or green. But you can’t go 
wrong with walls of light blues, gray and off 
white. 


6. Install a secluded diamond room, if possible. 
Next best, set up a diamond department—a show 
case where rings are plainly priced and with a 
couple of chairs where customers can sit down. 

For most people, buying a diamond is an event 
of a lifetime. Help them make a “production” of 
it. 


7. Know your diamonds. Be ready to answer 
questions clearly and honestly (but don’t get too 
technical or go into too much detail.) 

We're in an age of specialization; people are 
better-educated than they were a couple of dec- 
ades ago and they expect knowledge from those 
with whom they spend their money. 

The course offered by G.I.A. is well worth 
taking. And it will pay off in sales to own a G.LA. 
Gemolite or an American Gem Society Diamond- 
scope. When you can place two diamonds under a 
lens, side by side, your customer will see the 
difference. Also, you can show him the bargain he 
did not get from that discount or catalogue house. 

It’s a good idea to save tear sheets from a cata- 
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logue house diamond section to show your cus- 
tomers. You can point out that the “list price” is 
frequently exorbitant; and that usually, any 
reputable jeweler can sell the same diamond at 
what the catalogue claims is a discount price. 

Unfortunately, some jewelers just throw up 
their hands when they hear the word “catalogue.” 
Instead of being afraid of the competition, why 
not meet the challenge? Why not show that, when 
it comes to diamonds, you can do just as well as 
the discount houses? 


8. Free yourself to spend time with diamond 
customers. Put some of your merchandise on a 
self-service basis—in well lighted display cases, 
plainly price-tagged. People like to browse; and 
with browsing arrangements, you won’t be tied 
up with someone who’s “just looking’ when a 
diamond prospect comes in. 


9. Push the remounting business. That’s one 
of the most consistently overlooked means of pro- 
moting diamond sales. 

Many married women can afford to spend more 
on a new mounting than their engagement ring 
cost originally. And the rings of millions of 
women were bought before the time of illusion 
settings, interlocking bridal sets and the melee 
set top. 

(please turn to page 202) 
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by Hyman Cohen 
President, A. Cohen & Sons Corp. 


Sell’°em What they want! 


Don’t blame Fair Trade if your business is slipping’ 
... Keep up with the times and people will buy with- 


out “gimmicks,” says this seasoned—and success- 


ful—supplier 


© FAIR PRICES AND FAIR TRADE 
are currently in a deathly eco- 
nomic struggle. So far, there are 
no winners. 


I get a feeling that any losses 
in the strength of Fair Trade 
bring no happiness either to 
those who are for it or to those 
who are against it. So, how do 
we stand? 


I recognize that never before 
have dealers, wholesalers, and 
producers been more confused. 
But, one thing is certain: This is 
no time for idle dreaming or ob- 
solescent planning. We must— 
we can—manufacture, promote 
and advertise products that can 
sell. 


Yet, too many in top manage- 
ment are determined to sell what 
they choose to make. 

Neither Fair Trade, nor Fair 
Prices, nor cut prices will make 
the consumer buy—and con- 
tinue to buy—old, obsolete lines 
or items. 

This condition isn’t new, al- 
though many years of continu- 
ous prosperity have misled some 
people into believing it is new 
and alarming. As a matter of 
fact, it’s an old story—it has 
always been that way. 

Let’s look into the past—the 


not-so-long-ago past, as lives of 
industries are measured. 


What toppled Henry Ford? 


Henry Ford, in his heyday, 
said that the customer could 
have any color car he wanted— 
provided it was black. He lost 
leadership. His company has 
spent—and is continuing to 
spend—millions attempting to 
regain it. They did not find it 
easy. 

Many in our industry may re- 
member the “Howard Watch— 
The Aristocrat in the Watch In- 
dustry.” Howard refused to 
make wrist watches. As a result, 
whatever the other contributing 
factors may have been, the How- 
ard Watch trade mark is now a 
forgotten relic. Neither depres- 
sion, recession, Fair Trade nor 
Fair Prices put that company 
out of business. It lost because 
it wanted to sell only what it 
was making; refused to recog- 
nize—or failed to recognize— 
changing times. 

Now let us look at a change 
in tableware that has taken 
place recently. I mean the de- 
mand for stainless flatware— 
which is still growing. 

In May 1933, I addressed the 
Detroit jewelers. I said: ‘‘Stain- 


less is coming out of the kitchen 
and into the dining room. Pro- 
mote stainless.”” After the meet- 
ing, a dealer came to me and 
said: “Stainless? Never! It is 
not a precious metal. It does not 
belong in a jewelry store.” 

I would hate to look today at 
the flatware sales records of 
those who went along with that 
deaier. If their businesses were 
ruined, it wasn’t Fair Trade or 
Fair Prices that did it. 

I could go on, listing other 
lines and companies that have 
not shared in our country’s 
growth. They have failed in this 
just because they refused to see 
ahead. 


The consumer is boss 
Some companies in our indus- 
try, too, are heading for oblivion 
right now—because they are de- 
termined to make and offer only 
what they want to make and sell. 
They still won’t recognize the 
desires of their real boss: Mr. 
and Mrs. Consumer. 
Neither Fair Trade nor Fair 
Prices will save such companies. 
Fair Trade always has been, 
and still is, a legal, local state 
problem. The owner of trade- 
marked goods has no control in 
passing legislation—nor (where 
(please turn to page 154) 
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SELL ’EM WHAT THEY WANT (continued from page 152) 


such legislation exists) the abil- 
ity to enforce it completely. 


Fair Prices are up to you 


Fair Prices, on the other hand, 
are under the control, exclusive- 
ly, of each owner of his own 
product or line. 

And, too many owners of valu- 
able trade-marked lines are reck- 
lessly pricing their goods on a 
basis that is resulting in chaotic 
conditions at all levels. What- 
ever their problems may be, they 
are mortgaging their futures. 

A mass production manufac- 
turer needs multiple distribu- 
tion. He cannot survive with a 
few large, limited outlets, no 
matter how great their present 
volume. 

Neither can a dealer stay in 
business by catering to a few 
customers in his community. He 
must attract many customers; 
and he must price his goods in 
accordance with the conditions 
in his community, based on the 
services which he renders. 


You need public confidence 


The majority of consumers 
want service and are willing to 
pay for it at Fair Prices. Of that 
I am convinced. 

Yet, today we see ads running 
on famous trade marked goods 
which read: “Save 70 per cent! 


Regular factory established 
price, $29.50 . . . our sale price, 
$6.88.” 


These are not isolated cases. 
In fact, frequently, the owner of 
the trademark contributes to the 
cost of the ad. 

I am not speaking of fly-by- 
night opportunists. I am speak- 
ing of companies that have spent 
years of effort and thousands of 
dollars to build confidence in 
their products... . 

Now they seem to be working 
just as hard to destroy the con- 
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fidence which they’ve taken such 
pains to build up. 

Recently, I had a conference 
with the management of a lead- 





Hyman Cohen 


“Fair Trade is not within our con- 
trol, but fair prices are!” 





ing department store that used 
to advertise a well-known line at 
established prices. Now they re- 
fuse to advertise this line, even 
if the producer pays for the ad. 
They are not discontinuing the 





line; neither will they promote 
it. 

Another situation is develop- 
ing: Some wholesalers are drop- 
ping leading electrical lines, or 
are stopping their salesmen 
from soliciting orders for these 
lines. 

Furthermore, we are begin- 
ning to see the voluntary liqui- 
dation of old established compa- 
nies. 


“Competition” is no excuse 


Not long ago, I discussed the 
price situation with several lead- 
ers of important lines. They all 
had the same stock answer: ““We 
are forced by competition. We 
must mark up our lines to allow 
for the gimmick.” 

(I dare say they will soon 
need a gimmick to sell the gim- 
mick!) 

I am not so much impressed 
by the statement: “I am forced 
by competition.” It just shows 
an unfortunate lack of leader- 
ship. 

If the present trend continues, 
the industry faces its greatest 
hazard: It will not attract young 
people. Ambitious young people 
will take positions on a tempo- 
rary basis only—and shift, at 
the first opportunity, to other, 
more settled industries. 

May I repeat: Fair Trade is 
not within our control. But Fair 
Prices are. I hope our industry 
wakes up to this fact before we 
hurt ourselves too seriously. 

The situation is bewildering, 
I admit. It is bewildering to al} 
of us in the industry. But we 
can’t sit still and wait for these 
trends to reverse themselves un- 
aided. It is not that simple. 

We are dealing with intelli- 
gent, enlightened consumers. 

They want new goods—qual- 
ity goods—and are willing to 
pay Fair Prices for them. BS 
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only 


Imp erial “same rar 


offers you all these advantages: 





Look for the Man from Imperial! 


You can always be sure with Imperial 
of outstanding quality, style, and 
value in Cultured Pearls. What is 
more .. . your Imperial representa- 
tive can offer selling ideas and pro- 
motions that will make cultured pearis 
one of the most profitable depart- 
ments in your store. 
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money-makin 
don't you? 





CHICAGO 
5 No. Wabash Ave. 


NEW YORK 
681 Fifth Ave. 
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Because IMPERIAL is Nationally Advertised 
Imperial—undoubtedly the foremost name in cultured pearl 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 

Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 
in All Price Ranges 


Only Imperial offers necklaces, rings, pins, bracelets, earrings, 
clasps, charms and pendants, in gold-filled, gold, and platinum 

. with cultured pearls and also augmented with precious 
stones. The most complete line of cultured pearl and diamond 


jewelry of all types. 
Because IMPERIAL Sells Direct to You 


Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 
are the one who makes the long profit. 


Because IMPERIAL Gives You a Complete Selling Plan 
In addition to advertising mats, store displays and other sales 
aids, Imperial has developed numerous proven special promo- 
tions. These selling plans can be tailored to any size operation 
and assure year ‘round volume cultured pearl sales. 


IMPERIAL 


PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


DETROIT LOS ANGELES TOKYO 
914 Michigan Theater 


2,3-Chome, Yotsuya 
Shinjuke, Ku 


607 S. Hill St. 
Bidg. 
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Put yourself in 


The Protit Picture 


\y 
| i 


“Snapshot” from Keepsake’s powerful, 
sales-building advertising program —— 
full pages — in leading magazines read 
by young America, your big market for 


diamond sales! 





For complete details about a brand 
new merchandising program de- 
signed to build more traffic, increase 
sales and profits for your store. 
Write today to A. H. Pond Co., Inc., 
Syracuse 2, New York. 
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The Name That Gives You More 
Where You Profit Most! 





OUTSTANDING DEALER AIDS — complete program of proven advertising and sales aids for 
bigger profits includes newspaper mats, motion window displays, neon sign, counter displays, radio- 
TV spots, full color movie playlets, and direct mail. 





FINEST QUALITY AND STYLING — designed by the world’s foremost jewelry artisans, Keepsake 
features a guaranteed perfect center diamond in every engagement ring, regardless of style or 
price. 


EES 


att Cs aad Oe 





CUSTOMER BENEFITS — Permanent registration, lifetime trade-in privilege and protection against 
loss of the diamonds for one year. Also Good Housekeeping Seal of Approval. 





PROVEN SALEABILITY — All these factors have established long-time customer preference for 
Keepsake — America’s largest selling diamond rings — the line that gives you more where you profit 
most! 


All jewelers stock diamond rings 
-Keepsake Jewelers sell them! 


GENUINE REGIS TERE O 


eepsake 


DIAMOND RINGS 
A. H. POND CO., INC. © SYRACUSE 2, N. Y. 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Custom-inade 
earrings give 

that extra touch 
of elegance to 

the lovely woman’s 


smart tenue 


VA 
taf d f 


vy 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 
—and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 
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DIAMONDS... 


Emerald Cut and Marquise 
STAR SAPPHIRES 


RUBIES +-STAR RUBIES + SAPPHIRES 
CAT'S EYES * EMERALDS: PEARLS 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for. s¢ 
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Jean Sybe’s 

tapered 

illest 

bracelet watch 

Dy 
CHESTERFIELD 


hielitela Tats eligcre Sp 

Thlelelaise 17 jewel Swiss 
movement...domed flexible 
mesh...14 Karat gold. 
Attractively priced for 
detimiliasieniae 


W 508 Keystone Erelemele 


CHESTERFIELD JEWELERS 
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VISIT OUR DISPLAY AT RJA CONVENTION @ New York: Waldorf-Astoria, Booths 326, 327, 328, Aug. 10-14 
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Choice in what's style-right: The controversial 
theme of the new silhouette is used in this display 
for costume or precious jewelry. Cutouts of 
fashion figures stand against the background with 
jewelry displayed on fabric-covered panels on the 
window floor. A copy ribbon lettered, ‘Chemise 
or Classic Silhouette — Fine Jewelry Completes 
the Costume,’” is against background. Cut sil- 
houettes from heavy cardboard or composition 
board; paint, or cover with fabric. You can pin 


real jewelry on them. 


by Virginia Dixon 


fill your fall 


windows 


with fashion ® SELL IT WITH FASHION! From a watchband to 


a silver tea service, there’s hardly a piece of mer- 
chandise in your store that can’t be given fashion 


Your smart new autumn lines deserve appeal; and the Fall of the year seems to bring 
a resurgence of fashion consciousness. Let’s get 


settings which reflect the brisk busy and put fashion to work in our windows. 
Fashion promotion needn’t be confined to dress 


aliveness of the season. You'll find and its accessories. We want our homes, our 
entertaining, the presents we give—indeed most 


trade-catching ideas in these suggestions things we do and have—to be in style. Even 
when there’s no conscious drive to be fashion- 


for timely, style-right displays. (please turn to page 162) 


To help her ‘hostess prestige’’: Entertainment 
accessories are displayed against a background 


of autumn leaves, hand lettered to suggest vari- 





ous hospitality occasions: Tea for 8; Lunch for 4; 
Cocktails for 20; Dinner for 6; Bridge for 12; 
Buffet for 10, and so forth. Suitable silver, china 


and glass for each are arranged in groupings on 





small table.elevations. Glass-topped tables permit 
best light distribution. Cut the autumn leaves 
from colored paper. Copy reads—'‘For the Fall 


Flurry of Entertainment.”’ 














NWOWS THE TIME TO SC 
BLOCKBUSTER FOR FALL- CHRIS 


TEAR OFF THE COUPON, attach it to your letterhe: 
Or see us in Space E-I8 at the New Yor 
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Here’s everything you 
Dial movie camera tal 

Enjoy brilliant, half. 
all the natural, life-lik 
accessories — all incl 


with Matching ¢ 
Projector 












HEDULE THIS | issu OKS 
S7MAS SALES | Tell me howl can } 
| DuplicateTHE  : 






ead, and mail today! 
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TODAY'S GREATEST MOVIE-MAKING VALUE! 


For the entire family. Yes, everyone in the family can take 
good movies the SUN DIAL way. No fuss, No figuring. And 
a bright new world of exciting entertainment awaits you. 
It's easy, inexpensive and you'll relive these priceless family 
memories again and again in color movies. Don’t miss 
these photographic thrills another season—put them ail 
on film now, at our special low price. 


You GET THESE ACCESSORIES 700 / 



















Top Grain Movie Light Bar 
Leather Camera with two 375-watt flood 50-Foot 
Carrying Case lamps for indoor movie making Cartoon Film 


—_-~«— — 





Giant 30x40 Screen 
on Tripod 


25-Foot Roll 
Color Fiim 














| or 


JUST SET... oa vention) 
SIGHT... or 


SHOOT... 


All you do is set the ex- 
clusive Bell & Howell 
Sun Dial to the lighting 
condition shown on 

the dial—you're set to 
make perfect pictures. 


3 WAYS TO BUY... COME 
Abelsons NC 
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NEWARK, 857 BROAD ST. 











ORANGE IRVINGTON BLOOMFIELD 
279 Main St. 1042 Springfield Ave. 19 Broad St. 
Near Day at New St. at the Center 
_ OTHER STORES IN WEST NEW YORK, UNION CITY, HOBOKEN, PATERSON, DOV 
HACKENSACK, PASSAIC, NEW BRUNSWICK 





PARAMUS: Garden State Plaza, Rts. 4 and 17— DOVER: Dover Shopping Center 
Serisoee: ermine : mete te 
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* Please send me the Bell & Howell 8mm : 
: Movie Outfit as advertised at $149.95, with 3 
# no down payment. | agree to pay $ ; 
} ox ; weekly, i 
. ‘ 
. ‘ 
- Name ; 
Q 
i 
NEY PHONE TODAY =e! Address 
: 
(SUNDAY) Bley Phone 
5 
‘ 
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Get all the facts now on what packaged movie outfits can do 
for your store. Write Bell & Howell, 7194 McCormick Rd., 
Chicago 45, IIL, or see us in Space E-18 

at the New York Show. 


Bell © Howell 


FINER PRODUCTS THROUGH IMAGINATION 











DIAMOND 
MASONIC 
BUTTONS 


There are profits PLUS, in 
this complete line of dia- 
mond Masonic buttons in 
14K yellow gold, white gold 
or platinum, all with fine 
quality white stones. And 
they're only a small part 
of the huge Wefferling 
Berry selection of superb 
emblematic jewelry that 
will bring you more profits. 
greater turnover than ever. 





See our Exhibit at Booth #76 
Retail Jewelers of America 
Convention. 


Wrerreriine Berry & CO. Tine Enblomatic fovdly 


MEMBER AMERICAN GoEM seocierty 8 ROSE STREET, NEWARK 6&, N. J. 





























New! Revolutionary! Red Hot! 
14k Calendar Charm 


with Birthstone 


Expect volume—you'll get it! Vogue Originals, new patented 
calendar charm has everything. Beauty! Quality! Merchan- 
dising adv 


INTERCHANGEABLE MONTHS, DAYS ... And the jewel 


is quickly repositioned at any date without special tools. 


MINIMUM STOCK .. . Because every Vogue Originals 14K 
Calendar Charm is good for 365 days any year . . . 366 in leap 
years. 


IMMEDIATE SALES .. . You never lose a sale waiting for 
ordered merchandise. Even if your stock runs down to one 


og bsg hers piece you can sel] that piece to any customer, because the date, 
\4k White Gold month and stone are interchangeable. 

and 2-tone 
Conmraerant Right now! Write now! Order a suggested minimum 
assortment from your wholesaler or send direct to us for 


catalog, price list and name of wholesaler nearest you. 





See Vogue Original Charms at the ANRJA Convention at the Waldorf 


VOGUE ORIGINALS, INC. 


7 West 45th Street, New York 19, M4 Y. Clrcle 5-3280 














YOUR FALL WINDOWS (from page 160) 


able, few of us care to be noticeably out of step 
with the trends. 

To sell fashion, you must know fashion. Study 
the women’s magazines for new ideas in dress 
and home furnishings. Your customers do! News- 


papers, radio and television broadcasts and your 
own JEWELERS’ CIRCULAR-KEYSTONE are addi- 
tional sources for authoritative information and 
material for promotion. Establish yourself as a 
source for the smartest styling in your commu- 
nity, in both ideas and merchandise. 

Use a fashion slant to promote the new fall 
merchandise in your windows. Express your 











WIN} F 


En masse—but uncluttered: A mass display of a 
small item such as watchbands can be extremely 
effective, especially when a fashion slant is given 
to the window copy. Watches are displayed on 
tall fabric-covered cylinders. Suitable watchbands 
for each watch are arranged fan-wise on circular 
pads, cut to fit around each cylinder and slanted 
forward for better viewing. Each unit might be 
covered in a different color fabric for a gay, 
eye-catching effect. The same colors could be 
repeated in the paper banners on the background, 
each of which is lettered with a manufacturer's 
name. Flower boutonnieres are also scattered 


across the background. 


selling ideas with copy and decorative accessories. 
Be sure that the displays themselves are smart 
and new, which means using good-looking mod- 
ern fixtures and backgrounds. Don’t be afraid to 
try out the new designs in plastic, glass, wood 
and other materials. The new fixtures permit 
greater variety in arrangement and appearance. 
Even the credit store, which requires greater 
concentration of merchandise in its windows, will 
tind some of the new fixtures readily adaptable. 
Strive for a light, clean look; avoid the bulky, 
heavy appearance once so popular in jewelry 
display. aaa 


Bait for the campus customer: Smart accessories 
for college-bound guys and gals are shown against 
a background of an attention-getting roll call of 
colleges and universities. Everyone will want to 
look for his own alma mater! Strips of no-seam 
paper cut fo fit entirely around the window back- 
ground - - side walls and all - - can be used for 
lettering the names. Be sure to include all those 
of local popularity. Merchandise is arranged on 
step elevations with college text books as addi- 
tional elevations. Copy might read: ‘‘College 
Bound? Wherever you go, these accessories add 


to your efficiency and pleasure!”’ 
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Originally established 1866 





Kahn- Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 





Formerly 
L. & M. Kahn & Co. 
and Telephone: ClIrcle 5-4313 
Jacobson Bros. Diamond Corp. diate aene . haanee® ee Se 
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Comprehensive Stocks of 


Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 

of Exclusive Design .. . 


VA V7 Ke MU). VC 7, Wa ; 


Formerly Robinson & Svert 





O10 FIFTH AVENT E. Rockefeller Center 


New York 20. New York 


Over 35 Years of Service to Leading Jewelers 
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Help ‘em see ‘how things look together."’ (Davis's, Wilmington, Del.) 


What women 


want from 


a JEWELRY STORE 


by Mary Zook 


© IF YOU WANT TO KNOW how women feel about 
jewelry and jewelry stores, ask ’em. 

That’s what I did. Via a 12-item questionnaire, 
I sampled residents of Dayton, Middletown and 
Barberton, Ohio; West Palm Beach, Fla.; Pitts- 
burgh, Pa.; and suburban areas of New York. 
Philadelphia, Boston, Houston and San Francisco. 

A digest of answers brought out some reveal- 
ing facts. 

Complaints ? 

Clip earrings hurt. “Even with pads, they 
make your ears sore.” (Six out of every ten wo- 
men want screw type earrings.) 

Chokers are “too snug.”” Ninety per cent wish 
all chokers were adjustable. 

Clasps on bracelets cause trouble. “You have 
to almost stand on your head to fasten most of 
them.”” An Ohio matron admits: “An easier-to- 
fasten bracelet might mean an easier-to-lose 
bracelet; but they sure are tough to take off when 
you go into the kitchen.”’ 

High pressure salesmen. “They unsell me 
whether I’m buying jewelry or anything else!” 
(No dissenters here.) 


But the girls approve: 

The salesman who’s “honest, courteous, help- 
ful’; who “knows his stock and can give guidance 
when necessary, particularly on coordinating sil- 
ver, china and glassware.” 

Jewelry store windows. That was a unanimous 
vote. And each has gone into a store occasionally 
because something in the window attracted her, 
especially “if price tags are turned up!” Nine out 
of ten want window itenis plainly priced. 

Chairs or stools in front of display cases. 
“Makes you feel welcome, comfortable and un- 
hurried.” 

Circulars, through the mail, to help with Christ- 
mas, wedding and graduation shopping; and “to 
announce sales,” a Texas woman adds. 

Table set-ups to display silver, china and glass- 
ware. “I’m much more apt to buy, if I see how 
they look together.”’ 

A New York suburbanite registers a suggestion: 
“Why don’t jewelers promote semi-precious stones 
more often? I’d be interested in rings priced 
from $100 to $200; but those brochures featuring 
$35,000 rings are simply wasted on me.” 

A woman from Pittsburgh sums up her pref- 
erence for her town’s finest jewelry store: “I know 
they sell me the very best quality for my money 
—and they’re so accommodating !”’ 

There’s a desirable reputation to have to live 
up to. ag 
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Diamonds, Cultured Pearls... and Butterflies 


Things of beauty, all. Here 
the natural loveliness of the 
butterfly is captured by 
CHURCH craftsmen to produce 
these delightful brooches. 





4933W —in 14K white gold with 4931 —in 14K yellow gold with 


diamonds. cultured pearls. 


We'll see you at 
Room 991 

RJA Show 

Waldorf Astoria Hotel 
New York, N. Y. 


CHURCH & COMPANY  JII/ 


Manufacturing Jewelers 


Teste cui enghieres 2 Garden Street, Newark 5, N. J. Pw pcan» ol 
in U.S. & Caneda 





MAIN BALLROOM 
WALDORF-ASTORIA 
NEW YORK, AUG. 10-14 


OFTEN COPIED... NEVER EQUALLED 





You'll see them first at the Admark booth! .. . 


exciting new fashions . . . plus the original Scarab 
Watch Attachments, Identification Bracelets, Fash- 
ion Belts, Tie-Tacs, Etc. . . . styles so smart they are 


widely copied by others. Only the originals by 
Admark have the sales appeal of the authentic 
designs. Be first with Fashion Firsts by Admark! 


li have a 


CUT 








ver 
oem wane! So hpgcme 
customer FOR TRADE MARK REG U.S. PAT OFF, 
Bring This Adv’‘t CATALOG 714 SANSOM STREET 
PHILADELPHIA 6, PENNA. 








Copyrighted 1958. by ADMARK 
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THE WATCH MARKET 
(continued from page 97) 


most unusual ads ever created. Each ad will emphasize the 
Guild symbol as denoting a selected jeweler of integrity . . . 
and direct the consumer to his store. The dealer aid program 
includes streamers, displays, mailing pieces, counter pads, 
etc. 

By associating ourselves with wholesale jewelry distribu- 
tors, we have joined a group that represents the finest tra- 
ditions of our industry, to provide the jeweler with a quality 
watch line, supported by merchandising aids and national 
advertising. Tie this in with the fact that we have eliminated 
a troublesome source—the catalogue houses—and have taken 
steps in other directions, and a clear picture of a sincere 
effort on our part to bring the retail jeweler back te his 
former position must be evident. 


HAMILTON 


by Arthur B. Sinkler, President 
Hamilton Watch Co. 


Hamilton Watch Co. throughout the years has worked hard 
to earn the support and respect of the reputable jeweler 
which it now has. Our company is still confident that its 
future progress and growth lies with such jewelers. One 
indication of this confidence is the fact that in states where 
Fair Trade Agreements are enforceable Hamilton will con- 
tinue to maintain prices and resist violations to the fullest 
extent of its abilities. 

Hamilton has always attempted to maintain a price and 
distribution structure which makes it possible for jewelers 
to sell high quality merchandise at a price which is fair to 
the public, and which yields a fair profit to the retailer. 
Exorbitant price cutting promotions are poor business and 
ruinous to the jewelry industry. Our company’s reputation for 
quality and honest value has been built on good merchandise, 
fairly priced. Any deviation from this policy would be in- 
compatible with Hamilton’s historic way of doing business. 

Our product line for Fall and Christmas 1958 includes a 
high percentage of new models in each of our major line 
segments. To the best of our knowledge we will be putting 
on the market the largest and most complete high quality 
watch line of any company in the world. This line will in- 
clude 65 completely new models, with 155 variations. In- 
cluded in this group will be a number of new electric watch 
models, bringing this segment of our line up to a total of 
22 style selections. 

Although the American watch industry has been particu- 
larly hard hit in a period of business recession, our company 
felt that bold action, in the form of an expanded watch line 
and “high” styling, was necessary. Our emphasis on high 
quality, high value, and high rate of turnover clearly indi- 
cates our faith in the national economy, and our belief in 
consumer preference for a_ well-known, highly respected 
brand name. 

Another example of this faith is the fact that we are 
maintaining approximately the same level of advertising and 
promotion expenditures as last year. Our primary emphasis 
in consumer advertising will still be the family unit, which 
accounts for the major share of watches given and received 
as gifts, particularly at Christmas time. Our expenditures for 
dealer promotion material will also be maintained at the 


same level. 
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It is my opinion that retail jewelers can look forward to 
the Christmas buying season with reasonable confidence. All 
activities of the Hamilton Watch Co. directed toward this 
period have been geared to the objective of giving the retail 
jeweler all the tools he needs to have an effective partnership 
of joint profit with our company. 


LUCIEN PICCARD 


by A. Blumstein, President 
Lucien Piccard Watch Corp. 


Should jewelers feature pin-lever watches? By all means— 
since the jewelry store is the only medium through which we 
can explain to the public the differences between pin-lever 
and jeweled-lever watches. It is my personal opinion, how- 
ever, that the jewelry store should not be saddled with the 
responsibility of guaranteeing pin-lever watches. 

The high cost of skilled repair work today places a heavy 
financial burden on the retailer, in the case of relatively 
inexpensive pin-lever watches. But as I see it, jewelers should 
be encouraged to sell as wide a line as possible, in order to 
bring traffic into their stores. 

Naturally, I have opinions on some of the other questions 
you ask, but I would prefer to comment on what I consider 
to be the most important need of the watch field. I refer to 
the jeweler’s need for creative, imaginative watch styling, to 
keep his old customers and attract new ones. 

We are planning to promote a new style of bracelet, for 
which we have coined the name “Peacock Oriental.” We are 
naturally hoping it will gain as wide popularity as the 
“cocktail” watch did several years ago. 


MEDANA 


by Stanley Moser, President 
Louis Aisenstein & Bros., Inc. 


Medana watches are now sold by thousands of forward- 
looking jewelers and our product’s sales will continue to 
expand because low-priced watches are improving in quality 
every day; their movements can be simply and easily ser- 
viced; they provide high-fashion styling for all members 
of the family. 

We have mats and other advertising aids available for 
dealers, a cooperative advertising program, a well-planned 
national advertising campaign, and will increase display 
material for jewelers this Fall. 

One of the factors necessary in selling the line is prompt, 
quality service, which we achieve through repair stations, 
strategically located country-wide, in addition to our New 
York office. 

Jewelers should maintain separate departments for in- 
expensive watches instead of carrying this group in the 
regular watch department, and trying constantly to make 
larger sales by brushing aside the under-twenty-dollar 
bracket. 

Inexpensive watches should be sold as any other gift item. 
No special sales or leaders are necessary because the 
fashion-wise styles speak for themselves at every season. 
Consumers often buy from two to five inexpensive watches 
for themselves, to suit every occasion and the cumulative 
dollars bring a large gross revenue to the dealer, offsetting 
the more expensive sale he may have lost. 

(please turn to page 168) 
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also available in sizes 1 thru 10. WY WY WW uy ke te te te ty yy yy 
9 8 7 6 5 4 3 2 1 











Series 34V is made in 10% Iridium Platinum, 14K. Yellow Gold and Jewelry Palladium. 
Series 35V and Series 50V are made in 10% Iridium Platinum only. 


VICTOR settings are always smooth and perfect, highly polished and free of any 
trace of roughness. Each and every setting is precise and exact. It must be — jo 
pass our inspection! See for yourself . . . compare them under your glass and you 
will agree ... they are the finest, the absolute peak of quality! 





Y GUARANTEE 
mM TO BE OF 


WE FULL 

EVERY ITE 
TOP QUALITY 

AND AS ADVERTISED 





All series and sizes shown are ready for immediate shipment to you. 


Wanaque, New Jersey 
IC T OR COMPANY, INC. e TErhune 5-1962 









P.R. MYERS AND COMPANY 
Myers Building, Mamaroneck, N.Y, 





IMPORTERS AND EXCLUSIVE DISTRIBUTORS 


Montrose Electronic Clocks * Montrose Transistor Clocks * Montrose Key-Wind Clocks 
Montrose Barometers * Montrose Barometers, Thermometers, & Hygrometers + Three 
Captains Steak Sets * Three Captains Carving Sets * Three Captains Stainless Steel 
Three Captains Bride’s Knives +« Three Captains Coffee Mills (Hand) + Three Captains 
Electric Coffee Grinders * Prim Leather Travel Kits + Prim Leather Manicure Sets + Prim 
Leather Covered Flasks * Advertising Specialties * Pepper Mill & Salt Shaker Sets 
Stainless Steel Flatware + Electric Travel Irons + Industrial Gift Items * Game Shears 
Cake & Pie Sets *« Baritems «+ Gift Wares + Tool Kits * Egg Cutters + Novelties 


OUR FULL LINE AT THE FOLLOWING SHOWS: 








SHOW ROOM LOCATION DATE 
Dallas Gift Show “Christmas in July’’....320....Santa Fe Bidg. .......................... ......July 6-9 
Washington Gift Show ......... ediuniicaiiieantid 312...Willard Hotel ..................................July 20-23 
Chicago Gift Show ................................ 847. Palmer House ................................-Aug. 3-14 
New York Jewelers Show........................ 691... Waldorf-Astoria ............................. Aug. 10-14 
New York Gift Show .......................0..... 305....New York Trade Show Bidg............ Aug. 24-29 
a eal 320... Santa Fe Bidg. .......................- Aug. 31-Sept. 5 


For additional information, contact P. R. MYERS & CO., Myers Bidg., 118 West Boston Post Road, Mamaroneck, New York 
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THE WATCH MARKET (concluded) 





OMEGA 


by Norman M. Morris, President 
Norman M. Morris Corp. 


As in the past, Omega will concentrate its distribution 
through a limited number of jewelers. In fact, we are more 
selective than ever, favoring jewelers whose policies are 
conducive to the building of a healthy future. 

Prices will remain the same and will continue to be 
fair-traded. We believe that the average jeweler needs the 
profit-protection of Fair Trade much more than he realizes. 

No price-promotions or other special promotions are 
planned. Omega believes that the prime problem is to create 
more “want” for watches. Price means nothing unless a 
strong desire is first established through persuasive news- 
paper and direct-mail advertising and dramatic window 
displays. 

The new Omega line will show many innovations, par- 
ticularly in ladies’ watches. Diamond watches and auto- 
matic chronometers will be given special emphasis. Omega 
watches are designed to appeal to the jewelers’ best cus- 
those who seek individual creation. Retail 
prices, as in the past, will range from $75 to $10,000. 

Our advertising will feature a new copy-appeal, based on 
motivation studies. It is designed to reach the middle to 
upper-income brackets and will present Omega watches 
against a background of exceptional quality and inter- 
national prestige. It will also strongly suggest that fine 
watches should be purchased from reputable jewelers. 


tomers 


Watches featured will range in price from $100 to $10,000. 
The overall appropriation will be as much as last year and 
provides for local cooperative advertising with all fran- 
chised dealers. 

Omega’s budget for dealer-aids will be substantially in- 
creased, with special provisions for window displays. The 
window is the jeweler’s best sales medium if used intelli- 
cently. 

The jeweler who features watches other than those with 
fine jeweled levers is competing with himself. He is en- 
couraging price-consciousness instead of quality-conscious- 
ness. While cheap watches may obtain a temporary gain in 
volume, the jeweler knows that only a fine watch is worth 
more and will give more years of dependable service. Since 
the jeweler, traditionally, is considered a source for beautiful 
and enduring merchandise, he is destroying one of his most 
priceless assets when he permits his store to be associated 
with ordinary, low-priced watches. 


TIMEX 
by Robert E. Mohr, director of sales 


U.S. Time Corporation 


During the coming years more people will buy good, 
low-priced watches. It is time for the retail jeweler to tie 
in with this amazing growth to insure his growth of sales 
and profits. Why? Many consumers now believe that it is 
unnecessary to spend $30 or $50 to have a good timepiece. 
Many of the qualities and features found in higher-priced 
watches are available today in the low-priced field. Also 
changes in our economy favor low-priced watches. 





THE A.W. FICE, 
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Join Hands in Proud Association 
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We proudly present the new Gruen Guild Watch We will be calling on our friends, shortly, with full 


Line... and a new realistic merchandising plan details on how to join, benefit, and prosper with 


the International Gruen Guild of Fine Jewelers. 


to meet your current watch problems. 





168 JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 











| wonder if the jeweler is cognizant of the tremendous 
growth of low-priced watches. This year 10 million will be 
sold and by 1960 sales will be over 12 million units. This 
is a direct reversal of the trend a few years ago. In 1952 
jeweled-lever watches accounted for 65 per cent of the total 
market and low-priced watches only 35 per cent. Last year 
jeweled-lever watches accounted for 48 per cent of ihe 
market and low-priced watches 52 per cent. To meet this 
expanding market, Timex will continue to spend large sums 
of money for product development and aggressive adver- 
tising and merchandising programs. This Fall our advertis- 
ing and merchandising expenditure will be substantially 
above the same period last year. 

Timex has a product designed to meet today’s needs—a 
natural for tomorrow's expanding market. That’s why it is 
the watch to tie in with for sales and profits in the future. 
Remember, someone is going to sell them—why not the 
jeweler? 


WESTCLOX 


by D. J. Hawthorne, President 


# 


General Time Corporation 


At Westclox, we believe that 1958, Fall and Winter, will 
see customers looking for merchandise which will give them 
a “fair value” for their investment. Never before has West- 
clox tried harder to give the retail jeweler the benefits and 
features he will need: protected profit, quality, service and 
plus features. 

We feel that Fair Trade protects the jeweler’s profits. 
Our Fair-Traded line assures the jeweler of continued profit 
for the goods he sells. 
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We have set new and even higher standards for quality. 
Throughout our factory the watch is handled by employees 
who take pride in producing a fine product. 

Our line is sold to the retail jeweler through wholesalers, 
wherever possible, to afford the best possible service. In 
addition, we now have approximately 60 service stations 
throughout the country equipped to service our products. 

The jeweler will find plus features throughout our line 
of watches—full-fashion, a waterproof series, choice of size, 
and price have a strong place in each category. 

Our national advertising program has never been stronger. 
Besides magazine and radio advertising, we are sponsoring 
our first TV “Spectacular.” This show promises to be the 
best of the TV year 1958 and will create even greater 
consumer interest in Westclox products. 

Our watches, designed to sell in the low-price field, will 
meet the customer challenge of “fair” value. We invite the 
retail jeweler to test out our basic policy. 


ZENITH 


by Robert L. Wessell, President 
Concord Watch Co., Inc. 


It is unfortunate that many in our industry have not 
stressed to a greater degree pride of possession and quality. 
In view of the ever-increasing importance of fashion and 
the consciousness of good design by the public, we shall 
stress elegance and originality of design in our Fall line. 
We shall maintain our high standard of quality. 

We plan to maintain our current prices and present 
restricted distribution, with what we consider a proper 


markup. 


ORIGINATORS © 
AND SOLE 
DISTRIBUTORS 
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Sell confidence 
...sell diamonds 


the Gemolite 


TRADEMARK 


SELLS DIAMONDS BY INCREASING... 
customer confidence, customer 


satisfaction, store prestige. 


Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


Manufactured and sold by 


GEMOLOGICAL INSTITUTE OF AMERICA 
Instrument Division 
DEPT. K8, 11946 SAN VICENTE BLVD. 
LOS ANGELES 49, CALIFORNIA 








THE SILVERWARE MARKET (from page 101) 


profits. The prices are realistic. This leaves no room for 
“comparative price” sales. Our customers’ inventory is se- 
cure and they can buy and sell with confidence. 

Even further, distribution is controlled. This insures a 
fair market for all distributors and retailers who handle 
Oneida stainless flatware. Incidentally. we are bringing out 
a handsome new pattern that will appeal to jewelers. 


INTERNATIONAL 


by “Craig D. Munson, President 
International Silver Co. 


The retail jeweler faces a tough problem in maintaining 
his volume and profits in the face of a poor general business 
climate and the drastic effects of price competition. There 
is still plenty of money available for the American public 
to spend on the things the jeweler carries, but until there is 
a visible upturn in general business, a strong tonic will be 
needed to maintain sales. 

This doesn’t mean that the jeweler should be discouraged 
about immediate prospects. We are about to move into the 
period of the year which traditionally is the best for the 
retail jeweler, and with aggressive and ingenious mer- 
chandising of branded products I think the jeweler will find 
the public ready to buy. 

Price promotions are important to a degree, but ihey are 
certainly far from the complete answer for stimulating 
business. The jeweler who buys intelligently and promotes 
the goods he has in inventory creatively will get the business. 

Regarding silverware—there is no question about the fact 
that this is still a highly wanted product by the women of 
America. The volume of silverplated business done in this 
country today is good. This is particularly true of silver- 
plated hollowware. But we also see a definite upturn in a 
desire for top-quality plated flatware. This atmosphere 
coupled with recent price reductions should bring dividends 
to those dealers who present this product to their customers 
through proper display and advertising. 

The programs developed by the International Silver Co. 
for its various lines this Fall are designed to provide ihe 
stimulus of a limited number of quick, effective price pro- 
motions but more importantly offer opportunities to dealers 
to aggressively feature regular goods at regular prices. 

Of paramount importance, it seems to us, is the essen- 
tiality of a mutual respect among the retail jeweler, the 
wholesale jeweler, and the manufacturer. The retailer should 
make maximum use of the manufacturer’s or wholesaler’s 
salesman as a merchandise specialist. There are plenty of 
selling plans being presented this Fall which can’t help but 
stimulate business throughout the period and into the 
Christmas season. 


WALLACE 


by H. Stuart Stone, Jr., President 
R. Wallace & Sons Mfg. Co. 

Industry shipments of sterling flatware show an even 
greater rate of loss than the rate of decline in marriages. 
As if this were not sufficiently discouraging, the Japanese 
have now begun the manufacture of sterling flatware, ex- 
actly reproducing some of the industry’s leading patterns. 
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Consequently while we know that the number of marriages 
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is certain to increase as soon as the current recession is | 
over, we may no longer expect an automatic increase in 
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bridal market for our welfare. Nor can we afford to mark S 
« 


time, confident that conditions will improve of their own 


sterling sales paralleling the rising number of weddings. y i 
It is obvious that we can no longer depend solely on the , 


accord. Therefore, it has been necessary for us to find our 
own remedy for what ails us; our Rx for declining sales 
is new products. For we know that new products carefully 
designed to meet competitive requirements can tap new 
markets for us and strengthen the demand for our estab- 
lished-line products. It is these new products that present 
Wallace Silversmiths with a brand new profile. 

While sterling flatware might seem to present little oppor- 
tunity for innovation, we are producing new patterns to 
open up two entirely new markets for us. The first of these 





is in the luxury field where we offer superior craftsmanship ; For the first time anywhere... an unbreakable plastic 
in heavier weights for the discriminating clientele who ring tray... that looks like leather. . . feels like 
demand the finest flatware obtainable. The second of these leather ... that will last indefinitely, in 












Black Shell with blue, turquoise, grey, 


will be the introduction of a nationally-advertised line de- 
american beauty, crystelle velvet 


signed, priced and packaged to create a mass market for 





interior. ALSO: 
sterling flatware. #360 36 ring tray $7. 95 
In stainless flatware we have encountered no recession in SoC OLS #480 48 ring tray $8.45 

demand and are calculating increasing our sales, our profits $425 





and our market position through leadership in design and per dozen 
ingenuity in merchandising. Add prestige to your presentation 
" ; ; . ~  e trays. Fill those empty slots 
Wallace hearthware, a fine line of fireplace furnishings, with “sold plugs” in lustrous 
virtually makes its debut with this new fiscal year, adding ivory with raised 


letters. 





more than 15% to our total company volume and an even 
larger profit contribution. Our metal products division is 





introducing a new waste container which crushes paper 
cups ... These changes are the result of many months 
of planning and are but the beginnings of a long range 
development. Henceforth, Wallace Silversmiths will have 
new meaning for the public. None of the connotation of 
experienced craftsmanship, of dependability, of leadership ) \s or versat 
will be lost in this transition. On the contrary, the Wallace ss \ £. 7 peerage of 
name, the Wallace trade-mark and the Wallace standard of acer est 
quality will receive more and more favorable recognition ail displayed at any angle 
as they become identified with many new products meeting a ‘] When your package has 
| : a CC and gets to the 
| \ : os . point... and displays your 
~ product convincingly... you're 
— bound to get results! SHELL: White, 
REED & BARTON blue, ivory, grey. PADS: White, hiue, 


turquoise, American beauty. 
by Roger H. Hallowell, President Sa Pia nada’ toca 


Reed & Barton Silversmiths 88W FOR WIDE RINGS $6 95 





the consumer's requirements. 


We, at Reed and Barton, are disturbed at the number of 
price promotions, not only in the silver industry, but in 


the jewelry industry as a whole. It is our firm belief that we 
EGS FIT INTO GROOVES ON COVER 


 & 


must maintain an honest price for our goods which can be nein: caene enemes sineaiialin sneitid ith 
sold at a fair profit for both manufacturer and retailer, at scouts 00. 188 
SOLD ONY YORK JEWELRY SHOW, 
fearful lest too many promotions destroy the faith in our THROUGH WALDORF-ASTORIA HOTEL, 


product and that these promotions will only instill in the WHOLESALERS AUGUST 10 to 14, 1958. 
consumer a desire to go bargain-hunting rather than to shop z 

to pay a fair price for merchandise if it is properly designed BUA 

to meet his or her needs. Especially, in items like sterling 

flatware, we feel that fresh and stimulating designs have ROCKET 
greater appeal than bargain-promotional prices. Our job is to JEWELRY BOX INCORPORATED 


(please turn page) | 125 E. 144th ST., NEW YORK 51, N. Y. 










the same time giving a fair value to the consumer. We are 








for a fair value through legitimate outlets. 
We are convinced that the consumer is willing and able 
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OLD WORLD 
TREASURES 


Just arrived from Florence... 
these exquisitely decorated 
boxes, hand-forged 

of solid bark tanned 

sole leather .. . 

rare examples of a 

nearly forgotten 

Old World craft. 


Distinguished box 
overlaid with 
colorful shields. 


31-337 


Heraldic Stud Box of 
leatherette, for new 
large cuff links. 


18-751 


Classic Box 
hand-tooled 
in gold. 
31-323 


SEE OUR ENTIRE 
COLLECTION AT 
THE GIFT SHOWS 


or af our permanent showrooms. 


A wide variety of sizes, colors, 
and designs. Send for 
sample assortment and 
illustrated folders. 
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Manufacturers and Importers 


104-106 N. 63rd St., Phila. 39, Pa. 


225 Fifth Avenue, New York 10, N. Y. 
101 Tremont Street, Boston, Mass. 
2701 Ponce de Leon Blvd., Coral Gables, Fla. 
1506 Merchandise Mart, Chicago 54, Ill. 

















THE SILVERWARE MARKET (continued) 


create a desire for silver by convincing the public that it is 
functional, practical, beautiful—and that it will give true 
satisfaction over years of use. This is a sound and lasting 
approach. It will help to build confidence in our products. 


With this philosophy, Reed and Barton does not plan 
sales or promotions of a cut-price nature during the coming 
six months. We do plan an extensive group of new hollow- 
ware items in both plate and sterling. In addition, two new 
patterns of “Studio Stainless” flatware will be introduced 
through our regular franchised dealers. Later in the Fall, a 
top quality line of pewter hollowware will be ready for 
distribution. This will not be a “reproduction line” but, 
rather, a series of freshly designed items to fit in with 
today’s living and to exploit the fine qualities of this metal 
which carries its traditions back to the early days of this 
country. 


TOWLE 


by Elliott M. Gordon, President 
Towle Manufacturing Co. 


We, at Towle, intend to continue, for the Fall of 1958 
and on into the foreseeable future, the general policies and 
selling program which we have been pursuing. Specifically, 
we intend to continue our price maintenance program as set 
forth in our letter of March 28, 1958 to the trade which 
assures the dealer full profit on the sale of Towle products. 
We do not intend to engage in price promotions of nationally 
advertised products. We will continue to improve quality of 
product, service to the dealer, and our selling and advertising 
efforts. 

We are convinced that it is possible, with reasonable 
mental and physical effort on the part of both manufacturer 
and retailer, to promote the sale of merchandise at full 
profit rather than at a price. When this basic approach to 
the selling of sterling flatware is abandoned by a major seg- 
ment of the industry on its nationally advertised product, 
the facilities of fine jewelry and department stores may no 
longer be necessary for the distribution of a product which 
is sold substantially on a price appeal basis. There are 
many types of outlets, retail and otherwise, including dis- 
count catalogues, which have demonstrated they can sell 
many products in substantial quantities on the price dis- 
count or price promotion appeal basis, at least for a limited 
time. 

The records are replete with instances in which dealers 
and manufacturers have sacrificed the profit necessary for 
continued survival in misguided attempts to build volume 
sales on price discount or price promotional appeals and 
have passed out of the picture as profits have disappeared. 

Additionally, we believe that the basic appeal of sterling 
silver, in its varied forms, is the prestige and intrinsic 
value which the consumer associates with it. The combined 
efforts of retailer and manufacturer should, we believe, be 
directed to increasing these appeals as the most effective 
approach to increasing the consumer desire to own. Dis- 
count and price promotional selling on nationally advertised 
sterling products can only destroy the prestige and value of 
sterling silver, and the confidence of consumers in the 
pricing and advertising integrity of both the manufacturer 
and vetailer. 
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The sound course of action for Towle through the Fail 
of 1958 and into the foreseeable future, is to do all we can 


to protect Towle dealers from erosion of profit margins by RUNNING A 


price-cutting, discounting or price promotions and to en- 


courage them to advertise, display, stock and sell our prod- SUCCESSFUL 


ucts at full profit to them and to ourselves. SALE 


POOLE -/1IS AN ART! 


by Arthur Kaplan, President 
Poole Silver Co., Ine. 





by Manny 

A great many manufacturers, including Poole Silver, have Silverman 
done outstanding work in pre-selling the consumer by 
national advertising, dealer helps and cooperative advertising 


at the local level. If the proper return is to be realized from 


this investment, it is most important for the retailer to have THIS FINE JEWELER HAS 


a well-trained. keen-minded sales force. 


Poole will continue its national advertising program and 
its distribution of sale helps. BFEN ESTABLISHED FOR 
This coupled with the addition of several new hollow- 


ware items, designed primarily for holiday selling, should ALMO T 7 YEAR rit LET 
place our retailers in 2 good position to realize additional bs 
HIM SPEAK FOR ME! 


sales and profit. 


LUNT 


by Denham Lunt, President 
Lunt Silversmiths 





Lunt Silversmiths feel that, because of the coming growth 
in the number of marriages, the jeweler’s sterling silver 
department will be one of his most active and profitable 





Dcicins . SSS SS 
— ; , ATLANTIC CITY, NJ. @ phone ATLANTIC CITY 6.314 
With this long-range promise of better business, we are 
continuing in support of the half million dollar industry 
program to advertise and publicize sterling silver not only to 
the brides of today but to future brides. In addition, we are 
ma‘ntaining the same rate of individual advertising for the 
Fall of 1958 that we did in 1957. This promotional effort 
: : ; Silverman Sales Ente@prises, Inc. 
is of the utmost importance for both the long-range and 580 Fifth Aveme, 


; ; , . : New York 36, N. Y,. 
immediate future because we believe that business this Fall 


will be better than it was in ithe Spring. 
. : When conditions dictated a store-wide sal 
It is well known that some jewelers, because of the reces- | and reduce inventory we turned with ple AE ns tg oy 
: : — : a sales promoti firm and aft mugh 
sion, have shortened their advertising and promotional efforts | decided that mo firm was ries gh Me to ane soe 


on sterling silver to a greater extent than any decrease in ey Saas 


Gentlemen: 


a ane aes n r oe slate Now that the sale is behind us we feel that our decision 
their volume of business would warrent. We feel that thi: was correct and that your firm was co-operative in every 


is unwise, because the retail jeweler—who is the natural | respect and most helpful in solving our problems. 


outlet for sterling silver—should do all he can to support | The supervisor on the Job, prprarrery ererr ees is a walking 


dynamo, never tiring and always co-operative to the pth 


beth the individual manufacturer’s program and the industry- | degree. He is a man who Rot only knows his sales merchan- 
: dising, but also knows his diamonds and jewelry and we feel 


wide radio and publicity program. that we were most fortunate in Maving him work with us, 
Naturally, we would like to urge every jeweler to buy f\ Cordially, 

Lunt sterling, but we feel that the most important thing the | Ps ' 

jeweler can do today is to feature whatever manufacturers’ | \Uy f* oP sre Ralieed 

lines of sterling he carries, so that he will constantly have on A eaeeaes 

before the public sterling’s desirable qualities and attrac- 








tiveness for gracious living. My advice to jewelers would 





be to spend what they can in keeping sterling silver in the 
forefront as the jeweler’s specialty. If the money can not be WRITE! WIRE! CALL COLLECT! 


afforded for newspaper, radio and television advertising, 


at least he should always display some sterling silverware SILVERMAN SALES ENTERPRISES 


in his windows. 
580 Fifth Avenue, New York, N. Y. 


We are introducing a new sterling flatware pattern this 
Fall. Our salesmen will be showing it to the retailers begin- Telephone: PLaza 7-4693 
(please turn page) 
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THE SILVERWARE MARKET (concluded) 


ning Aug. 1, with deliveries starting the end of September. 
This new pattern will be backed by national advertising, 
window display and in-store display material. 

In addition, Lunt Silversmiths have, during the year, 
expanded their sterling hollowware line and babywear line, 
and we believe the jewelers will find many attractive pieces 
of merchandise for the Fall wedding season and the Christ- 
mas season. 


STIEFF 
by Gideon N. Stieff, President 
The Stieff Company 


If used properly, promotions can stimulate sterling silver 


7 


sales. However, I believe the “special price” or “one free 
with every three” type of promotions can be harmful if 
used too often. The public takes advantage of the bargain 
price but refuses to buy during the normal period when 
no promotions prevail. Promoting sterling silver in com- 
petition with other commodities is the best long-run promo- 
tion plan. I am sure this type of idea will pay off in the 
future. 

Last year we introduced a new sterling pattern, “Diamond 
Star.” a hand engraved, modern platinum-finished pattern. 
We hope it will continue to help our local jewelers this 
Fall. To date we have 14 active flatware patterns (no Stieff 
pattern has ever been discontinued.). 

Our new advertising schedule will include an enlarged 
program with all Williamsburg manufacturers participating. 
Our Williamsburg Reproductions in sterling and pewter will 


E.W.REYNOLOS 
COMPANY 


be shown in at least three magazines. We are developing 
a sales training program. 

Our distribution plans have always followed a definite 
pattern: Only legitimate jewelers and department stores 
are sold the Stieff franchise. A contract stating that suggested 
retail prices will be abselutely upheld is required. We give 
full protection to the dealer who is trying to earn a fair 
profit. Stieff is never found in discount houses or questionable 
stores. 

We will do everything possible to help the loyal jeweler 
by protecting him against price cutters, by giving him 
prompt and personalized service, and by offering him tools 
for increasing his sales at point of purchase, as well as a 


well-rounded advertising program. 


KIRK 
by M. L. Millspaugh, President 
Samuel Kirk & Son, Ine. 


We at Kirk believe that the policies we have maintained 
of selective distribution, full dealer protection and price 
maintenance are of even greater importance during un- 
settled times, such as these, than in times of prosperity. We 
plan to continue these policies in close cooperation with 
our agents. 

The desire for fine merchandise is best created through 
beauty and quality. Cheapening of the merchandise to lend 
itself to promotional activity kills the very ingredient we 
have to sell. It is our belief that the market can best be 
built by developing merchandise with inherent appeal. An 
example is our new Signet pattern with its monogram inno- 


vation, introduced in April. 


GRUEN 
WATCH 
COMPANY 





Join Hands in Proud Association 


We sincerely believe that the International Gruen We are proud to carry the new Gruen Guild 


Guild of Fine Jewelers is the most positive plan Watch Line... and we will be visiting you shortly 
today. It will help the Retail Jeweler regain his to give you full details on how you can join — 


traditional position in the watch market. benefit and prosper. 


KieWe REYNOLDS GOe 


PHOENIX, ARIZONA 


NORTH FIRST AVENUE 


JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1958 





$1, $2, $3 islands boost gift traffic 


Three gondolas or “islands,” bearing respec- 
tively $1, $2 and $3 signs, stand in the center 
of the gift department at the rear of Holmes 
Jewelry, West Warwick, R. I. The signs can be 
seen from the front of the store but the merchan- 
dise cannot. The signs, however, are enough. 
People are attracted by them and walk back to 
look at the specials. 

“We have good values on these gondolas,” says 
Robert J. Holmes, the owner. “And we keep 
changing the merchandise, so people who visit the 
store every week will find new items on each visit.” 

In addition to serving as traffic builders, the 
gondolas are used for stock clearance of lower- 
priced items. If a piece fails to move from the 
regular shelves, it is marked down and placed on 
the $3 gondola. Slow-movers travel automatical- 
ly down to the $2 and $1 tables. If they don’t sell 
then, they go out because the store never sells 
items below $1. 

The gift department has been developed over 
the past 10 years. Now it produces 40 per cent 
of the store’s total dollar volume—second only to 
the jewelry department; and it increases annually 
at the rate of 6 to 7 per cent. 

Department stock ranges in price from $1 to 
$60, with the $4.95-to-$6 bracket producing the 
largest volume. Merchandise includes minor ap- 
pliances, dinnerware, hostess aids of all kinds, 
decorative pieces, ceramics, religious goods, fig- 
urines and novelties. 

Mr. Holmes and his mother, Mrs. Joseph D. 
Holmes, are strong believers in attending national 
gift shows. They take in the Boston and New 
York shows and visit Chicago on occasion. 

Gifts are advertised regularly with the slogan 
“There’s no place like Holmes.” Ads carry the 
line “Free Gift Wrapping and Delivery.” 

The Holmes experience proves that gifts can 
be sold in a small town—a town, moreover, located 
near a large city. West Warwick has a popula- 
tion of about 19,000 and it is within a short driv- 
ing distance of Providence. 
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ELKON CO. 


INTERSTATE DIAMOND CORP. 





DIAMONDS 


IN ALL QUALITIES AND SIZES 





Importers éx Manu acturers 


630 FIFTH AVENUE NEW YORK 20, N. Y. 
Circle 6-5461-3 





“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 








They're New. . . They re 


(also see pages 54-57) 





invites you to see the newest and most | 
exciting line of 14 Karat Gold Pend- | “The Chronomat” is a combination chrono- 
ants Charms Bracelets Earrings | graph and slide rule. It can multiply, divide, 


. | figure ratios, interest, percentage. 17-jewel 
and Pins. | movement with 60 second and 45 minute reg- 


Exquisite creations styled and priced | roger ee Watch Co., Inc., 15 
\ to meet the greatest popular de- / Co 
mand for the Teen-Age Market. 


SUITE 983 
Waldorf-Astoria 


» August Be oo 


Parker desk set utilizes contrasting blocks 
of aluminum and Brazilian rosewood. Includ- 
ing two fountain pens, $45 (ret.). The Parker 
Pen Co., Janesville, Wisc. 


New electric wall clock is available in two 
color schemes: white with turquoise dial or 
Creators of Unusual 14 Karat Gold Jewelry Distributed Through Wholesalers Only. red and yellow with white dial. $5.95 (ret.). 

62 West 47th Street, New York 36, WN. Y. Plaza 7-0420 Lux Clock Mfg. Co., Waterbury 20, Conn. 
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BEST ELECTRIC APPLIANCES MADE 
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“A Quality Name... Proven by Time itself” 


II 




















. | [| 
New Precision TORQUE-MITE Motor —The most powerfu! synchronous motor for its size 


on the market. The NEW SUNBEAM TORQUE-MITE motor develops more torque per watt con- 
sumed and over 25 times reserve operating power. Always coasting—never overworked with 










moving parts sealed in oil for extra years of silent service. All these quality features are built 
TalioMkoMnaelil lela Mm islam isle] -l-M ailiesMeell (oho sili Muilolol-teaMol + 1ielaMhieltlsleo Mame! Ml! lalel_teli Ma lela 4 # 
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temporary design. Has antiqued Fruitwood finish. 
Size: 5%" x 7%” Model BOOS Retail $19.95 


Occasional clock in French Provincia! 
styling. Fruitwood finish. Size: 5%” x 
6%” Model A300 Retail $22.95 


x 
. 
7 
. 
. 
A 


- 5 * #© #&e oot 





Crystal clear case. Beautiful occasional with 


' , , <s alarm. Bezel and numerals gold plated. 
Solid Mahogany case in modern design, Fruitwood finish Sag Pm 1 $34 
with alarm. Size: 44%” x 644” Mode} BO06 Retail $10.95 Sine: 49" x 70" Model BOOS Reta $34.50 


TUTPr? Pere eeres 


Only (j#abeam Has All These Selling Advantages 


@ Sunbeam’s own TORQUE-MITE motor. Compact 
—fewer parts—sealed in oil for silent service. 
Built for longer life. 
@ NEW! Slimmer—Trimmer—More modern in 
dimension and design. 
@ Exclusive VARI-LITE dial with personal brilliancy 
control—a feature of Model BO0O7. 
@ Convenient alarm shut-off. 
@ Attractive, easy-to-read dials and hands. 
@ Rich Mahogany and Fruitwood finishes —sophis- 
ticated decorator colors. 
@ A new short, complete line, market tested and 
» faaiicall pce fr greater soles ond profs. oder sod Em coe alarm. Mahogany 
ies aici iti finish. Size: 4%” x 5%” Model BOOS 


Retail $11.95; Luminous: $12.95 


Sagi tS seer ms Sree FPO Bye es 


— 
ae ‘@: 








An elegant wall clock in cherry wood veneer. 
Dio. 1142” Model A502 Retail $17.50 





Smart wall clock with White dial 


and Gold color filigree case. Dia. 
13%” Model A501 Retail $12.95 





Has top alarm shut-off. Also in ivory 
with Down Blue dial. Size: 4” x 54” Mode! 
BOO3 Retail $6.98; Luminous: $7.98 





Modern alarm in Mahogany finish. 
Size: 4%” x 5%” Model BO04 
Retail $9.98; Luminous: $10.95 





The only clock with the VARI- 
LITE dial—the dial that lights. 
The dial glows with an electric 
i Vrelg-tia lua -Mmseliligel|(-toM oh mial— 
oe §=«6top alarm shut-off button. 
| —  ~CDial glows from a whisper of 
Petite alarm—only 3” by 3%". Als | soft radiance to night light 
in Ivory with Gold dial. Model ppiniia: brightness. Styled in a molded 
Retail $4.98; Luminous: . case of Oyster White and 
Beige with Gold color numerals 
and hands. Size: 44%” x 6%” 
Model B0OO7 Retail $11.95 





mension In design 


(>) 





Its convex shope 
makes time on kitchen 
wall easy to see. Dic. 
6/2". Available in five 
colors: Model AOO! 
Retoil $4.98 

















Wall clock in Americen traditional styling 
Solid Mahogany case. Size: 1214” x 
12%” Mode! A500 Retail $29.95 








| a ee Lo | 
Lj ss 
———— 
Its pleasing modern three dimensiona! 
design blends with any wall. Avcaii- 
able in five sophisticated colors. Size: 
62” x 10” Model AOO2 Retail $6.50 
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A complete line of modern commercial clocks. 
Bronze Finish Chrome Finish 
12” Model COO4BR, $13.95; COO4CH, $15.95 
15” Model COO6BR, $19.95; COO6CH, $21.95 
8” Model COOS5BR, $11.95; COOS5CH, $13.95 


x Prices ore menutecturer's suggested retail prices—plus applicable taxes. 





TELEVISION 


Powerful 
National 
| Advertising } 


% 


Hard selling point-of-sale material 


WINDOW BANNERS ENVELOPE STUFFERS 


- r 
a 








al newspaper ad mats and the cia ] e- : ' aterial shows above are available from the Sunbeam Advertising Departme 


Here are “hard-selling” displays on profit making offers 


me (No re 





( ELECTRIC VARL-LITE  aacryrend 
) Simbeam crocs DEMONSTRATOR | apg ornety 
“hill | os Oe me Compact, dem- 
ELECTRIC CLOCKS O————— — ) onstrator designed 
: to sell the eae 
tages of the new 
VARI-LITE dial 


clocks. 





THE MERCHANDISER 

A profit packed eye catch- 7 
ing display, showing com- ee ES 
plese color selection of olor NER furil Cam 
Model AOO1 kitchen s— 3 ” | aera 
clocks. [}44 Us 

| FULL LINE DISPLAY 
A dynamic full line display 
a} illuminated for getting 
STEP-UP ALARM He added attention. 

DISPLAY ey 


A traffic sales builder 
to sell Sunbeam alarm 
clocks. 


SLECTRIC CLOCKS 


SYMPHONY-IN-COLOR 
A powerful display showing 
the full color range of AOO2 
wall clocks. 


©s.c * SUNBEAM, MIXMASTER, IRONMASTER, TORQUE-MITE, VARI-LITE. 


Call your jlinbeam distributor NOW! 


Made by SUNBEAM famous for MIXMASTER, IRONMASTER, Percolator, etc. Sunbeam Corporation, Chicago 50, Illinois 
FORM 9317- 











CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for ~ of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 

Send shipment for immediate offer. Our 

check coverin eywey in full mailed same 
brass trim, black and silver dial with raised day. Silver will be held intact awaiting your 
black numerals. “Classmate-9” is 7-jewel, 30- acceptance or rejection. 
hour alarm. Seth Thomas, Thomaston, Conn. oo oO cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 

Will also ct diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Mempbis 


Traveler alarm has genuine leather, solid 





Julius Goodman 
& Son 


Memphis Jewelers Since 1862 


The 888 “Transtimer” combines an eight- 
See ae ee See ae 113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
which runs three to five years on one battery. 
Built-in jack for personal listening attach- 
ments. $88. Emerson Radio, Jersey City. 





























Baroque eight mm cultured pearl set in 
filigree bell top with 15-inch rope chain. In 
gold filled or sterling. $2.95 (ret.). From 
S-K-L Co., Inc., 15 W. 47th St., New York. 


Here’s your chance to profit from the 
greatly ‘increased demand for Western 
motifs. This novel, eye catching assort- 
ment of Sterling or 14 Kt. Gold charms 

} effectively captures the spell of the Old 
West. Order through your wholesaler to- 


Eight-day musical clock plays every hour, diy pane 
cuckoos every half-hour. Hand carved from ~ ay ay. Catalog on request. 


Black Forest wood. $59.95 (ret.). From Henry 3 kad . 
Coehler Co., 101 Fifth Ave., New York. J. M. FISHER COMPANY, Attleboro, Mass. 
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FORM 9317-1 





iney te New... Theyre 






Out of a great old Swis 
the newest in — 
watch fashions 








One of Sunbeam’s newly introduced clocks, 
| this “occasional” has clear Plexiglas case which 
assumes color of surroundings. Gold-colored 
bezel accents brushed silver dial. $34.50 (ret.). 





Loe Hwc. « 
y Ng 





SLIDE IT OPEN... 


SLIDE IT CLOSED 


and the watch is | Key protector by Anson with patented 
AUTOMATIC: LLY | “twin-lock” action permits separation of ig- 
WOUND! nition or other important key. Free display 


accompanies order for six gold-plated and six 
rhodium-finished, to retail at $2.50 each. From 
your authorized distributor. 


J. HUNSPERGER & COMPANY =, 
_ LA CHAUX-DE-FONDS ® SWITZERLAND <9 
. (Available through your watch distributor) 


ee 2s eelenainid Oa die baie 











MIKIMOTO 


CULTURED PEARLS 


Heat-guard handle, non-drip spout, tubular 
lifetime heating unit and larger cold water 
pump are new features of 1958 Universal 
Coffeematics. In eight- and ten-cup sizes from 


$26.95, retail. 


K. MIKIMOTO & CO. LTD. 





2 WEST 46th ST... N.Y. ©. 36, N. Y. Arrow of diamonds runs through center 
JUDSON 6 6992-3 of 18 karat yellow gold ring. From Honora 
Jewelry Co., 42 W. 48th St., New York. 
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Yours to Profit By 





“Caprice,” 19-jewel Elgin ladies watch, 
comes in 10K white or natural rolled gold plate 
bezel with steel back. Choice of gold or rhodium 
raised semi-block figures, brown or grey cords. 
$49.95, retail. 





“Penthouse” keywound alarm clock stands 
3% inches high on short brass feet. Features 
luminous dial and hands, walnut case, quiet 
tick and bell alarm. $7.95 (ret.). From West- 
clox division of General Time Corp., LaSalle, 
Ill. 





Available in 14K white gold, this matched 
wedding ring set (No. T 252 and No. TL 252) 
is part of the new Fall line from Bridal Ring 
Co., Inc., 87 Nassau St., New York. 





Imported from Germany by P. R. Myers & 
Co. of Mamaroneck, N. Y., this electric coffee 
grinder has a clear plastic top, allowing the 
user to watch the high-powered motor grind 
the coffee beans to the desired density. 
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Original 
Designs 


ear clips exclusive 
bracelets patented 
etc. : ear-clip 


backs 


superb 
craftsman- 
ship 


Preformed Parts. tne. 


Peittelaiehisie mn abia 


OFF >" eR co 


FACTORY AND OFFICE 
520 Bedford Road 
Dis r N ’ 











ee ee ee 


TO RETAIL AT 








JEWEL BOX. 4 Swedine lined compert- 


ments. No. 2160 gold-stamped ‘‘Ear- 
rings and Things,’ in light bive, pink 
or white with gold. No. 2162 gold- 


stamped ‘‘Cufflinks and Things’’ in 


LEATHERS, INC. ton or black with gold. Indiv. boxed. 
1271 West 17th. St. ¥.Y.C. Dealer cost $7.20 Doz. FOB factory. 


aT ae eee 














$0% customers 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “QRIGINAL” 


TREASURE DOME :::' 


® NATIONALLY ADVERTISED © PROVEN SALES 
Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical ...an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding... cre- 


ate extra repair jobs.) $4 00 
AVAILABLE AT YOUR JOBBERS OR SUPPLY HOUSE . 
BEATTY MFG. CO., 7424 Santa Monica Bivd., Hollywood 46, Calif. KEYSTONE 





ORIGINAL 
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NEW! crom smith & smith 
“ALL STERLING” CIGAR BOXES 








#15 — The PRESIDENTIAL — $165.00 
9” long, 644” wide, 3%4” high. Holds 50 cigars. Mahogany lined. 
#16 — The MAJESTIC — $142.00 
9” long, 614” wide, 244” high. Holds 25 cigars. Mahogany lined. 


MAJESTIC HAS 
DOUBLE SALES ADVANTAGE 


#16 converts to a handsome Cigarette 
Box with removable partitions 


supplied. 


smith & smith 


All prices retail and include tax. NORTH ATTLEBORO, MASSACHUSETTS 
Subject to change without notice. | Manufacturers of Sterling Silver Boxes of elegance 











$4,692.00 IN ONE ORDER! 
AND WITH NO INVENTORY 
WHY 


FROM A BROCHURE? 


In the jewelry business today you need volume ... the kind of 
volume you get from the Gift Business. But you need an organized, 
PROVEN GIFT PLAN, if you are going to compete with premium 
and catalog houses. 





Select-A-Gift is such a plan. It’s working. It's making 
plus business for jewelers that they were passing up. 


Select-A-Gift PUTS YOU IN THE VOLUME GIFT BUSI- 
NESS WITHOUT A COSTLY INVENTORY. 


Select-A-Gift is a complete, workable, proven Gift Pian 
that includes: 

A Brochure for prospect mailing 

Gift selections Illustrated in FULL COLOR 

Engraved Gift Certificate 

Merchandise Sources 

. everything needed te put you in VOLUME GIFT BUSINESS. 

County Franchises Available 
Write or wire for complete Sample Kit of Materials and 
descriptive folder. Send $1.00 which will be refunded if 


Franchise is signed. Banking and satisfied customer refer- 
ences on request. 


SELECT-A-GIFT DIVISION 


NEUMANN BROTHERS 
325 HURON ST. TOLEDO 4, OHIO 
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They’re New... They’re 








Six transistor radio can fit in a man’s shirt 
pocket. New printed circuit has one diode, 
one varistor. “Standard F22” is $39.95 (ret.). 
From Polyrad Corp., 7 Arcadia, Cincinnati 2, 
Ohio. 





“Syncopation,” new General Electric-Tele- 
chron clock, features music box alarm. Fluted 
case of antique white encloses crystal motif 
framing a mauve dial. $16.95, retail. 





New KA-3 automatic movie camera has 
built-in exposure meter which automatically 
sets lens opening and prevents film exposure 
in inadequate light. Three lenses, two built-in 
filters. Keystone Camera Co., Hallet Sq., Bos- 
ton 24, Mass. 
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From a new collection of cordless electric 
wall clocks by Syroco, Inc., division of Syra- 
cuse Ornamental Co., Inc., Syracuse, N. Y., the 
“Garland” has a seven-jewel clock movement 
powered by a single battery that will last from 
12 to 15 months. 





“Regent” vacuum coffee maker unit has 
stainless steel filter and newly-designed lower 
bowl which can be used as a serving carafe. 
$8.95. Serving carafe, separately, $4.50. (Re- 
tail prices.) From Silex, Philadelphia 33, Pa. 





~ 


“Smoke Tote,” a miniature purse pouch 
with attached lighter, holds cigarettes, lip- 
stick, change. $3.95 (ret.), including lighter. 
From Rolfs, West Bend, Wisc. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 


14k oor Krames 


tructible 


Lill rep avelstualaiar 





onditionalls @iimimiiiiaas tO last rorever 


\ permanent portrait framed in 14k gold 


PHOTO SG L. er u RE INC, 


$2 \V\ est tNth Street ° Ne w York 36. N. » # 








Sold Direct to Jewelers 


Write for booklet — tells the 

“inside story” of 
illustrates spare parts compartment. 
Shows what to look for in 

a timer. Complete, thorough, interesting. 
Must reading for users of stopwotches. 





than a score of stopwatches ond 
chronographs for every timing purpose. 





Write for your copy todey ! 








Stopwatch of Split-Second Accuracy 
nae ae a oe ae oe oe 


mush Full information, catalog, wholesale price list 
and illustrated booklet. 





CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 f 


Name i 


« 
meEenanaeweaaaaaand 












State. 
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$30 


and get this 
attractive display 


verity<southall’s 


NEW 
"30-30" PLAN 


Get this handsome point-of- 
purchase display to spice your 
sales, with 6 sets of fastest sell- 
ing VS Pepper Mills retailing at 
$9.95 per set. All you pay is $30 
... the display piece costs you 
nothing! 


Send for your new 
VS catalog and 
"30-30" display now. 


CHICAGO ira A. Jones Co., 1546 Merchandise Mart 
S Bill Jones, Santa Fe Bidg., 2nd Unit 

HOW LOS ANGELES The Grant Jacoby Co., 527 W. 7th St. 
ROOMS NEW YORK Barbara Lewin, 225 Fifth Ave. 
SAN FRANCISCO Roger Cooper, 1355 Market St. 





f euly LATE LLL A LL 


1 LINCOLN AVENUE 
ALTADENA, CALIF 








MOVEMENTS & FIT-UPS 
for 8-Day & Grandmother clocks 


We manufacture a large range of 
movements, and fit-ups for clocks, 
watches, and barometers. These in- 
clude Marine, Strikes, Chimes, 
Alarms, etc. 


Manufacturers’ and dealers’ inquiries 
invited. 


SMITHS CLOCKS 
AND WATCHES LIMITED 


Famous for al/ Time 
45 W. 45th St., New York 36, N.Y. 
JUdson 2-3959 
West Coast Distributor: R. W. Holwick 
372 Se. Dos Camines Ave., Ventura, Calif. 











CHILDREN'S, LADIES’, MEN'S RINGS 
by ALBERTS and SON since 1908 





BOY'S 2388 6957 Amethyst- GIRL'S 2422 
Onyx 10K $13.50 K Pearl 14K $33.00 K synthetic rubies 
13.00 K 


Complete Line of Popular Priced 10K and 14K Rings and Jewelry 


Member of American Gem Society 


ALBERTS AND SON 85 Chestnut St, Newark 5, NJ. 

















They're New. . . They’re 


Designed for the teenage jewelry trade, 
14 karat gold pendants with cultured pearls 
or diamonds. From Heart O’ Romance, 62 W. 
47th St., New York. 


Salad set in heavy silver plated, 13%” long. 
Spoon has “Rat-Tail” feature. The pair $10; 
singly $5. Introduced by Gerity Gifts, Inc., 
225 Fifth Ave., New York. 


Diaper to dangle (from a charm bracelet) 
comes in sterling silver ($4.30 each) or 14K 
gold ($12 each). Keystone prices. Minimum 
order of three. From Laytan Jewelers, Inc., 
31 W. 47th St., New York. 


Twin leaves pin in hand-engraved Italian 
finish has diamonds set inside swirling leaf. 
Polished finish rims the border to provide con- 
trast. 18K gold, $375 keystone. From Erwin 
Pearl, 580 Fifth Ave., New York. 
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Yours to Profit By 





Fore! Golfers only. 14K gold putter, $190 
(ret.). Or in sterling silver with rhodium 
finish, $55. Balanced and weighted with a spe- 
cial hard alloy. From C. E. Probst, 15 Porter 
Rd., Maplewood, N. J. 





Doubled-headed rotary-powered shaver has 
push-button, flip-top feature for easy clean- 
ing. Complete with matching grey and white 
case, $24.95 (ret.). By Norelco from North 
American Philips Co., Inc. 








Diehl solid brass alarm clock has swivel 
feature, metal dial, luminous dots and hands, 
top alarm stop button. Exclusive distributors: 
Chronos Clock Corp., 141 Fifth Ave., New 
York. 





Rechargeable battery and miniature light 
bulb make the Ernest Borel “Flash” watch 
easy to read in dark. $97.50 (ret.). Distributed 
by Borel Watch Co., Kansas City, Mo. 
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EVANS CASE CO. 


Manufacturers 


North Attleboro, Massachusetts 


Fall Collection of Leading 
Fashion Accessories for Home 
and Personal Use on Display 


in Room 626 








Success 


Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 





Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 
make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 


There is a want-ad category for every need. 














THE SENSATIONALLY NEW 


LOCKET RING 


BRIDAL SET 


U. S. PATENTS PENDING 

@ Wedding band opens re- 
vealing area for engray- 
ing 

@ Variety of patterns avail- 


able through leading 
wholesalers 


PARAGON RING CO. § cis * 


MANUFACTURERS OF DIAMOND RING MOUNTINCS 
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ANSWERS TO JEWELERS’ COMPLAINTS 
(continued from page 146) 


to the jeweler and the jeweler alone! 

Years ago, there was great concern about the 
competition of the department store ... and then 
the supermarkets . .. and now the discount houses. 
These operations, in most cases, are here to stay. 
We can do our share by working instead of com- 
plaining and using every promotional technique 
that we all know so well. 


COMPLAINT NO. VII—“Why don’t you give me 
some specific suggestions as to how I can help my 
business ?”’ 

A—You offer services that your competition 
can’t offer. Why don’t you “talk-up” in all your 
advertising, including your windows and in your 
store, the fact that only you offer the guarantee 
to stand behind the products you sell! Tell every- 
one that you have spent a lifetime to learn your 
business and only you know everything there is 
to know about watches, diamonds, etc. Tell every- 
one that you offer a guarantee that you are 
equipped to stand behind! 

And you have other services that are not of- 
fered by most of your non-jewelry competition. 
Take credit facilities. Here lies the reason for 
much of our country’s progress—and yet many 


of us are not dramatizing the tremendous appeal 
of credit terms! 

Another great promotional idea available to you 
is trade-in. I have been told by several Jewelers 
that some form of trade-in accounts for 60 per 
cent of their entire watch business, yet, too many 
of us are not capitalizing on this old, but tried 
and tested sale formula. 

You perform other services such as giftwrap- 
ping and expert repairs. Sure, it’s going to be a 
little more work to take full advantage of all your 
distinctive services—but it is well worth while. 

Not too long ago an editorial in one of the ad- 
vertising magazines attacked most jewelers as 
discount operations. This reference annoyed me 
and I wrote the following letter of rebuttal: 

“One of the great and important champions of 
selling is the jeweler of America. He represents 
one of the last great citadels of creative selling 
for he uses every technique of promotional adver- 
tising, yes, even of retail showmanship—actually 
to create sales where they did not exist before. 
Within these stores the trained retail salesman is 
not just an order-taker for pre-sold merchandise, 
but performs vital selling functions by providing 
expert guidance for customers making lifetime 
investments in diamonds, silverware, watches, 
etc.” 

Nevertheless, it is a fact that our industry has 





AW. WEINGROD 


GRUEN 
WATCH 
COMPANY 


Join Hands in Proud Association 


We are proud to be a part of this realistic plan. 


Gruen Guild Watch Line... and details on how 


May we ask you to hold your Fall Watch Buying _ you, too, can benefit and prosper with the Gruen 
until we have an opportunity to present the new Guild. 


M1. Weingrod Co. 


S23 N. SECOND STREET e 
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lost a lot of ground in not keeping pace with the 
changing economy—and certainly a loss in the art 
of creative selling. 

What is wrong? The problems that many have 
placed on the shoulders of retail jewelers must 
be shared by every manufacturer, supplier, whole- 
saler and advertising and promotion man who 
makes a dollar from the jewelry industry! Every 
one of us is responsible for what has happened 
today because there has been too little leadership 
or direction from the largest companies on down. 

Fortunately, it is not too late if every branch 
of the trade will work together with foresight and 
conviction to move ahead. We have the people 
and the organization. Let’s open new markets 
with new products and new ideas. Let’s not fear 
to pioneer and develop new frontiers for the bene- 
fit of everyone. 


Challenge for Salesmanship 


Let us acknowledge that business has been bad 
in the past, yet we have always come out of it— 
soaring to new heights of prosperity. We need 
only look to the tremendous prospects for the 
future to gain the confidence and courage we need 
to move ahead. In the meantime, let’s not lose the 
aggressive enthusiasm that has made the jeweler 
the master of the creative selling technique. We 
must rise out of our mental “recession rut” and 
start advertising and promoting more! We must 
arouse our salespeople—create a stronger sales- 
spirit—generate a dramatic sales-atmosphere. 

Here is a challenge! What are we going to do 
about it? 2 ee 








Can you guess what 
this store looks like now? 


Se 


Yes, this shows the old Desjardins store, 104 Han- 
over St., Manchester, N. H., as it looked in Sep- 
tember 1951. For an eye-opening contrast with 
‘“Modern—1958,” turn to pages 110-113 and a 
photo tour through the new establishment at 
1069 Elm St. 
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TAGS 7 


JOA 


a4 


PLASTIC 

IN ALL COLORS 

PARCHMENT 
PLAIN or PRINTED 


mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 


vo TONE TAPERED 7, 
: WD; 








cs 


Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT's exceptionally high quality . . . in new 
tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 

on NORDT's ductile seamless wedding bands . . . 
and best of all, NORDT works with you on price 
and service to make your profit high. 


| Call on NORDT for the greatest variety of 
traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 
karat quality. 





JOHN. 


me 
G 10/4 
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STERLING 


STERLING SILVER TABLEWARE 


'DIis di alonah’4-sam ol-t- te hahael mele leolbhaleolal— 


to the silver service of any home. 


The extensive line of Sterling 
Silver tableware by Webster 
possesses the powerful sales 


appeal of ever-popular Sterling. 


Backed by 89 years of 
successful Silverware design 


and. manufacture, Webster proves 


orevandialer-tih am der-aam’2e)6me-tale mma \2010) a 


customers profit with Webster. 


Let your Webster representative 
supply you with the entire 
Webster “story.” 








BABY GOODS + DRESSERWARE + HOLLOWARE . NOVELTIES «+ 








WEBSTER SILVERSMITHS 
North Attleboro, Mass. 


SALES OFFICES 


Haverhill, Mass. Chicago, Ill. 

New York City, N. Y. Dallas, Texas 

Spartanburg, S. C. Berkeley, Calif. 
TABLEWARE 





Table top 


“Candlelight,” new china dinnerware pattern 
with white overlay florals on celadon green border: 
5-pe. setting retails for $18.95. It is from Syra- 
cuse China Corp., Syracuse, N. Y. 


“* 
22". Soe 


So 
; Py, Mee 


a 


. yy 


New “Acacia” pattern in Franciscan Master- 
piece china shows golden sprays of acacia on buff 
rim; 5-pe. setting retails for $22.75. By Gladding, 


McBean & Co., Los Angeles, Cal. 


In Arzberg china from Bavaria is this new 
“Fern Garden” pattern in tones of green, yellow, 
red; 5-pe. setting retails for $10.95. From H. E. 
Lauffer & Co., Inc., of New York. 
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fashions 


“Cobalt Rose” decoration appears on china from 
Schumann, in Bavaria, done in deep blue on em- 
bossed shape; 5-pc. setting, $10 retail. Sold by 
Ebeling & Reuss Co., of Philadelphia. 


Handsomely modeled “Aigle” bowl in heavy 
crystal made by hand in the Daum factory in 
France; 13 in. in diameter, retail $25. Sold by 
Intercontinental Distributors, Inc., New York. 


For a cooling punch or massive salad, this Spode 
Imperial bowl, embossed with primulas. It is 12 
in. in diameter and retails for $13.50. Stocked by 
Copeland & Thompson, Inc., New York. 





ea am =THE DESIGN 
IS_Hil-FI 
THE PRICE 

IS $99.95 


MODEL 1970 A VALUE LEADER — 
HAS PRICE AND BUILT-IN QUALITY 


Here’s the answer to a mass-market need — a high fidelity 
tape recorder with an under $100 price tag. You just can’t 
beat the Telectro 1970 for sales appeal. Single-knob con- 
trol makes operation so easy. Two speeds for every record- 
ing need. 5-Watts of power output to make low-level listen- 
ing pleasurable. Two speakers for full range response. Tone 
controls that easily adjust to suit your listening pleasure. 
All neatly packaged in a durable leather-grained case, 


featuring the distinctive styling of the new Telectro look. 


MORE VALUE THAN 
EVER BEFORE! 


e 2-speed Versatil- 
ity — 334 ips for 
extra’ play and 
7% ips for that 
added fidelity 
Full range Woofer 
and Tweeter Re- 
production 
Fast Wind — Fast 
Rewind Switch 


Playing Time 
Takes up to 7” 
reels 

5-watts Power 


pu 
Lightweight — 
Weighs only 19 
pounds 


Telectro 1970 comes 
complete with 1 
hour tape on 7” 
reel, take-up reel 
and quality micro- 
hone. To sell in 


olume at just — 
$99.95. 


5 MATCHLESS MODELS FOR EVERY BUYER, products of TELECTROSONIC CORPORATION 
... EVERY BUDGET! 35-18 - 37th Street, Long Isiand City 1, N. Y. « RAvenswood 1-2200 
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‘Table-top 


“Virginia” pattern in Franconia china from 
Bavaria, done in pastel colors accented with nar- 
row blue band; 5-pce. setting $7.95 retail. Sold by 
Herman C. Kupper, Inc., of New York. 


Paul Revere bowl in Val St. Lambert crystal 
from Belgium, 814-in. wide, copper-wheel engrav- 
ing filled in with 22K gold; retail $40. From 


Jackson Internationale, of New York. 


Blue-green blossoms on the rim of classic shape 
in china dinnerware is this “Laserre” with gold 
edge line; 5-pc. setting retails at $19.95. From 
Haviland & Co., Inc., New York. 
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One from new group of English “Toby” jugs is 
this smiling “Mine Host” model; it is made in 
two sizes, 7 in. to retail for $12.50; 3% in., for 
$6. From Doulton & Co., Inc., New York. 


From Sweden, old-fashioned glass with clip-on 
handle in plastic-coated spring steel; capacity 914 
oz. For $1.80 each; without handle, for $1.60. 
Gilbeyglasses, Ltd., New York. 


‘“Wistaria,” new decoration by Belle Kogan, 
shows flowers on frosted glass salad set, $7 retail. 
Bowl, fork, spoon, shakers and cruets included. 


Washington Co., Washington, Pa. 





An Invitation to 


CO 


silverware 


CORONET — the mod- 
ern magazine for today’s 
busy, active reader — 


has more than 13 million readers 
stays in the average home 5 months 
has a sensational sales record 


can move silverware for you! 


THE INTERNATIONAL SILVER COMPANY 
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International Sterling Dealers 


participate in the biggest 


advertisement ever run 


Come... Join Our 
Christmas Celebration 
in the pages of 
Coronet Magazine! 


13 Million Customers will have the 
chance to see 14 pages of Christ- 
mas Gifts in the December issue 


(Newsstand date: November 18) 


Complete catalog of gifts for every 
member of the family. Such a wide, 
wonderful selection — there's a gift 


for every taste, every purse. 


Includes sterling, silverplate, stain- 
less flatware and holloware — plus 


our exciting new line of pewter! 


16 Page Gift Catalog 
For Your Mailing 


| 
me ; te is Vj 
Fine Prot oem. con™ 
mer 


Learn how you may obtain these 


attractive gift catalogs — free! See 


Visit us at the New York Jewelry Trade Show 


Sert Room Waldorf-Astoria Hotel your International Silver Company 
> 
August 10-]4 representative, or write directly to 


Sample gift catalogs — complete information the Advertising Department, The 


will be available International Silver Company, 


Meriden, Conn. 


Meriden, Connecticut @ The Silver City 
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Time saved—a real plus at Christmas—is one thing customers see in a handsome package all ready to give. 


Does free gift wrapping pay? 


Customers count on those beautifully wrapped, 
ready-to-give gifts they purchase at Marcus’s 
... It’s a simple plus-service that means money 
in the till from busy women and from men who 
shun “doing up” presents 


® CUSTOMER SERVICE can be a variety of things— 
bridal registry, free delivery, free mailing. With 
this firm it’s gift wrapping—a “plus service,” 
they say, “that requires no complicated know-how 
but is something any jeweler can do.” 

Gift-wrap even a $3 purchase? 

“Yes, we find it’s good business,” say Marcus 
Jewelers. “It’s the sort of special service that not 
only brings customers in but keeps them coming 
back. Don’t forget, a small sale one day— if the 


’ 


customer is really pleased—leads to a bigger sale 
some other day.” 

Bow-tying machines are used in each of the 
Marcus stores in Ridgewood, Rutherford and 
Westfield, N. J. The Marcus people build up an 
inventory of pull-out hanks in a variety of colors. 
Then, as each package is wrapped, it’s a matter 
of seconds to fluff the hanks into bows. The ma- 
chines can make bows of many sizes, but to keep 
the operation simple at Marcus, only one size is 
made, varied effects being created with different 
applications. For the extra-large package, two 
pompons; for the ring box, a fluffy bow atop. All 
store personnel can do the gift wrapping, but it 
usually turns out that one individual has a special 
knack for the work and so she does most of it. 


For most gift purchases, the Marcus stores use 
(please turn to page 194) 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 





VARIETY 
FOR z'6 


JEWELERS 


In our showrooms an almost never 
ending selection of top quality im- 


ports to satisfy your every need. 


FINE CHINA DINNERWARE 
GLASSWARE 
STEMW ARE 
CERAMICS 


ACCESSORIES. 


Imported from ENGLAND, GERMANY, 
SWEDEN, AUSTRIA. 


All from ONE SOURCE shipped from 
Philadelphia, Pa., or Pasadena, Calif. 


We cordially invite your visit. 


EBELING & REUSS CO. 


Established 1886 


Main Office: Fifth & Locust Sts., Philadelphia 6, Pa. 


Showrooms: 
NEW YORK 10 PHILADELPHIA 6 
225 Fifth Avenue 5th & Locust Sts. 
CHICAGO & LOS ANGELES 1/4 
1557 Merchandise Mart 527 West 7th Street 


DALLAS |, Merchandise Mart 
Warehouses: Philadelphia, Pa. & Pasadena, Calif. 
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FREE GIFT-WRAPPING (from page 192) 


a white-and-silver paper with a small floral de- 
sign. For bridal gifts, they use a rich silvery 
paper; and for Christmas they offer a choice of 
red-and-gold or silver-and-blue. These four paper 
designs, all in 24-inch widths, are decked with 
ribbons of various colors so each package has a 
custom look. For example: wedding—white satin- 
tone; baby—blue or pink; masculine—brown or 
gold; general—rose or turquoise; birthday— 
medium blue or fuchsia; Easter—lavender and 
gold; anniversary—any color, but certainly silver 
for the 25th and gold for the 50th. 

Every Marcus advertisement contains the re- 
minder: “Gifts beautifully wrapped and delivered 
anywhere at no extra cost to you.” Mailing car- 
tons protect the perky bows. 

“Gift wrapping definitely does pay off for us,” 
say the Marcus people. “And we believe the 
reason to be this: We don’t give just routine gift 
wrapping. We make each package a glamorous 
creation.” 


Top: Bow machine rolls ribbon hanks of the right size. 
In slack moments, Marcus people build up inventories of 
pull-out hanks in a variety of colors for quick use. 


Takes only seconds to fluff out a pompon. 


Center: Looks like a million, in tasteful wrappings, 
whether it cost $3 or $300. Word gets around that a 
package from Marcus has distinction. Salespeople learn 


how to wrap, enjoy seeing customers’ pleasure. 


Bottom: Christmas customers have a choice of red-and- 


gold or silver-and-blue paper and bows. Bows of same 


size—for rings or platters—speed wrapping operation. 


Two pompons go on larger boxes. i 


PHOTOS COURTESY OF CHICAGO PRINTED STRING CO. 














New From 


frostoria 





“HARVEST BOUNTY” 
Promotion 


plus two exciting new melamine patterns 





NEW 
“Country | 
Garden 


ers in 


gull color: 


cup and fruit dish 





NEW 
“Golden 

Twilight” 

_ pattern in 9° 


sawn; faw® our 
¢ dish 


’ 


and . 
and fru! 


Special October Promotion — a harvest 
of dinnerware profits! It’s the Fostoria 
“Harvest Bounty” promotion . . . a special 
price promotion on prepacked sets to 
help your customers become familiar with 
the exciting styling and quality of new 
Fostoria break-resistant dinnerware. All 
Fostoria dinnerware patterns are included. 
Backed by National Advertising Support. 
Full-color ad in October Ladies’ Home 


with Fashion Flair styling! 


ra, 


Journal shows six Fostoria patterns (in- 
cluding two new ones) in full color. 
Explains “Harvest Bounty” theme and 
dollar savings. Merchandising kit with 
display material, ad suggestions, etc., will 
be sent to all Fostoria melamine dealers. 
Backed by 2 New Patterns. Youll be 
proud to sell these two new Fostoria 
patterns in your dinnerware department. 
Their Fashion Flair styling and quality can 


SOLD ONLY IN FINE DINNERWARE DEPARTMENTS! 
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reflect only to your credit . . . and sales, 


Take Advantage of this special introduc- 
tory offer. Plan now to tie-in your window 
and table displays, your own local adver- 
tising. Ask your Fostoria representative 
for full details. Fostoria Glass Company, 
Moundsville, West Virginia. 





Fostoria 












China 
Glass & 


Giftwares 


by MADELINE LOVE 


tableware. No one knows this better than 

the jeweler. It is he (among other retailers 
in the high-quality merchandise business) who 
must answer questions about new materials, new 
sources, new ideas. For instance, the customer 
who buys the plastic (melamine) dinnerware un- 
questioningly in the department store will ask the 
jeweler for information about the quality, dura- 
bility and correctness of this fascinating new ma- 
terial. 

The jeweler is still meeting similar problems in 
regard to stainless steel. Is it a socially acceptable 
tableware item? Does a table set with stainless 
steel flatware and plastic dinnerware meet a jew- 
elry store’s standards of good taste? 

We know what the answer would have been 
just a few years ago. Families all over the coun- 
try happily used these labor-saving, time-saving 
materials ; but they thought of them only in terms 
of picnics or eating in the kitchen. 

Not now. Both types of tableware have moved 
right into the dining room—stainless steel first; 
then melamine. Various factors have contributed 
to this. Some of the best names in silverware 
manufacture got behind stainless steel, improving 
its quality and design so that it could compete 
with the imported ware which originally set the 
“dining-room” standard. 

In the past couple of years, melamine dinner- 
ware has followed much the same path. Good de- 
signers have been set to work, and some impor- 
tant names in the dinnerware, glassware and 
silverware fields have interested themselves in its 
development. 

What is the role of the jeweler in all of this? 
We believe that he should keep in step with mod- 
ern trends and offer his customers soundly-de- 
signed stainless and melamine. Not, most em- 
phatically, that we believe fine china, fine crystal 
and fine silver can ever be replaced by these ma- 


Viz CHANGES are taking place these days in 
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terials. They are too beautiful, too deeply en- 
trenched in public respect and affection to give 
way to such substitutes. 

But we are sure that there is a place for both 
types of tableware in every home. And we see 
no reason why the jeweler should step back and 
permit sales of good-quality stainless and mela- 
mine to go to the department store. He can offer 
both china and melamine, silver and stainless to 
his customers and still hold his prestige high. 


Sap eee ae ., 
FA te 

HE CHIEF DESIGNER for Royal Doulton, J. Rus- 

sell Price, presents Mrs. G. M. D. Kelly, of 
Natchez, Miss., with 12 place settings in Doulton’s 
“Melrose” pattern. This design was inspired 
by the architecture of Mrs. Kelly’s home, which 
dates back to 1845 and is one of the houses open 
to public view during the Natchez Pilgrimage 
each spring. In the background of the picture 
appears Joseph F. Dixon, owner of Dixon’s jew- 
elry store in Natchez, and at the right of Mr. 
Price is H. F. Watkins, mayor of Natchez. Others 
are members of the Natchez Garden Clup. 

On the same day, Mr. Price also presented 12 
place settings to the owner of another ante-bellum 
home. Mrs. William Kendall, owner of “Mon- 
teigne,” received china in Doulton’s pattern of 
that same name. The Pilgrimage is visited by 
thousands of people each year, so the china will 
be widely viewed in these homes’ dining rooms. 


ings VALLEE, who has been with Josiah Wedg- 
wood & Sons, Inc., since 1930, and for the 
past 11 years has been vice-president and sales 
manager, has retired. Elected vice-president is 
Robert Bein, who joined Wedgwood a year ago 
as general manager. Ross Davis, who comes to 
the firm after five years with a steel company 
in New Jersey, has been made general sales man- 
ager for the United States. Hensleigh C. Wedg- 
wood is president of the company. 


ARL J. KJORLEIN, executive vice-president of 
Lenox Plastics, Inc., describes the new line 

of Branchell melamine dinnerware, just intro- 
duced, as geared to the concept that melamine re- 


quires designs created especially for it and “that 
(please turn page) 
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<> Feather Flair 





FEATHER FLarr, in mist gray with platinum-edged 
rim, is one of a new group of outstanding Baronet 
patterns available for immediate delivery. 5-piece 
settings to retail at about $8.95 (slightly higher 
in West). 


EXCLUSIVE U.S.A. REPRESENTATIVE 


FISHER, BRUCE & CO. 


221 Market St., Philadelphia 6, Pa. ¢ 1107 
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on the CATHAY shape Ly BARONE: ZL 


Now and then a particular pattern captures public taste and is swept along 
on a wave of success. Such has been the good fortune of FEATHER FLain— 
fine contemporary china harmonious with both modern and _ traditional 
settings. Get your share of profit from FEATHER FLaAIR’s popularity. Order 
nationally advertised FEATHER FLAIR now! 


See FEATHER FiLatr by Baronet—and other exclusive lines of fine china and 
earthenware—in our display at the Chicago Gift Show, Rooms 890 and 891, 
The Palmer House, August 3-14. Orrefors Crystal will be exhibited in 
Room 840. 





Broadway, New York 10, N.Y. ¢ Merchandise Mart, Los Angeles 14, Calif. 
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THE FINE ENGLISH 
DINNERWARE 


Spode 


Coffee Pot in Fleur de Lis 


Fleur de Lis 
Brown or Blue 
in Earthenware 


Fleur de Lis 
Gray with 
Platinum edge 
in Bone China 


The extra pieces that Spode makes mean extra 
sales to every one of your Spode customers. 


Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 





FRANCONIA CHINA 


One of Europe’s Finest 
“DELPHINE" 


A lovely halo of Forget-me-nots and leaves accented with fleurette 
clusters in a delicate two-tone blending of Delphinium Blue on pure 
white translucent china in the exquisite Louis XV shape deftly banded 
with Platinum. 


5-pc. Place Setting with 1034" dinner plate: $13.00 Retail (slightly 
higher south & west) 


¢ AT THE NEW YORK GIFT SHOW 
Trade Show Bidg. * Room 642 
August 24-29 


HERMAN C. KUPPER, INC. 
39-41 West 23rd St., New York 10, N. Y. 











CHINA, GLASS & GIFTWARES (contd. from page 196) 


potential melamine customers are not looking for 
fine china designs on plastic.” Five new patterns 
and four new colors are included in the line. 
Lenox has discontinued the Color Flyte, Royale 
and Prestige lines, formerly marketed by the 
Branchell Co., but will continue the Golden Har- 
vest line. Dealer requirements in the first three 
designs will be met until next January. 


HEODORE HAVILAND II, president of Haviland 

& Co., Inc., has announced the formation of a 
new agency division, representing an expansion 
of Haviland imports featuring brands other than 
those produced under the Haviland name. A 
separate sales organization is being developed to 
service the new division. The first major line to 
be included is Ridgway Potteries, Ltd., of Ash 
Hall, Staffordshire, a leading British producer 
of earthenware. A particular feature of this line 
is the “Old English” underglaze print series. 

News from Haviland, too, is the issuance of 
a new pattern book. Pocket-sized, the spiral- 
bound book shows in color all of the active pat- 
terns in both Haviland china and Riviera Casuals, 
together with price lists and shipping informa- 


HIS IS A VIEW of a part of the handsome show- 

rooms recently opened at 225 Fifth Ave., N. Y., 
to house the combined lines of M. Wille, Inc., and 
Georges Briard Designs. A luminous ceiling sheds 
an even light over the displays and background, 
which include walls of Italian cremo marble, Shiki 
silk, or glasscloth, with gold-foil wallpaper cover- 
ing a center divider. There are also walnut- 
paneled walls and columns. White formica is used 
extensively for display and conference tables. The 
lines shown, all designed by Mr. Briard, include 
those made by the Glass Guild, English Silver, 
Peerless Art, H. J. Stotter and M. Wille. The 
showrooms were formally opened with a cham- 
pagne party early in July. 


DDITIONAL EXHIBITS at the Boston Gift Show 

to be held Sept. 1 to 5, at the Statler Hotel, 

will be on display at the First Corps, Cadet 
Armory, just across the street from the hotel. 
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#4555 Plate, 
obout $15.00 retail 


do SH it 


Silver City Sterling on Crystal will catch 
your eye at ali tne snows... just as if will 
catch your customers eyes when you display it. 


Its patterned to be shown 


o]alem el aiel-le mn femny-) 
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SILVER CITY GLASS CO., INC., MERIDEN, CONN. 





SAN FRANCISCO 
San Francisco Gift 
Show, Room 274, 
Merchandise Mart 
August 3-6 


CHICAGO 
Chicago Gift Show 
Spaces 109 & 110 

Illinois Room, 
LaSalle Hotel 
August 3-14 


NEW YORK 
National Retail 
Jewelers’ Convention 
Spaces 205 & 206, 
Waldorf-Astoria Hotel 
August 10-14 






SEATTLE 
Seattle Gift Show 
Room 226, 
Olympic Hotel 
August 17-20 









MINNEAPOLIS 
Minneapolis Gift 
Show, Booth 484, 
Hotel Dyckman 
August 24-27 


BOSTON 
Boston Gift Show 
Room 566, 
Parker House 





Aug. 31-Sept. 4 


DALLAS 
Original Dallas 
Gift Show 


Spaces 619-621, 
Memorial Auditorium 
Aug. 31-Sept. 4 
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. A BARGAIN OFFER on Pictorial’s Popular 


Here it is. . 
Folding Box Assortment at a sensationally low price. Here is 
a real opportunity to obtain all your packaging needs in one 
shipment of 2 containers — 385 Folders in one piece and 2 
piece styles — weighing approximately 90 lbs. 


LOOK WHAT YOU GET! 
No. 77 ASSORTMENT 


@ 40 each 4x4x4, 6x6x6, 10x4x4, 5x5x3, 7x7x4 
@ 25 each 8x8x8, 10x7x7, 9x9x5, Ilxllx2 

@ 15 — llxllx7 @ 30 — 7x5x4 

Just right for gift and Jewelry store items, hollow ware, china, 


ceramics, statuary, clocks, leather goods and most everything 
you sell. Choice of white or gray stripe design. Use coupon 


below. yse QRDER COUPON BELOW 


PICTORIAL PAPER PACKAGE CORP. 


232 SO. LAKE ST. AURORA, ILL. 
15116 MERCHANDISE MART CHICAGO, ILL. 


Please Send Special Asst. No. 77, 385 FOLDING BOXES 


i 
, 
0 ALL WHITE (Reg. $42.10) RARER ARS a $39.00 |! 
' 1 GRAY STRIPE (Reg. $45.70) SPECIAL .......... $42.00 
} FN nn Lue huawei dee eases ' 
a i ne ne es ewbd scdutinlensan i 

i 
] Tne ie a dds wera taeeae ' 
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Ma ai ici aes Sens’ bcnkscqulo auih tevin Leadtbasisieiaiaitaiaaas mshi ties Maapidiieiliae eaatiats Cait a all ae ale 


S 

















This offers 75 more booths, says the George F. 
Little Management, directors of the show. 


MONG ANNOUNCED DATES for next spring’s gift 
shows are these: Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Tex., Feb. 22 to 26; Den- 
ver Gift & Jewelry Show, Hotel Albany, March 
8 to 11. 


Lapin RHEINFRANK, manager of retail sales 
for Libbey Glass, has been named to the new 
post of central regional sales manager. His former 
post is being taken over by Jack M. McCullough, 
eastern regional sales manager. 





begem RIVERA, of Britton’s jewelry store in Mc- 
Allen, Tex., is given tickets for a trip for 
two to Bermuda as winner of the Syracuse China 
Corp.’s nationwide salesclerk contest held during 
the spring. Thomas I. Wells, sales manager of 
the Syracuse dinnerware division, makes the pres- 
entation while Mr. Britton, store owner, looks on. 


“PRE-SHOW PREVIEW” of the site for next 

January's Atlantic City China and Glass 
Show was staged early in July by the George 
Little Management, which is operating the ex- 
hibit. Members of the trade press were taken to 
Atlantic City by bus and entertained at luncheon 
at the Ambassador Hotel. This was followed by 
an inspection of Convention Hall, where the Show 
will be held and where, at the moment, the Na- 
tional Housewares Exhibit was going on. A cock- 
tail party at the Shelburne Hotel concluded the 
visit. 











Jeweler and office supplier cooperate 


The O. M. Nelson & Son, Inc., jewelers since 
1882 in Madison, Wis., recently lent a helping 
hand to a fellow merchant. 

An office-supply firm wished to make an effec- 
tive window display of quality metal card tables 
and chairs. The Nelson store decorated one of 
the tables with a setting of Lenox china, Hawkes 
crystal and Towle silverware. 

The window attracted much attention, and a 
card gave Nelson credit for the setting. 
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PERIDOT (continued from page 142) 


casional sale, than to say nothing and lose a 
regular customer. The fragility of peridot makes 
“synthetic peridot” (a man-made spinel) all the 
more attractive. The latter is colorful, brilliant 
and hard. Since one cannot be certain which 
minerals Pliny and Nicols call variously topaz, 
peridot, and chrysoprase, one can presume that 
the mystic powers do not cling too closely to any 
of the stones, and so might easily be transferred 
or extended to include the synthetic equivalent, to 
everyone’s benefit. 

According to Nicols, chrysolite and topaz had 
been interchanged, a mistake he corrects, and his 
topaz is probably our topaz, either the precious 
or quartz variety. He accurately describes chrys- 
olite as a “transparent gemme of diluted green 
color which seemeth to have some yellowness 
added to it.”” When it has this hue, it is then said 
to be called chrysopatius and the mother of the 
smaragde (emerald). There can be no question 
that this describes peridot; and peridot must be 
the stone which the ancients called topaz. 

No description of peridot would be complete 
without a word about one astonishing medieval 
superstition: it loses its glory when placed on a 
table with poison, and recovers its brilliance when 


the poison is removed. What a business Floren- 
tine jewelers must have done in peridots among 
the intimates of the Borgias! Its powers were also 
said to wax and wane with the moon’s stages 
(“My dear, I never lunch with dear Cousin 
Lucrezia at this time of the month!) a belief 
we can possibly relate to the other stories of the 
means used to locate stones on the mystic island. 
It was said that they were sought by night, when 
they glowed. Their location was marked then 
and the miners returned the next day to recover 
them. 

To summarize: True peridot is not one of the 
durable stones; it is risky in rings. The synthetic 
is a better choice for a stone that may be given 
hard wear. In occasional wear, peridots are no 
more susceptible to damage than many jewelry 
stones. The color of small stones is rather pale; 
hence stones of five carats and upwards are much 
more attractive than little ones. At present the 
supply of peridots is fairly good. When St. John’s 
island was the sole source of large stones, prices 
changed from year to year. Now, a good many 
large stones come from Burma and the price has 
fallen to the vicinity of $10 a carat at the whole- 
sale level. The Burmese stones have an excellent 
hue, but are not quite so clear as the Egyptian. 

A final caution about terminology is in order. 








Bertson House exclusives 
for prestige and profit 








Our famous Christmas Tree Crysal. Retail prices 
per dozen: Skyball, $16.50; Hiball and Old Fash- 
ioned, $15; Double Old-Fashioned, $18.50; Wine 
or Cocktail, $21. Shaker, $7.50 each: Martini 


Mixer and Stirrer, $6. 


All available for immediate 
delivery from open stock 
f.o.b. our New York Ware- 
house. 








Our Christmas Tree Complete Din- 
nerwore. Retail place setting $7.54. 


“Gulli® by Skrufs of Sweden. 
Retail—dozen: $13.20—clear: $15 
—smoke, gold, blue. 


BERTSON HOUSE LTD. 


212 Fifth Avenue at 26th Street, New York 10, N. Y. 


Room 2003-4 ... MU 3-7319 
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A Supreme Expression of 
Prestige and Quality 


There's no finer box for your products! 
The Silver and White combination 
enhances every gift and adds to your 
store identification. Remember .. . 
Lindley offers a complete package line— 
every size for every need! 


BUY EARLY—BUY RIGHT— 
BUY LINDLEY Silver Supreme 
for the coming Holiday Season. 


“OVER HALF A CENTURY 
OF UNSURPASSED 
QUALITY AND SERVICE.” 
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Division Federal Paper Board Company, Inc. 








You Ll sell more 
ORE 


Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 3 
Leather Goods | & 


Write for 
details 


You can RENT a Kingsley 
Machine for only 21¢ a day! 


KINGSLEY MACHINES 


850 Cahuenga Boulevard, Hollywood 38, California 
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Olivine is the geologist’s name for peridot, but 
the jeweler also uses this name at times. How 
the trade came to apply it to small demantoid 
garnets, stones that are many times more costly 
than peridots (and also fiery and brilliant), is a 
mystery. Just remember, however, that certain 
so-called “olivines” are not peridots, so don’t look 
for anything on them til January, when this de- 
partment will discuss garnets. i 














BOOST DIAMOND SALES 
(continued from page 150) 

We all know that there’s a great deal of senti-« 
ment attached to that first engagement and 
wedding ring, just as there’s sentiment attached 
to the first car, house, or whatever two people 
begin wedded life with. But the love of show, 
you'll find, is frequently stronger than sentiment. 
When a woman sees that her diamond can look 
much larger by merely remounting, she’ll be in- 
clined to go along. 

You can lure those old mountings into your 
store by offering to clean them. And while Oper- 
ation Ring-shine is going on, the woman is looking 
at a show case full of beautiful new semi-mounted 
rings. (If you show just blanks, you sell just 
blanks; show diamonds, and you’ll sell diamonds.) 
During the cleaning process, you have what 
amounts to a captive audience for promoting new 
mountings—or new stones. If sentiment holds 
her back, suggest that the old wedding ring be 
set in a disc charm to dangle from a bracelet. 


10. Promote what you have to offer! Don’t be 
modest. Get together with other retail jewelers 
of your vicinity and pool ideas on what you can 
offer that discount and catalogue houses cannot: 
services such as wide selection, sizing, wrapping, 
etc.—and integrity. That’s one thing we can no 
more afford to lose than can doctors. We must 
make ourselves known as honest merchants. 

Once you’ve decided what you have to offer, 
tell your customers, friends and the community. 
Tell them that you give as much value as anyone 
else, if not more—plus! 

You have many strong assets. It just remains 
for you to use them. Zae 


No proximate cause! 


A customer brought a watch to Waits Jewelers 
on East Fourth Street in Santa Ana, Calif., to have 
it repaired. Mr. Waits removed the case. 

“This is full of dust, sand and lint,” he said. “I 
never saw a watch so full of foreign particles.” 

The customer gaped. “I wonder how that could 
have got in,” he said. 

“What kind of work do you do?” asked Mr. Waits. 

“TI sweep floors.” | 
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New! “CELESTE” by Kind Wrtuler 


Pattern which topped all others in extensive 
consumer tests will be heavily promoted 





Celeste is a winner! In tests against all comers, it has consistently 
come out on top—and this Fall we will support it with the heavi- 
est promotion ever put behind a Royal Worcester pattern. 
Full-Page, 4-Color Ads in House Beautiful, House and Garden 
and Bride’s Magazine 

For all franchised Royal Worcester dealers: 
Free Display-Merchandiser with Photoand Story for your local use. 
10-inch dinner plate included. Free supply of handsome 4-color 
Free Newspaper Mats, Publicity pattern pamphlets. 





DISPLAY UNIT includes 10-inch Celeste For details regarding franchise in your city, write, wire or phone 
dinner plate and provides for display of match- THE WORCESTER ROYAL PORCELAIN CO., INC. 
ing silver pattern. 11 EAST 26th STREET, NEW YORK 10, N. Y. 

Celeste 5-pe. place setting retails for 21.75 FINEST ENGLISH BONE CHINA SINCE 1751 
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ADDITIONAL WATCH RESEARCH WILL BE FINANCED BY WATCHMAKERS OF SWITZERLAND. The Swiss 
produced an enormous amount of facts and figures in studies made last year. 
Now they are engaging an organization of business consultants for a com- 
prehensive program of market research and analysis. Project will help 
jewelers expand sale of jeweled-levers. 

NEW MEASUREMENTS OF THE JEWELRY INDUSTRY ARE COMING FROM WASHINGTON. Bureau of 
Census early next year will conduct censuses of business and manufactures, 
covering store and factory operations during 1958. Last similar government 
Statistics cover 1954. 

JAPANESE GOVERNMENT IS TRYING TO DISCOURAGE NIPPON'S DESIGN-PIRATES. Official 
exhibit showed 70 imitations, including flatware, fountain pens, cameras, 
movie projectors. A poster warned: "Piracy injures Japan's international 
prestige, causes boycott of Japanese goods, and makes Japanese designers 
lose interest in making creative efforts." 

BULOVA IS DEVELOPING AN ELECTRONIC WATCH, President John H. Ballard disclosed in 
annual report. This watch, he said, "will for the first time harness 
electronics to produce accuracy to surpass any mechanically energized 
watch, whether powered by spring or battery. Moreover, it will provide 
durability never before possible." 

THERE WILL BE NO PITTSBURGH CHINA AND GLASS SHOW IN 1959, directors of Associated 
Potteries and Glass Manufacturers have decided. Association advises mem- 
bers to make provision for space in Atlantic City Show, Jan. 4-9. 

FAIR TRADE GOT ANOTHER BLOW WHEN KENTUCKY COURT OF APPEALS ruled that state's non- 
Signer clause “unconstitutional." Quote: "The act is the antithesis of fair 
trade and an invasion of constitutional liberty." (For more about Fair 
Trade see page 207.) 

SALES TRENDS IN DEPARTMENT STORES, JANUARY THROUGH MAY--silverware and clocks, down 
7 per cent from last year; fine jewelry and watches, down l per cent; 
costume jewelry, up 5 per cent. End-of=-May inventories: Silverware and 
clocks, down 2 per cent from same time last year; fine jewelry and watches, 
up 15 per cent; costume jewelry, down 4 per cent. 

WHOLESALE JEWELERS' SALES FOR MAY: OFF 13 PER CENT FROM MAY LAST YEAR; sales 
for first five months, off 15 per cent from same period of 1957. End-of- 
May inventories: l per cent below same time last year. 

DIAMOND INVENTORIES ARE LOW, say J. Solow & Son, New York cutters. Wholesalers need 
merchandise but are holding off because their accounts receivable are high. 
"Large cutters are looking forward to heavy sales activity as they know 
that when buying starts it will continue right through Christmas season." 
GOODS MOST DESIRED ARE IN SHORT SUPPLY, reports Son & Prins Co. from Ant- 
werp. Large stones, very firm; sizes, generally firm except for 1/5s to 
42S in some qualities; melees (1/6 to 1/40), somewhat lower than last 
winter, except in smaller sizes and fine goods. Single cuts, 50-per-carat, 
very firm and not too plentiful; smallest sizes, cheaper, reflecting reduced 
use. Fancy shapes except for smaller emerald cuts, firm. 

DE BEERS' SALES OF ROUGH--GEM AND INDUSTRIAL-~-totaled $69,440,000 during 
first five months of the year, down $18,480,000 from year ago. Much of the 
drop was in industrial, where volume was $19 million against $29 million in 
Same period of 1957. 

HOUSEWARES INDUSTRY SHOWS RECOVERY SIGNS, judging from temper of manufacturers and 
retailers at National Housewares Manufacturers show. Sales of smaller ap- 
pliances are picking up, merchants said, after recent decline; inventories 
have been drastically pared. Orders ran about 5 per cent ahead of last year 
in dollar volume. 

JEWELRY BUSINESS FAILURES DURING SECOND QUARTER totaled 79, compared to 62 in same 
period of 1957. The breakdown: 41 cash jewelers, 11 installment jewelers, 

l repairer, 8 wholesalers, 7 costume jewelry wholesalers, 11 manufacturers. 
Liabilities: $5,448,000. 
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TO CUT YOUR WRAPPING TIME and COSTS! 





QuUICK—bands a package 
in 3 seconds 


ECONOMICAL—costs 
approximately a penny per loop | 


EASY—no clerk-training 
needed 


ATTRACTIVE—lIooks and 
feels like satin 


Easy as 1-2-3 


RAPID RIBBON is a stretch- 
able band available in 
assorted sizes, colors and 
printed designs to fit any 
need. Cutting and tying is 
eliminated—its elasticity 
holds package securely. 
Saves clerk's time, adds 
prestige to your package. 


* pat. pending 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1958 


ZZ 











Have RAPID RIBBON 
imprinted with your 
store name! 


Co-ordinated Bows 
available 





1. 


Stretch 


Ly 


FOR FREE SAMPLES AND COMPLETE 
INFORMATION MAIL THIS COUPON TODAY. 


RAPID RIBBON COMPANY 

Division, Chicago Printed String Company 

2300 Logan Boulevard, Chicago 47, Iil., Dept. JCK-88 

[] Send free samples and complete information on time-saving 
Rapid Ribbon loops. 

{_]) Have your representative call on me. 


Name PES Sek RES eet ee ee SN 


Title 








Store Siac 
Street 
City 











Zone State 
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No. 3684 GARLAND CLOCK 
21” diam. 

MetalGold, Gray-decorated 
Gold. 

$50 approx. retail 


DESIGNS BY HARRY LAYLON 


N H, Weordless electric clocks! 


Modern science combines with traditional craftsmanship decorator finishes enhance their appropriateness to any 
to bring you a group of decorator-styled wall clocks by interior. All designs copyright. Minimum order, new 
Syroco. No cords, no plug-ins, no winding necessary—just accounts, $100. 

perfect time-keeping in luxurious settings of deep-carved WRITE FOR NEW CATALOG SUPPLEMENT ILLUSTRATING 
SyrocoWood. Guaranteed, 7-jewel movements function OTHER CORDLESS ELECTRIC CLOCKS, 8-DAY CLOCKS, 
silently and accurately for 12 to 15 months on a single, PLUG-IN ELECTRIC CLOCKS, PLAQUES. SCONCES. 
ordinary flashlight battery. Exclusive, hand -applied. BRACKETS, PLANTERS. MIRRORS AND CONSOLES. 


CHICAGO: 1526 Merchandise Mart 
NEW YORK: 225 Fifth Avenue 

HIGH POINT: 108 E. Commerce Street 
DALLAS: 269 Home Furnishings Mart 
LOS ANGELES: 7017 Furniture Mart 


. and at all leading jewelry, gift, furniture and housewares shows 


permanent showrooms 


SYRACUSE ORNAMENTAL CO., INC., DEPT. JCK88, SYRACUSE 2, NEW YORK 
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Jewelers ask anti-price-cutting laws: 
Justice Department defends discounters 


There is no chance for a new fed- 
eral fair trade law this year. 

A subcommittee of the Senate Com- 
merce Committee headed by Sen. 
Alan Bible (D., Nev.) will hold addi- 
tional hearings after Congress ad- 
journs. Thus fair trade legislation 
must probably wait until 1959. 

Meanwhile, spokesmen from the re- 
tail jewelry industry pleaded for new 
laws to protect small firms from the 
ravages of unfair competition. They 
appeared before a Senate Small Busi- 
ness subcommittee which held three 
days of hearings on discount houses 
and price-cutting. Its chairman, Sen. 
Hubert Humphrey (D., Minn.), is 
sponsoring bills to establish a federal 
fair trade system, outlaw loss-leader 
selling, and prohibit sales below cost. 

The jewelry industry is “particu- 
larly susceptible to the deleterious 
effects of predatory price cutting, the 
loss-leader technique, and other forms 
of unbridled and detrimental compe- 
tition that today threaten the exis- 
tance of small business,” said Oliver 
A. Jenkins, chairman of the Jewelry 
Industry Tax Committee. 

As a result of unrestrained price 
wars, Jenkins said, “the unwary con- 
sumer has been led into a dream 
world of discount buying.” This has 
produced a “prostitution of the honest 
and reliable business methods upon 
which our economy has been based 
and upon which it has grown.” 

Cortland J. Silver, who operates 
stores in St. Paul, Winona, and 
Rochester, Minn.; La Crosse, Eau 
Clair, and Wausau, Wis.; and Fort 
Dodge, Iowa, told the committee: 
“Hundreds of thousands of small re- 
tailers all over the country are look- 
ing to Congress for legislation which 
will at least give the legitimate and 
established retailing concern a mea- 
sure of protection against the preda- 
tory pricing practices of so many dis- 
count houses. 

“I firmly believe that one of the 
paramount problems facing many re- 
tailers throughout the country is their 
constant effort to maintain price 
standards after the abandonment of 
fair trade agreements. 

“There are few products sold today 
of which the buying public as a whole 
has less knowledge than that of the 
jewelry industry. More and more of 
the buving public have become victims 
of pitch men whose only concern was 
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making a quick profit overnight with- 

out concern for the buyer’s welfare.” 
But opposition to fair trade and the 

Humphrey proposals came from the 
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HE’S GOT HEART: It took 
courage but it was part of Gary 
Moore’s job to point out the five | 


heart diamonds which adorned 


the anklet worn by movie star 
Olivia de Havilland on the “I’ve 
Got a Secret” TV show. Her 


secret was the $237,000 worth | 


of Baumgold Bros. diamonds 
_with which she was modestly 
_bedecked. Many 


monds came from a 100-carat 
rough recently cleaved on the 
same show. 


Federal Trade Commission and the 
Justice Department. 

Robert A. Bicks, Justice Depart- 
ment’s antitrust division, defended the 
discount house as a constructive com- 
petitive factor in the economy, and 
suggested the subcommittee look into 
the effect on small firms of the recent 
growth of private brand merchandise 


of the dia- | 


in large department and mail order 
stores. He contended that some large 
retailers are pushing for fair trade 
while selling their private brands at 
prices lower than nationally-branded 
merchandise. 

He also disclosed results of a 
Justice Department survey made some 
two years ago, which purports to show 
that consumers in eight cities where 
fair trade does not operate could 
save an average of 27 per cent on 78 
typical items when compared to resi- 
dents of fair trade cities. 

The alleged “savings” ranged from 
6.7 per cent in Burlington, Vt., to 32 
per cent in Washington, D. C. 

For jewelry, silverware and pens, 
the “savings” averaged 34 and 38 per 
cent in six cities without fair trade. 
Prices were equal to the Fair Trade 
price in the other two. 

John W. Gwynne, chairman of the 
Federal Trade Commission, opposed 
Fair Trade legislation, but said he 
might be “inclined” to support laws 
which outlawed loss-leader selling or 
selling below cost. 

Stephen Masters, one of the largest 
discount house operators, engaged in 
bitter clashes with Sen. Humphrey. 
Masters called the growth of the dis- 
count house a “revolution in retailing 
[which] will not and cannot be stop- 
ped by so-called ‘fair trade’ laws, fair 
trade lobbyists, and legislators whose 
eyes are being blinded to what is 
happening in the open market place.” 

Another witness, D. L. MacCuaig, 
manager of distribution planning for 
General Electric Co.’s housewares and 
radio receiver division, said sales so 
far this year are “appreciably below 
those of the comparable five-months 
period during 1957,” when the com- 
pany still enforced fair trade. 

He said the firm still supports the 
principle of fair trade and believes it 
“has demonstrated benefits for both 
dealers and consumers.” 


New Sunbeam clock 
line nears national 
distribution goal 


Sunbeam will achieve national dis- 
tribution of its new 36-model line of 
electric clocks by the end of this 
month, Robert P. Gwinn, president of 
the Chicago appliance firm, an- 
nounced. 

Under research engineering and de- 
velopment for two years, the new 
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clock line, Gwinn said, was a result 
of consumer research which showed 
that “few functional advancements 
had been made in the clock field since 
World War II.” 

According to Harold Blackburn, 
product manager for the new line, 
these were some of the statistical fac- 
tors which Sunbeam considered be- 
fore entering the field: 


@ Eight million electric clocks have 
been purchased annually for the past 
10 years (66 per cent with alarms) ; 
3.5 million key-wound alarms are sold 
each year. 

@ Electric clocks now in use total 
125 million. 

@ Ten per cent of the homes pur- 
chasing clocks during the next year 
will be replacing present models. 

@ There will be a need for 350 mil- 
lion additional clocks in a _ well-de- 
fined trend toward a clock in every 
room. 

Included in the 36 models will be 
clocks designed for offices and insti- 
tutions as well as homes. An innova- 
tion in the alarm models is the place- 
ment of the alarm control button in 
an easy-to-reach, full-view position. 
The button in most other electric 
clocks, Blackburn pointed out, is in 
the rear. This was just a carry-over 
from the design of key-wind clocks 
which necessarily had to have the 
button in the rear because it was 
linked to the gear system, he said. 

Some models have surface-source 
dial lighting—especially designed for 
bedside use. A rheostat controls 
amount of fluorescence. 


Lord & Lady Elgin 
will now be sold 
by franchise plan 


Introduction of a lower-priced pres- 
tige line, institution of a new fran- 
chise distribution plan to market the 
entire prestige line and announce- 
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Where watches are sold 


ment of a new low-priced regular 
line were recent moves made by 


Elgin National Watch Co. following 
a nation-wide survey. 

The survey, a scientific sampling 
of the entire nation’s population over 
14 years ola, was made for the watch 
firm by Crossley S-D Surveys, Inc., 
and disclosed the following: 





@ More than 75 per cent of the fine 
watch business was transacted in 
jewelry stores. 

@ The fine watch field, according to 
consumer image, started in the above 
$50 price range. 

@ There is a vast and growing teen- 
age market for the “under $30” 
watch. 

Analysis of these preliminary find- 
ings resulted in the formulation of a 
new marketing program by Elgin 
which included: 

@ A new franchise marketing plan 
for distribution of its Lord and Lady 
Elgin watches through selected out- 
lets, to be instituted immediately. 
“The new Elgin franchise plan will 
provide these dealers with an oppor- 
tunity to capture an _ increasingly 
large share of the watch market 
with the assurance of a fair profit,” 
S. D. Moorman, marketing vice-presi- 
dent of the watch division, said. “We 





will choose these dealers carefully 
and we will emphasize that they must 
support the Lord and Lady Elgin line 
with aggressive merchandising and 
advertising.” 

@ A new line of Lord and Lady El- 
gins beginning at the suggested re- 
tail price of $59.50. Previous starting 
price for this, their 23-jewel prestige 
line, was $75. 

@ A new low price line of its regular 
Elgin watches starting at $29.95. 
Previous low price was $34.95. 

The survey showed wrist watch 
usage becomes firmly established dur- 
ing the teens—56 per cent of the boys 
and 67 per cent of the girls wear 
them. “Nearly 90 per cent received 
their watches as gifts and the vast 
majority of these gifts cost less than 
$30,” Moorman said. “Our new line 
of $29.95 watches is designed to help 
Elgin dealers capture a bigger share 
of this vital youth market.” 





Go West, all jewelers, go West to the 
Pacific Trade and California RJA Show 


It’ll be a merger that will result 
in profit for all jewelers attending. 
That’s what it’ll be when the Cali- 
fornia Retail Jewelers Association 
joins with the national RJA to stage 
the Pacific Trade Show CRJA Con- 
vention at the Statler Hotel in Los 
Angeles, Aug. 31-Sept. 3. 

There will be exhibits and displays, 
a grand ball and cocktail parties, 
guest speakers and discussion groups, 
good fellowship and just plain fun. 

Almost 50 manufacturers and jew- 
elry-producing firms will display their 
wares in booths and private rooms at 
this, the first national show in the 
West. 

The program has been arranged to 
coincide with the Labor Day week-end 
to make it easier for some jewelers 
to attend, most stores being closed 
anyway. 

There will be a grand ball and 
buffet the first night of the conven- 
tion. The Golden Nuggetts, the Cali- 
fornia wholesalers traveling men’s 
organization, will sponsor a cocktail 
party on opening night, also. 

Following are the exhibitors: 

Amity Leather Products Co., space 
6; Arbor Jewelry Co., Wilshire room; 
Argentum Silver Co., space 2; Ball 
Co. of California, space 5; Ballard & 
Ballard, space 24; Bufkor, Inc., spaces 
43, 44, 45; Cannon-Schaefer Agency, 
Dallas room; A. Cohen & Sons, Foy 
room; Croton Watch Co., Suites 482, 
484, 486; Dolan & Bullock Co., Wil- 
shire room 9; Doxa Watch Co., 
space 25. 

Elgin American, Inc., Hartford 
room; Fairbanks Ward Industries, 
space 46; Gemex Corp., space 22, 23, 
and suites W17, W18, W19; Gomez 
Mfg. Co., room 477; Holzer Watch 
Co., space 10; Italian Jewelers, Inc., 


space 33; Jack Kay & Sons, space 42; 
Keystone Camera Co., Inc., space 34; 
Kingsley Stamping Machine Co., 
space 32; Kramer Jewelry, space 7; 
Jacques Kreisler Mfg. Corp., Boston 
room. 

Walter Lampl, Wilshire room 28, 
29: Victor E. Lederer Co., Wilshire 
room 30; Meeker Co., space 11; Mele 
Mfg. Co., space 8; Napier Co., De- 
troit room; New Hermes Engraving 
Machine Corp., space 26; Overocean 
Clock Co., space 4; Remington Rand 
Electric Shaver, space 3; E. W. Rey- 
nolds Co., space 21; Schick, Inc., space 
12; Simon-Green Co., Buffalo room; 
Sunbeam Corp., spaces 35, 36, 37, 38; 
Sun Coast Merchandise Corp., St. 
Louis room; Sylvette Watch Co., 
space 1; Tessco Jewelry Creations, 
space 31; Van Craenest & Linzer, 
room 473; Wyler Watch, space 27. 


Hamilton offers electric 
watch manual to jewelers 


As a supplement to its free course 
of training to jewelers and watch- 
makers, Hamilton Watch Co. is dis- 
tributing a new consolidated manual 
on the electric watch. 

The manual is designed to replace 
all of the material on the electric 
watch previously released by Hamil- 
ton. It has been prepared as a sales 
tool, service guide and permanent 
reference covering both general and 
operating characteristics, repair data, 
parts replacement and information of 
general interest on the new Hamilton 
electric watch. 

Copies are being distributed to all 
authorized Hamilton dealers and addi- 
tional copies are available to jewel- 
ers and watchmakers from Hamilton 
Watch Co., Lancaster, Pa. 
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Christmas polka dot ‘‘Magic Bow"’ served on Beloved Christmas flowers, poinsettias, (so A magnificent blending of ‘‘Radiance"’ wrap 
red Laceion doily! Matching paper is banded easy to make with Sasheen ribbon). Shown on with golden Sasheen mum bow on the ele- 
with Sasheen ribbon in bold emerald green. pastel biue foil; matching Sasheen banding. gance of a gold Lacelion doily. Grand! 


IF YOU HAVE BEAUTIFUL IDEAS—AND IDEAS OF PROFIT, TOO 





Whether you provide free wrap, speed 
wrap or custom in-store gift wrapping, 
Sasheen Brand Ribbons and Wraps will 
help bring in more Christmas customers. 

Want reasons? For one, the sparkling 
luxury appeal of Sasheen and Decorette 
—and exclusive designs in color matched 
papers—are just what shoppers go for! 
Sasheen works into unusual designs so 
easily! Just a slash of the scissors—and 
you can transform the “Magic Bow’ into 
dozens of beautiful variations. 

Furthermore, the “Magic Bow’ rib- 
bons save costly time—your own and 
your customers. For volume wrapping, 
nothing beats the speed and economy 
you get with an S-10 “Magic Bow’ 
Tyer. Even part-time help can make 
120 prefab bows in an hour with this 
“magical” machine. 

Give customers a package wrapped 
beautifully, wrapped quickly, with name 
brand ribbons and wraps they know .. . 
Sasheen, of course. You'll wrap up more 
customer sales! 


*P.S. And when we say Sasheen we mean 
the ribbons that make the one and only 
“Magic Bow’’: gleaming Sasheen and its 
lacy counterpart, Decorette®. For exquisite 
touches, you'll be pleased with the magic 
you get with Lacelon®, another exclusive 
3M ribbon. 

P.P.S. Route this to your creative sales 
people! They'll find these beauty-wrap 
ideas easy to copy... with Sasheen Brand 
Ribbons 'n’ Wraps. Matter of fact, if you'd 
like color reprints, just write. Use the coupon 
on next page. 





“Magic Bow’ and method of making patented U.S. Pat. No. RE23835 
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Use ‘Gold A snip of the scissors makes this frou-frou New Decorette ribbon has more gleam, more 
gloss, more strength. Tie its lacy beauty into 


“Redbird & Ornaments’’ wrap. a ‘‘Magic Bow’’ for Christmas stripe foil. 


Easy to tie! Splendid to see! 
Circies’’ wrap and two-tone ‘‘Magic Bow” of from the ‘‘Magic Bow’’. Complete the Yule 


royal biue and Better Times Sasheen ribbons. motif with 


® 
—THE LINE TO BUY IS Sasheen RIBBONS* 'N’ WRAPS 


As gay as Christmas itself is this gift package A white shooting star, another variation of the 
with ‘holiday stripe’’ Decorette doubie bow ‘‘Magic Bow'’, looks so saucy on ‘Kringle 
and band over red foil. Simple, lovely! Tree'’ wrap. And—just a snip makes this bow! 


How pretty—‘‘Tree Trimmin’s” wrap with 2 
petite bows. Take five loops of No. 9 width 
Sasheen ribbon; tie with bright red knot! 


Put a silver lining around a rosy Christmas! Holiday and everyday—the exquisite rose bow Stunning yet simple to make! A twist of the 
Band light rose foil with silver-edged Decorette catches customers! (Here on ‘American ‘‘Magic Bow’’ makes a perky pinwheel. Try 
ribbon. Top with rose Sasheen carnations. Beauty’’ wrap.) For instructions, write 3M. candy stripe Sasheen on green high-gloss. 





HERE’S ALL THAT YOUR GIFT WRAP SERVICE NEEDS 
TO PAY OFF WITH SPEED, EASE AND BEAUTY! 


... the ribbons that make the ‘“Magic Bow’ 


or SHIMMERING SASHEEN works like magic every time. In just 
ae seconds, it gives you the “Magic Bow’. And—you can match any 
paper from the wide array of 31 Sasheen colors and patterns, 
including Christmas-y tones, pastels, even poinsettia and pepper- 
mint stripe patterns. Buy thrifty 100-yard rolls in 46”, %”, %”, 

1%” widths. Order now! 


NEW LACY DECORETTE now comes with wider center strip 
that gives more gloss, more strength . . . for more ease in making 
the “Magic Bow”. Choose the holiday stripe, Christmas stripe, 
any of 15 sparkling colors. Ties easily on the S-10 “Magic Bow” 
Tyer. Nice in combination with Sasheen, too! In 100-yard rolls, 
%” wide. Order now! 


SELF-RUFFLING LACELON is not a “Magic Bow’ ribbon, but 
it has a lacy magic all its own. Makes puff bows and doilies at 
just a tug of the nylon shirring thread interwoven right into the 
ribbon. And it takes so little Lacelon to furnish this glamorous 
touch. In three- and five-inch widths, it comes in 50-yard rolls 
in nine colors. Order now! 


... the machine : that ties it in seconds 


This most dependable of bow tyers is the S-10 “Magic Bow” 
Tyer. It makes the “Magic Bow’—and you make all kinds of 
variations at just a s-n-i-p of the scissors! It can give you 120 
perfect prefab “Magic Bows” in just one hour. You save valu- 
able “man” hours, add more “sell” hours, eliminate ribbon waste. 
For a free demonstration, ask your Sasheen salesman or fill out 
the handy coupon below. 


_.. the papers fas : : * a that color match it beautifully! 


Sasheen Brand Wraps in economical counter rolls— 
over 30 striking Christmas patterns and colors to 
choose from! Prints in 18”, 24” and 30” widths. 
Foils and high gloss in 24” widths. All color matched 
to complement Sasheen ribbons. Order now! 


WRITE TO: Gift Wrap & Fabric Division, 3M Company, Dept. 42-5E, St. Paul 6, Minnesota. 


I want to learn more about the profits in gift wrapping NAME 
with Sasheen Brand Ribbons ’n’ Wraps. Please see that I get: 


FIRM NAME 
& Reprints of idea Page s Free Demonstration 
How many, please? of the S-10 Tyer 
ADDRESS 


| | Complete Information & Sasheen Rose Bow 

on the Sasheen Line Instructions CITY — ZONE STATE 
LEE n>: 
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Fashion items, jewelry, to have good 


Sales pick-up this Fall, FCI told 


Sales of all fashion items, including 
jewelry, will run substantially ahead 
of general business trends for Fall, 
Mildred Schmolze of Tobe & Asso- 
ciates, Inc., fashion consultant ser- 
vice, told the first annual meeting of 
the Fashion Coordination Institute 
of the Jewelry Industry Council in 
New York. 

Much of this anticipated pick-up, 
she said, will be due to a dramatic 
revolution in the accessory field which 
will pose new challenges and new op- 
portunities for the jewelry industry. 

Nearly 80 manufacturing and re- 
tail firms were represented at the 
meeting which was held in the Hotel 
Biltmore. The Institute was founded 
last August as a special project of 
JIC to accent the role of jewelry in 
fashions. 

Fashion Consultant Schmolze as- 
sured the meeting that the “relaxed” 
look in ready-to-wear, of which the 
chemise is only one variation, is here 


to stay. She called it the first real 
change in silhouette since the “New 
Look” which affected fashions for 10 
years. 

Carlton M. Fishel, chairman of 
FCI’s Steering Committee, cited the 
“new feeling of total fashion that 
highlights today’s market,” and em- 
phasized the need to relate all kinds 
of jewelry to this concept. He said 
this was the basic purpose of the FCI 
publicity program. 

Fishel pointed out that the prime 
potential market for jewelry would 
soon be doubled and said that the 
need is to educate 18- to 24-year-old 
consumers today to a point of view 
that will encourage their buying to- 
morrow. 

In the retail area, Charlotte Thomp- 
son, fashion and publicity director of 
the Institute, announced a new Re- 
tail Selling Bulletin designed to give 
fashion selling help to retail sales- 
people. 





Fetter gets Penn State 
alumnus recognition 


Charles H. Fetter, president of 
American Time Products, Inc., New 
York, was one of six graduates who 
received The Pennsylvania State Uni- 
versity distinguished alumnus award 
for 1958. 

The award, a bronze medallion, is 
presented to those “whose personal 
life, professional achievements, and 
community service exemplify the ob- 
jectives of The Pennsylvania State 
University.” 

Fetter began his career with the 
Western Electric Co. in 1922. As 
head of their development and re- 
search department he developed 
equipment for sound movies and re- 
corded the lion’s roar which trade- 
marks MGM. 

Interest in watches and their per- 
formance led Fetter into development 
of the “Watchmaster” Watch Rate 
Recorder, which revolutionized watch- 
testing methods for jewelers and 
manufacturers throughout the world. 

In 1937 Fetter established Ameri- 
can Time Products, Inc. His com- 


a 
Charles H. Fetter 
... distinguished alumnus 


pany’s products now include high-pre- 
cision frequency standards for such 
applications as bomb sights, weather 
forecasting, telemetering and guided 
missiles. 





Jeffris named head 
of NAM committee 


Bruce M. Jeffris, president of 
Parker Pen Co., has been appointed 
general chairman of the United Busi- 
ness Committee of the National As- 
sociation of Manufacturers. 

The committee was formed in 1950 
to organize non-manufacturing firms 
who support the policies of the NAM. 
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San Diego jeweler 
wins in fan display contest 


Herbert Schwartz of Baranov’s 
Jewelers, San Diego, Calif., was one 
of the winners in the sixth annual 
electric fan display contest sponsored 
by the Electric Fan section of the Na- 
tional Electrical Manufacturers Asso- 
ciation. 

Schwartz won a $50 savings bond. 





IRS suspends 3-year 
statute of limitations 
on excise tax reports 


Retailers are up in arms over a re- 
cent “surprise” Internal Revenue Ser- 
vice ruling suspending the usual 
three-year statute of limitations on 
excise tax reports in some cases. 

IRS ruled on June 2 that the nor- 
mal three-year statute of limitations 
does not apply where a retailer does 
not report any liability for some re- 
tail excise taxes. 

For instance, if a jeweler reports 
and pays taxes collected under the 
jewelry and luggage retail excises, 
but does not report any sales on the 
other two retail excises, furs and cos- 
metics, the IRS says it will proceed 
without warning if a subsequent ex- 
amination of the taxpayer’s books 
shows there was a tax owed on either 
of these two categories. 

Some retailers, including the Na- 
tional Retail Merchants Association, 
have asked IRS to change its ruling 
so that a simple notation of “none” in 
the space where no tax is reported on 
Form 720 will be enough to start the 
statute of limitations running. 

Meanwhile, Internal Revenue Ser- 
vice Officials, in a series of rulings, 
have further tightened the enforce- 
ment strings on the excise tax laws. 

In one ruling (58-283), the Service 
requires retailers who sell installment 
accounts on taxable merchandise to a 
third party to pay the entire tax on 
the balance due under the contract 
when the sale is made. 

For instance, if a customer pays 
one-third down and finances the bal- 
ance of the price of a taxable article, 
and the retailer then sells the con- 
tract to a financing agency, even 
though at a discount, the retailer is 
then liable for the entire tax due on 
the contract. However, if the retailer 
turns the contract over to a collection 
agency, the tax becomes due only as 
the agency collects payments. The 
tax may not be reduced for fees, 
commissions or discounts paid to the 
agency. 

“So long as the retailer continues 
to receive the payment of the pur- 
chase price periodically in install- 
ments under the contract, he is liable 
for a proportionate tax based upon 
the installments received,” regardless 
of who collects the payments, the 
IRS says. But when he sells the con- 
tract for a lump sum, and thus re- 
ceives the price in a single pay- 
ment, he must pay the whole tax due. 

In another recent ruling, the IRS 
held that the jewelry excise tax 
does not apply to hair ornaments un- 
less they are made of, or ornamented, 
mounted or fitted with precious met- 
als or pearls, precious or semi-pre- 
cious stones, or imitations of such 
(58-311). The case involved a bobby 
pin with a miniature butterfly of 
nylon net and decorated with plastic 
attached, which was not taxable. 
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EDUCATION ON FIFTH AVENUE: An estimated 250,000 passers-by, during 
nine weeks’ time, stopped to peer into the window of the British Overseas Air- 
ways Corp. on New York’s Fifth Avenue. What they saw was a fascinating 
display of the many intricate steps necessary to convert a rough diamond into 
a gem, including cleaving, sawing, girdling and polishing operations, and rep- 
licas of famous finished jewels. Exhibit was set up by Baumgold Bros., Inc., 
New York diamond cutters. Baumgold is currently running exhibits in two 
windows in the Belgian “Palace of Elegance” at the Brussels World’s Fair. 


for daytime . 


GOOD TIMERS — DAWN TO 
DUSK: Higher-than-ever con- 
sumer interest in fashion-styled 
jeweled-lever watches will be 
forthcoming this fall, these two 
gals predict. They’re showing 
some of the new Swiss timepeices 
unveiled at the recent “Fashions 
In Time” press show at the Wal- 
dorf-Astoria Hotel in New York, 
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OF TIMES REMEMBERED: 
Fred Hines (left) and E. O. 
Ocumpaugh III (right) re- 
ceive engraved sterling silver 
trays from President Craig 
D. Munson on their retire- 
ment from International Sil- 
ver Co. after 39-year selling 
careers, Trays bear the sig- 
natures of their many friends 
at International. 


or nightime 


sponsored by the Watchmakers of 
Switzerland in conjunction with 
the annual Press Week observed 
by the Couture Group of the 
New York Dress Institute. More 


than 200 newspaper, magazine, 
TV editors were on hand; jewel- 
ers can expect to benefit from the 
national and local publicity given 
the event. 


THE MAJESTIC SKYLINE: Carol 
Christensen, transcendant 1958 queen 
of New York City’s annual Summer 
Festival, strikes a grand pose after 
the coronation ceremonies. Her crown, 
a diamond-studded replica of the 
Statue of Liberty, was presented by 
the Jewelry Industry Council. Mayor 
Robert F. Wagner of New York, one 
of the host of dignitaries at the Fes- 
tival, crowned the queen. 
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CADET DAVIS, LORD ELGIN: 
Charles H. Davis, outstanding 1958 
West Point cadet company com- 
mander, receives the Class of 1927 
award, a Lord Elgin watch, from 
West Point Superintendent Lt. Gen. 
Garrison H. Davidson. The award is 
a personal gift established by Elgin 
National Watch Co. vice-president H. 
E. Corr, who was himself a member 
of the West Point class of 1927 along 
with General Davidson. Award was 
first presented last year. 


SPECTRUM SPECTACLE: It was a fashion show in color (without 
RCA) at the Diamond Dinner for fashion editors in New York’s 
Waldorf-Astoria. Gowns by Scaasi were shown with diamonds from 
four of Fifth Avenue’s leading jewelry firms: Cartier’s, Tiffany’s, 
Van Cleef & Arpel’s and Harry Winston’s. Above, left, the flighty 
model wears a gown of velvet butterflies and a necklace holding the 


JC-K PHOTO 


80-carat Nepal pear-shaped diamond from Harry Winston. Right, 
Scaasi has designed a gown which he calls “Le Papillon” (or “The 


Return of the Butterflies”). The pendant earrings, diamond necklace 
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AFTER THE COCKTAILS, PRESS COVERAGE: Oneida 
Silversmiths executives greet some 50 women’s interest 
editors as they deplane in Syracuse, N. Y., for a lavish 
press party to introduce Oneida’s new fall lines. Guests 
were driven to the 400-room Mansion House, original guild 
home of the Oneida Community in Kenwood, N. Y., for 
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and bracelet are by Cartier. 
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champagne punch, an elaborate buffet luncheon, a tour 
of the entire sweeping estate and gardens. Then Oneida 
unveiled its new items, patterns and plans for fall in 
Heirloom sterling, Community silverplate and Oneida- 
craft stainless. Editors were flown to and from the party 
via American Airlines, as Oneida’s guests. 





RENDEZVOUS IN BRUSSELS: Visitors from the U. S. compare notes on the 
wonders of the World’s Fair in Brussels with Jean Pierre Savary, center, tech- 
nical consultant for the Watchmakers of Switzerland, who is on assignment 
at the Fair as Information Service official. Savary’s guests are Harold Perlman 
of American Perfit Crystal Corp., left, and his cousin William Perlman. In the 
background at the Swiss Pavilion’s watchmaking exhibit is a portion of one of 
the three giant murals depicting “The Conquest of Time,” which were painted 
especially for the Brussels Exposition. 


MOVE OVER, PETER HENLEIN: 
Hamilton Watch Co. vice-president 
Roland Raver holds the electric watch 
museum exhibit which the company 
recently presented to numerous muse- 
ums throughout the nation, including 
the Smithsonian Institution in Wash- 
ington, to depict the historic change 
in time-keeping introduced by Hamil- 
ton in January 1957. President Arthur 
B. Sinkler points out that the electric 
watch concept was the first basic 
change in portable timekeeping since 
the invention of the mainspring by 
German artisan Peter Henlein in 1480. 


“YES, VIRGINIA ...” For Nancye Jane Robinette of Raven, Va., and Jeweler 
Ralph Swim of Richlands, Va., Santa Claus is no fantasy, even in June. Miss 
Robinette and Swim are recent winners on the giveaway TV show “The Price 
Is Right,” which is co-sponsored by Speidel Corp. Miss Robinette guessed 
closest to the right price of a Showcase including a convertible Ford, mink coat, 
two Longines watches with Speidel bands, diamond necklace, electric type- 
writer, and Polaroid camera (worth $22,000)—and won all of them! And, since 
she had mailed her entry on a card supplied by a Speidel jeweler (Swim), she 
won a bonus $10,000. Jeweler Swim was $1000 richer for his trouble. Above, show 
MC Bill Cullen and Speidel sales manager Charles Spitzer present the checks. 
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ENTENTE CORDIALE: Protocol 
Chief Wiley Buchanan of the U. S. 
State Department, right, accepts for 
President Eisenhower a crystal sail, 
presented by French Embassy Minis- 
ter Robert Valeur on behalf of the 
Franco-American Goodwill Associa- 
tion. The crystal piece, made by the 
French firm Daum (Intercontinental 
Distributors, Inc., New York), was 
given in appreciation of Ike’s speech 
in Paris last winter’ reaffirming 
France-U. S. ties. 
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HOW TO SPOT QUALITY: 
These executives of the Inca- 
bloc Corp. will devote all of the 
firm’s new advertising efforts 
towards’ distinguishing _ be- 
tween quality and _ other 
watches. The firm, which makes 
the Incabloc protective mech- 
anism used in most jeweled- 
lever escapements, will try to 
help confused watch shoppers 
determine exactly what a qual- 
ity watch is, and how quality 
watches differ in accuracy 
from less superior but equally 
high-styled watches. Main In- 
cabloc campaign tack: Almost 
90 per cent of all fine-quality 
watches use the easily-recog- 
nizable Incabloc mechanism; 
none of the less-fine watches 
use Incabloc. In photo: Julius 
Impellizzeri, Incabloc president 
(left); Philippe Braunschweig, 
vice-president of the Swiss Uni- 
versal Escapement, Ltd., which 
makes the mechanisms. 
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Hotel, Pleasantdale, N. J., pleasantly 





challenges of the 1950’s and 1960's.” 


the House of Representatives, reaf- 









Durer’s ‘Praying Hands’ chosen 
for ‘My Love’ pattern 


Albrecht Durer’s “Praying Hands’ 
was chosen by jewelers and editors 
as the best art expression of Wal- 
lace’s new sterling pattern, “My 
Love.” 

The painting was selected in a con- 
test sponsored by Wallace Silver- 
smiths in which 1,800 jewelry dealers 


’ 





. . . a symbol of love 


and newspaper, radio and television 
editors participated. Each winner re- 
ceived a full-size framed reproduction 
of the 16th Century painting. 


Paisner urges revision 
of U. S. tariff program 


A thorough revision of the entire 
tariff program was recommended by 
Isadore Paisner, president of the 
Manufacturing Jewelers and Silver- 
smiths of America, Inc., when he ap- 
peared before the Senate Finance 
Committee in Washington. 

He described the present program 
as “geared to the 1930’s and 1940’s” 
and as “failing utterly to meet the 
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firms the President’s authority to re- 
ject Tariff Commission recommenda- 
tions but provides Congress with the 
power to override the President by a 
two-thirds vote. 

Mr. Paisner pointed out that a 
two-thirds vote of Congress is almost 
impossible to obtain and that in ef- 
fect the bill as is would leave the 
escape clause provision unrealistic. 


Speaking for the jewelry manufac- 
turing industry, Paisner urged that 
remedies recommended by the U. S. 
Tariff Commission be adopted to pre- 
vent further serious injury to indus- 
tries that are hard hit by foreign 
imports, unless a presidential rejec- 
tion is approved within 60 days by a 
majority vote of Congress. 

The current bill, recently passed by 















JUST ONE MORE EXAMPLE OF SUPERIOR CRAFTSMANSHIP 
IN QUALITY CHESTS ROLLS & BAGS es 


by EUREKZ 





DOES YOUR PRESENT SOURCE 
OFFER THESE ADVANTAGES? 









) In attractive flannel rolls and bags 
styled to add that extra touch to your 
sterling and flatware and make that 
extra sale. 


@ Rolls in a host of styles, a rainbow 
of colors unequalled in the industry. 


@ 2 color rolls at no extra cost. 


THE HOSTESS CHEST 


IN CHESTS & PACIFIC CLOTH BAGS AND ROLLS: 


@ LOWEST WHOLESALE PRICES 
@ LIBDPRAL CO-OP PLAN 
@ FAST SERVICE 


@ BEST PROFIT MARKUP 
@ NATIONALLY ADVERTISED 
@ STORE MERCHANDISERS 


Our best advertising ... 
Over 2500 customers who come back again and again. 


THE EUREKA MANUFACTURING COMPANY 
TAUNTON, MASSACHUSETTS SINCE 1926 
WRITE TODAY FOR FREE DESCRIPTIVE BOOKLETS 
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EXQUISITELY FASHIONED 


LOCKKTS 


Delicate Treasures... 
Intricately Hand Engraved... 
Embossed Or Engine Turned 





POPULAR AND APPEALING 


AND STERLING 


be 
Ree ed 


JEWELRY ACCESSORIES 


BARROWS, an outstand- 
ing name in fine jewelry, 
provides the fashionable 
light touch in an assort- 
ment of sizes. 1OK Gold, 
Gold Filled and Sterling 
Silver. 


Appropriate for any gift occasion. 


7, 
‘ Da VUW J 


NORTH ATTLEBORO, MASS. 
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Tape recording made at AGS conclave available free 





~ the : : 


SAY AGAIN: A tape recording, 
shown here being made at the Amer- 
ican Gem Society conclave held in 
Chicago, is being offered to members 
on loan without charge. The reel is 





AGS offers resident classes 
in New York, Los Angeles 


Annual two-week resident classes 
to satisfy requirements for obtaining 
the Registered Jeweler title will be 
offered in New York and Los Angeles 
by the American Gem Society. 

Classes in Los Angeles will start 
Sept. 15; in New York, Sept. 22. 

The classes are being offered by 
AGS so that the title of Registered 
Jeweler may be obtained without 
having to rely entirely on correspon- 
dence study. 

Previously, jewelers could obtain 
the title by taking these correspon- 
dence courses or by directly taking 
difficult examinations without courses. 

There are two prerequisites for 
the classes: The jeweler and his firm 
must already have been elected to 
membership in the AGS; and the 
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an edited version made by Henry 
H, Harteveldt Jr. of Henry H. Hart- 
eveldt Co., New York diamond import- 
ers. Contact AGS, 3142 Wilshire Blvd., 
Los Angeles 5, Calif. 


candidate must have accomplished a 
small amount of prescribed prelim- 
inary correspondence study. The cost 
of the class is $220. The personnel of 
the Gemological Institute of America 
in New York and Los Angeles will 
conduct the classes. 

Since the beginning of the year 
AGS has awarded 63 new titles to 
jewelers throughout the country. 

Forty-three members have been 
awarded the title of Registered Jew- 
eler, which means they have com- 
pleted a number of requirements cli- 
maxed by a comprehensive examina- 
tion. The Graduate Member (Whole- 
sale) title has been given to four 
members in the wholesale field. 
Eleven members have received the 
Certified Gemologist title which is 
awarded after the completion of an 
advanced course of study followed by 
examinations on theory and practice. 











BUY THREE, GET ONE FREE: These International Silver Co. salesmen, 








sssr® 


gathered in Meriden, Conn., recently for their semi-annual sales talks, have 
been authorized to repeat the special 1956 offer which gave consumers one free 
5-piece place setting in any active sterling pattern with each purchase of three 
place settings. The 1958 offer will run from Aug. 18 through Sept. 6, with 14 
nationally-advertised patterns to choose from. Dealer merchandising aids are 


available. 
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HAMILTONIANS ALL: Entire sales force of Hamilton Watch Co. was present 
at the company’s three-day national sales conference at Lancaster, Pa. High- 
light was the disply of 65 new models and most extensive watch line in Hamil- 
ton’s 66-year history—priced all the way from $39.50 to $10,000. An innova- 
tion of the conference was a practical orientation course for the salesmen in 
electric watch instruction and repair. Electric watch line now has 23 style 


selections. 


Pin levers marked 
jeweled, 17-jewel 
draw fire from FTC 


The third round in the legal skirmish 
between a New York watch and jew- 
elry wholesaler and the Federal Trade 
Commission over what constitutes a 
“17-jewel” watch will open in New 
York on Aug. 18. 

Defendent in the case, the Berger 
Watch Co., is scheduled to support 
contentions that the Swiss pin lever 
watch movements the firm imports 
are properly marked as “17 jewel” 
because they contain 17 frictional 
jewel bearings. 

FTC charged, in a complaint issued 
last September, that representing the 
movements as 17 jewel is misleading 
and unfairly diverts trade from Berg- 
er’s competitors. It argued that the 
term “17 jewel” connotes value and 
prestige, associated in the _ public 
mind with jeweled-lever movements. 

At five days of previous hearings 
in New York, attorneys for the 
Berger Co. introduced witnesses who 
testified that use of the term was ac- 
cepted practice and therefore not mis- 
leading. Two officials of the U. S. 
Customs Service declared that stamp- 
ing of “17 jewels” on the movements 
was correct under tariff and import 
laws. But FTC attorneys contended 
that the original charges were not 
filed under customs laws, but under 
the laws governing public misrepre- 
sentation. A motion by attorneys for 
the Berger firm that the charges be 
dismissed without further hearings 
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was denied by FTC Hearing Ex- 
aminer John B. Poindexter. 

Meanwhile, an FTC crackdown on 
labeling as “jeweled” watch move- 
ments which contain fewer than the 
minimum of seven frictional jewel 
bearings is continuing. There are at 
least three such cases now pending 
before FTC hearing examiners. 

FTC in each case notes that “the 
watch industry defines a jeweled 
watch as one containing a minimum 
of seven. each serving as a frictional 
bearing.” 


Trip to Japan offered 
in contest at RJA show 


An all-expense paid vacation for 
two in Japan awaits the winner of 
the Cultured Pearl Association of 
America’s contest during the New 
York RJA show, Aug. 10-14. 

All retail jewelers are eligible and 
may enter the contest at the associa- 
tion’s exhibit in suites 880-882 in the 
Waldorf-Astoria. The winner will be 
flown to Japan by Northwest Orient 
Airlines. 

The association’s display also will 
feature a movie and a collection of 
pearl jewelry. 


Fleisig, Greene, Zola 
named to show committee 
Jack Fleisig, Lou M. Greene and 





Everett M. Zola have been appointed | 


to represent the Manufacturing Jew- 
elers Sales Association, Inc. on the 
executive committee of the United 
Jewelry Show. 


ST 56/7 3-carat 
Linde 4-.01'/2 s.c. 
Diamonds. 

14K W.G. 

110.00 Keystone. 


ST 51 7-corot 
Linde star 2-.05 
F.C. diamonds. 

14K W.G. 
197.00 Keystone. 


ay; ar Kings 


to give the star 

prominence and security. 

Available with genuine or 
synthetic Linde Stars. 


Designed 


Wadd 


a ee 


801 WALNUT STREET 
PHILADELPHIA 7 











Use JC-K 
Classified Section 
for Fast Results 














—— 


to the NEW HOME OF 
JEWELRY DISPLAY IDEAS 


See the Premier Presentation 
of our most exciting new 
FALL and CHRISTMAS Displays. 
showing ONLY in our 
SHOWROOMS! 


Now Centrally Located Aft... 





Edwin Faced inc 


150 WEST 46th STREET, N.Y 36, Cl. 5-3282 




















FOR CONVENIENCE 
OF OUT-OF-TOWN 
WHOLESALERS 


The 


IRIS FLOATING 
OPAL LINE 


Will be shown 


in Room 765 


WALDORF-ASTORIA 
August 10-14 





or in our new office 
62 West 47th St. 
New York 36, N. Y. 


Plaza 7-4725 
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JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St., W.Y. 22, WY 
PL 4.4177 
LEWIS R. EISNER. VP 


IN CHARGE OF 
NEW 
BUSINESS 


PHASE OF YOUR 
BUSINESS — 


ASK ABOUT OUR 


BALANCED FINANCING 
PROGRAM! 














LEND US YOUR WRIST: And these, the salesmen of the Gemex Corp. of 


| Union, N. J., will put a watchband on it. They are pictured at their semi-annual 
| national sales conference held recently in Miami Beach’s Deauville Hotel. In- 


troduction of Gemex’s new watchband line was made by William B. McLaird, 
vice-president in charge of sales. Harold N. Leitman, president and chairman 


_ of the board of Adam Consolidated Industries, Inc., parent company of Gemex, 
also addressed the group. 





CLOCK-WATCHERS ALL: Salesmen of Seth Thomas Clocks, a division of Gen- 
eral Time Corp., keep their eye on clocks (and the camera) at their 1958 sales 
conference held at Carter’s Inn, Litchfield, Conn. Highlights included sales 


- awards to Evan D. Challis, New York area, and James F. DuVally, New England 
| area; new technical developments discussion by Henry Matthiessen, Jr., 


vice 
president and director of research and engineering, and introduction of new 


_ models by Alan Magary, sales manager. 





FULL HOUSE: In poker, three of a kind and a pair is worth money. In Hart- 
ington, Neb., for Mr. and Mrs. John Feilmeier, it often costs money, to wit: 
when their triplet daughters Agnes, Ann and Alice, and twins Charles and 
Charleen (left to right) graduated together from high school this year, five 
presents were forthcoming. The five Feilmeiers chose Elgin watches from the 
store of Jeweler Leo F. Culhane (bearded here in honor of Hartington’s 75th 


anniversary). There are 16 Feilmeier children in all: seven are now married. 
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TEXAS—TOUGH ON FAKES: Members of the Texas RJA gather in San An- 
tonio for their fourth in a series of regional meetings to set up plans for 
fighting the fake “wholesale” jewelry operations in the state. “The fact that 
you are here,” vice-president Dell Sheftall told the 50 jewelers present, “is 
evidence that you are not content with the status quo (low customer confidence 
in jewelers, dollar-diverting practices of false wholesalers).” Let’s make our 
association strong first, and then fight through it, Sheftall urged. At the head 
table during the meeting, from left: Milton Arbetter, Richard Reiner, Lloyd 








Noble, Sheftall, and David A. Shapiro, all association members. 








Here Comes 
the French Line 


Between the high-fashioned design 
and the inexpensive exotic exists a 
world of fine French jewelry known 
but to a small group of Americans. 

Pierre Bagnis, head of a French 
jewelry group now courting the 
American market, puts it this way: 





. . . jewelry, too 


“Both the American public and 
jewelry trade have an incomplete idea 
of the great variety of French jewelry 
production represented in our many 
lower cost lines. Between highly 
styled, name-designer jewelry and 
costume pieces, there exists an im- 
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portant middle ground of gold 
jewelry, including heavy grade, hol- 
low or semi-hollow, cast or stamped, 
gold rolled or gold plated pieces, un- 
adorned or enriched with diamonds 
and other stones.” 


TOLA Tumbleweeds 
expect 2,000 at meeting 


More than 2,000 buyers are ex- 
pected to attend the ninth semi-an- 
nual reception and cocktail party of 
the TOLA Tumbleweeds, Southwest- 
ern gift and jewelry traveling men’s 
association, Aug. 31 at the Baker 
Hotel in Dallas. 

Event will be social highlight of 
the regional jewelry and gift shows 
sponsored by the Allied Gift and 
Jewelry Show and the Dallas Gift 
Show. 

New directors and officers will be 
elected at the association’s semi-an- 
nual membership breakfast meeting 
on Aug. 30 at the Hotel Adolphus. 


Forstner costume jewelry 
now goes through wholesalers 


A new policy of distributing its cos- 
tume jewelry entirely through whole- 
salers was announced by Forstner, 
Inc., Irvington, N. J., manufacturers. 

To initiate the policy, a new collec- 
tion of heavily plated costume jewelry 
has been designed exclusively for re- 
tail jewelers. The Forstner Creations 
division, which sold costume jewelry 


direct to retailers and department | 
stores, has been discontinued. Forst- | 
ner makes sterling, gold filled and 14 | 
karat gold jewelry for men and | 


women. 


Three, new, exquisite pieces 
featuring Chatham Cultured 
Emeralds. White gold and dia- 
monds set off this scintillating 
stone to perfection. 

Our representative will be happy 
to show you these and other crea- 
tions designed to point up the 
beauty of these gems. 


Ie Chestnut Street, Newark 2, New Jersey 











You Can Bank On 


McGRAW 


Silverware Chests 





No. 926 


For steady, year round 
profitable sales. 


Choose from a wide vari- 
ety of styles and sizes to fit 
any plan for sterling, plated- 
ware and stainless promo- 


tions. 


Write today for illustrated 
brochure. 


McGraw Box Company 


INCORPORATED 
McGRAW ° NEW YORK 
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_ CULTURED 
PEARLS | 
_ NECKLACES and © 
_ > EARRINGS 





JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y. 





Precious Stones 
LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 


Semi-Precious Stones 
Memo Selection Sent Promptiy 


Allan Caplan 


580 FIFTH AVE. 
NEW YORK 3, N. Y. 
PLaza 7-1560 





TOP @& maT 
CHARMS 


Seid only direet to Retailers 
WELLS MFG. CO. ATTLEBORO, MASS 


CLOCK SALESMEN 


Experienced selling imported clocks. Newly 
established clock dept. of old Eastern con- 
cern has openings in all territories. Com- 
mission basis only. Good opportunity if you 
have following & are willing to help estab- 
lish business & grow. We ship, make re- 
pairs pay comm. promptly. Our rating 
AA-1. Give details in Ist letter. Box #H., 
4142, care of Jewelers’ Circular-Keystone. 











ENCRUSTERS 
Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 











EAST 


= Raymond C. Yard, 73, who entered 
the jewelry business as a 13-year-old 
door boy at $3 a week, recently re- 
tired after 60 years in the business. 
His firm, Raymond C. Yard, Inc., 607 


Fifth Ave., New York, will be taken 
over by three of his employees: Rob- 
ert Gibson, Glen McQuaker and Don- 
ald Bartow. They will also have of- 
| fices at Canada House, 680 Fifth Ave. 
Without advertising, Mr. Yard had 
built up a business that has been 
highlighted by the sale of $1,000,000 
| worth of jewels to each of at least 
three families. 


/ announced by Samuel 


ws Three employee promotions were 
D. Zimmer, 


president of Reed’s Jewelers Niagara, 


_Ine., Niagara Falls, N. Y. Promoted 


were: Leonard L. Cassert to vice 


| president, Arnold Zimmer to comp- 








| jewelry 
$500,000 to the United Jewish Ap- 


troller, and Bernard Lewandowski to 
manager of the firm’s Falls St. store. 
= Reuben N. Popkin of Reuben N. 
Popkin, Inc., diamond importers, 580 
Fifth Ave., New York, recently re- 
turned from a buying trip to Europe. 


| Stephen Velmosky, Jr., has estab- 
lished Star Credit Jewelers & Opti- 


cians, 416 S. Park Ave., Buffalo, N. Y. 
= More than 200 members of the 
industry contributed over 


peal’s 1958 rescue, relief and resettle- 
ment campaign at a recent testimo- 
nial dinner to Oscar Heyman of Oscar 
Heyman & Bros., Inc., jewelry manu- 
facturers, 642 Fifth Ave., New York. 


_Mr. Heyman received an illuminated 
scroll from Milton Weill, Arrow Mfg. 


Co., West New York, N. J., who is as- 
sociate chairman of UJA’s Jewelry 
Division. 

s A testimonial dinner, for outstand- 
ing services to the Joint Defense Ap- 
peal of the American Jewish Commit- 
tee and the Anti-Defamation League 
of B’nai B’rith, to Max Elkon, dia- 
mond importer of 630 Fifth Ave., 
New York, and Oscar M. Lazrus 
president of Benrus Watch Co., was 
held at the Hotel Plaza in New York 
as part of the Jewelry Industry divi- 
sion’s drive to help JDA raise 
$5,600,000. 

= Norman M. Morris Corp., distribu- 
tors of Omega watches in the United 
States, recently moved to 375 Park 
Ave., New York. The firm occupies 


_ the entire 16th floor of the handsome 
new skyscraper. Offices have pinkish- 


gray, all-glass wails and contain ul- 


_tra-modern assembling equipment, 
testing machines and show rooms. 


iean Horological 


| 


i 


= Felix Klein, president of the Amer- 
Society of New 
York, gave a lecture on the history of 
graphology at a recent meeting of the 
society. 


# Manny Fuchs, Jack Fuchs and 
Louis Sloves recently formed Vogue 
Originals, Inc., 7 W. 45th St., New 
York. They will manufacture a line 
of patented calendar charms featur- 
ing changeable dates. With these 
charms jewelers will be able to set 
the jewel at any date and revise the 
calendar to any month without spe- 
cial tools. 

= D. W. Leverenz, superintendent of 
inspection at Elgin National Watch 
Co., gave a talk on “What Is New at 
Elgin” at a regular meeting of the 
Watchmakers’ Association of New 
Jersey, Inc. Anthony Zolnier of Mc- 
Kenna Laboratories, Santa Monica, 
Calif., spoke about ultrasonic cleaning 
machines. 

s Ipekdjian, Inc., 580 Fifth Ave., 
New York, distributors of Chatham 
cultured emeralds, recently appointed 
Jewel Distributors, Inc., of Montreal, 
as their Canadian representatives. 

= Manning Opal Corp. and Iris Float- 
ing Opals, Inc., have moved to 62 W. 
47th St., New York. Former address 
was 151 W. 46th St. 

s A. Blumstein, president of Lucien 
Piccard Watch Corp., New York, re- 
cently took a six-week business trip 
to France and Switzerland. 

s Joseph Baumgold of Baumgold 
Brothers, Inc., 580 Fifth Ave., New 
York, will serve as chairman of the 
annual summer meeting of the 
Jewelry Committee of the Federation 
of Jewish Philanthropies which will 
be held Aug. 19 at Old Oaks Country 
Club, Purchase, N. Y. 

s Julius Kaufman of Goodfriend 
Brothers, Inc., 608 Fifth Ave., New 
York, was recently honored for his 40 
years of work on behalf of the the 
Vacation Camp for the Blind. 

= Hans Sinzheimer, specialist in 
black cultured pearls, has moved to 
2 W. 45th St., New York. 

s Imperial Pearl Syndicate, 681 Fifth 
Ave., New York, recently held an 
omelet-brunch to celebrate the open- 
ing of their new Fall goid-filled, cul- 
tured pearl line. 

= Joseph J. Castiglia has opened Cas- 
tiglia Plaza Jewelers in the Hamburg 
Shopping Plaza, Hamburg, N. Y. 

= New York Guild of the American 
Gem Society will hold a meeting Sept. 
9 at H. R. Benedict & Son, Inc., 62 
W. 47th St. Harry Troll, foreman of 
the firm’s lapidary shop, will demon- 
strate the cutting and finishing of an 
amethyst. Guild officers are Ernest G. 
Reuter, president; Mrs. Dorothy Rei- 
del, vice-president, and Mrs. Mary B. 
Reheis, secretary. 

a Joseph Mazzitti has been appointed 
manager of Walker’s Jewelers, 
W. Front St., Berwick, Pa. 
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= More than 100 members and guests 
gathered at the Commonwealth 
Country Club, Brighton, Mass., for 
the Club’s annual summer outing, 
June 11. The golf contest ended in a 
tie for top place, with Mike Mahar, 
of Mahar & Engstrom, Jewelers 
Building, sharing honors with Wil- 
liam Clyde, a guest of Herbert 
Schulde. The president’s golf trophy, 
established a year ago by Herbert 
Thomae, president of the Club, was 
presented to the winners by John 
Blackinton, vice-president. Philip 
Barber, scorer of the Boston Jewel- 
ers Bowling League, won top place in 
the bowling contest with a score of 
215. A portable TV set, donated as a 
door prize by Bob Brennan of Spei- 
del Corp., was won by Charles Breen, 
of Whiting-Davis Co. 

=» Swanson Jewelers, Arlington, 
Mass., recently remodeled the store, 
adding a new front. 

= Holyoke, Mass., newspapers re- 
cently pictured seven members of the 
graduating class of Our Lady of 
Providence Home in Holyoke, being 
given watches and other gifts by Al- 
bert Bishop, of the Bishop Jewelry 
Co. 

= Roger Jette, for many years con- 
nected with M. D. Armstrong, jeweler, 
St. Albans, Vt., has opened a new re- 
tail store of his own at 9 Lake Ave- 
nue in St. Albans. 

we W. S. and H. E. Bristol, jewelers 
of Vergennes, Vt., have moved to a 
new and larger store at 211 Main 
St. in the same town. 

« Two Boston men, who formerly op- 
erated the Waltham Watch Co., have 
purchased Heller-Sperry, Inc., manu- 
facturers of pearls and other jewelry 
lines. Teviah Sachs and Gilbert Sachs 
bid $312,000 during a_ receivership 
sale in Superior Court, Providence, 
R. I., for the assets of the firm. Com- 
pany will operate as Pearls by Deltah, 
Inc., with main office at 560 Mineral 
Spring Ave., Pawtucket, R. I. Dis- 
tribution policy will be unchanged. 
= Isadore Paisner, president of the 
Manufacturing Jewelers and Silver- 
smiths of America, Inc., speaking at 
the annual vocational awards dinner 
of the Providence chapter, said that 
jewelry and silverware as a career 
opportunity “has seldom had greater 
promise in its history than it has at 
the present time.” The fast-growing 
teen-age group represents a bonanza 
for the industry, he said. He cited 
projected population growth statistics 
as something that should result in at 
least a 5 per cent per year increase 
in demand for the next 25 years. 

= Many retail and wholesale jewel- 


ers in the Greater Boston area closed 
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ENGLAND 


for an annual vacation period during 
the first two weeks of July. Others 
maintained a “Closed - All - Day - Sat- 
urday” schedule during the summer 
months. 

= Mrs. Rose Marshall, head book- 
keeper at the Travis-Farber Co., 909 
Jewelers Building, has opened her 
summer place at Sandy Point Beach, 
Lake Winnepesaukee, Alton Bay, N. 
H., and is welcoming many New En- 
gland jewelers during the season. 

= The’ Bigelow-Kennard jewelry 
store in Boston has added a line of 
Italian glass and ceramics, of the type 





formerly sold by Carbone’s, which 
was once a close neighbor. 
ae The Kennebeck Journal, of Au- 


gusta, Me., recently carried a pic- 
ture and story of Matt Nicolson, of 
the firm of Nicolson & Ryan of that 
city, stating that “Matt,” although 
86 years of age, puts in a full day at 
the engraver’s bench each day. The 
story gave details of this veteran 
jeweler’s long career. 

ws A. A. Dhooge, formerly with Gil- 
bert Jewelers, has opened a new store 
of his own in Plymouth, Mass. 

=» Vincent A. DeAngelis, of DeAn- 
gelis Brothers, 315 Auburn St., 
Cranston, R. I1., recently modernized 
the store’s watchmaking department. 
es Harry Freeman, of Hart’s Jewelry, 
Hancock St., Quincy, Mass., recently 
returned from a California trip. 

= Cerel’s Jewelers, Pawtucket, R. I., 
purchased and is operating Olympia 
Jewelry Co., New Bedford, Mass. 

= Henri St. Germain, jeweler of 
Hampton, N. H., has remodeled his 
store and opened a new clock and 
giftware department. 

e Paul Levinger, executive vice pres- 
ident and treasurer of Speidel Corp., 
Providence, has been elected to the 
board of directors of Industrial Nat- 
tional Bank of Providence. Mr. Lev- 
inger is also a vice president of the 
Manufacturing Jewelers and Silver- 
smiths of America, Inc. He has been 
a director of the Jewelers Board of 
Trade since 1948 and is a director of 
the Jewelers Vigilance Committee. 

= Norman L. Sharfman was elected 
president of the Central Massachus- 
etts Retail Association, Inc., Jewel- 
ers Division. Other officers chosen 
were Norman T. Halpin, vice presi- 
dent; Robert S. Franks, treasurer; 
and Frank Griswold, secretary. 

= Mr. and Mrs. Edward S. Page re- 
cently celebrated their 60th wedding 
anniversary. He is treasurer of Page- 
Walker Co., Providence wholesale 
jewelers. 

s Angelo Manjos, of Hingham Jew- 
elers, Hingham, Mass., has relocated 
in a new and larger store. 
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Brilliantly distinctive designs 
in 14K white gold and 
diamonds show off these mag- 
nificent Chatham Cultured 
Emeralds to perfection. 

Ask our representative to show 
you our complete line of 
Chatham Cultured Emerald 
jewelry. Write today. 


F. & F. FELGER, INC. 


480 Washington St., Newark 2, New Jersey 











MARK 
IT 
WELL 


that Leonore 
Doskow has a 
sterling char- 
acter when it 
comes to : 
creating ac- meni, 

cessories. 

This book mark with bright red grosgrain ribbon has 
a sterling silver blade and 3 initial monogram and 
typically, it’s priced at only $3.50 plus tax retail. 
Retailer Jewelers of America, Waldorf-Astoria 
Hotel, August 10-14, Jade Room, Booth 332-33. 
New York Gift Show, Trade Show Building, 
August 24-29, Room 605. 


LEONORE DOSKOW, Inc. 


Montrose New York 














LOUIS F. GUINESS 


373 WASHINGTON: ST 


BOSTON 8 MASS 


Lie a 
Ss 
SS 
SS) 
os 
7F intecpity 0\*™ 





219 





Superb design and matchless 
execution have formed two 
breathtaking new rings. Dia- 
monds, white or yellow gold, 
and the world’s newest jewels, 
Chatham Cultured Emeralds. 
Ask our representative to show 
you these and other creations 
featuring Chatham Cultured 
Emeralds. Write today. 


CHURCH & COMPANY 


2 Garden St., Newark 5, New Jersey 








Jewelry Case Co. 
| (center row): Joseph B. Miller, Gold- 





Specializing in 
TREATED DIAMONDS 


Beautiful Green, Blue, Canary 


and Golden Colors. 
In all Sizes and Many Shapes. 
Write for folder and Colored Cards 
THEODORE MOED 


10 W. 47th St. New York 36, N.Y. 
JUdson 2-1994 











~~. Co mokes the 

soles... 
Wedding 
Rings. The new 4K gold 


rings by Certified are de- 
signed to sell on sight. 


Especialiy in 


CERTIFIED METALS Co. 119 Edison PI. 


Newark2,N.J. 





Watches Wanted — Any Make or Age 


Highest prices are paid for Antique 


Jewelry ma ehilal haa OT Telsal-lalek Sterling 


Package kept aside 10 days, subject to 





MID-WES T 


es The rakish group in the formal 


| portrait above are new initiates of the 
_ Golden Roosters, which recently held 
_a golf outing and picnic at Itasca 
_ Country Club, Itasca, Ill. New mem- 
_ bers include (back row, left to right): 


Adolph Lewin, A. Lewin & Co.; Rich- 
ard Pearson, Elgin National Watch 
Co.; Ralph Berg, Ronson Corp.; 
Bruce Warnecke, Fred Warnecke & 
Co.; and Frank H. Jellinek, Buffalo 
Also initiated 


smith Bros. Smelting & Refining Co.; 
Ben Cole, Hallmark, Inc.; Archie 
Hazen, B. A. Ballou Co.; William A. 
Kaufman, A. Hirsch Co.; and Robert 
Pliskin, Norman M. Morris Co. -Also 
pictured (bottom row): Morris Draft, 
Hallmark, Inc.; Horace J. Schwartz, 
Louis Schwartz & Son; and William 
Beduze, Stein & Ellebogen Co. 

« The Chicago Jewelers Association 
will hold its annual golf outing at 
Elmhurst Country Club, Elmhurst, 
Ill., with 150 golfers expected and 50 
other members and guests on hand 
for dinner. Marshall Spies (Spies 
Bros.) is president of the club and 
Wilbur Cureton (Newall Manufac- 
turing Co.) is chairman of the golf 
committee. 

es July 5 marked the 75th birthday of 
William G. Swartchild Sr., president 
of Swartchild Co., Inc., wholesale 
watch material dealers at 22 W. 
Madison St., Chicago. Founded in 
1888 by his father, it now operates 
eight branch offices across the country 
from New York to Seattle. The latest 


_ branch opened recently at Kansas 
| City, Mo. 


e Ben Goldberg & Co., wholesale jew- 
elers of 29 E. Madison St., Chicago, 
have moved to Sun Valley, Idaho. 
Mr. Goldberg will continue his whole- 
sale operations from the new loca- 
tion. 

= Ellenbecker jewelry store will re- 
open with 900 square feet of floor 
space in the Capitol Court Shopping 
Center, Milwaukee, Wis. 

= William Otten, owner of Joseph A. 
Otten, jewelers in Kalamazoo, Mich., 
has been named president of the Mich- 
igan Horological Association. 

= Following the death of his son, 
Jim, Charles Sands, 77, has decided 


to close his store in the Arcade, Cleve- 
land. 

= Cortland J. Silver, owner of seven 
retail jewelry stores in Wisconsin 
and Iowa, has urged the Senate Small 
Business Subcommittee, to protect 
small business against the “predatory 
pricing practices of discount houses.” 
ae A. Wendt of Wendt jewelry store 
in Horicon, Wis., has retired after 
50 years in business. He is 82. 

es Harold O. Thompson and Bruce 
W. Boyer have purchased Peterson 
Credit Jewelers, 401 E. Hennepin 
Ave., Minneapolis, Minn., from D. H. 
and E. J., Inc., wholesale jewelry 
firm. They have changed the name to 
Peterson Jewelry Co. Both men have 
been at different times, manager of 
the store. 

= In order to settle the estate of the 
late William H. Schwanke, Schwanke- 
Kasten Co., jewelers, have closed their 
downtown store at 324 E. Wisconsin 
Ave., Milwaukee, Wis. The inventory 
has been transferred to the main store 
at 324 E. Silver Spring Drive. 

s Sigmund Sorg Inc., retail jewelers, 
have opened a store at 117 W. Wash- 
ington Ave., South Bend, Ind. The 
firm also has stores in Goshen and 
Elkhart. 

s Jack Jaffee has been named sales 
representative for Enesco Imports di- 
vision of N. Shure Co., Chicago. He 
will cover the Eastern and Northern 
areas of the country and will have his 
headquarters at 63-10 108th St., For- 
est Hills, L. I., N. Y. 

= Vogel Jewelry Store, 312 N. Main 
St., Bloomington, Ill., was inherited 
by Roger J. Vogel from his father, 
Roger M. Vogel, who died in April. 
= Mansfield, Ohio, jeweler Sam Fox 
and his son, Robert, will expand their 
firm and move it to the Scattergood 
building on Main St. Designing of 
the new Fox store, which will include 
a special “diamond sales room” is 
under way. 

a Estberg & Sons, jewelers of 301 W. 
Main St., Waukesha, Wis., recently 
celebrated their 100th anniversary. 

= Newly installed officers of the 
Greater Cincinnati Retail Jewelers 
Association are: Ivo Sciarra, presi- 
dent; James Goode, first vice-presi- 
dent; Harvey Britton, second vice- 
president; and Hannah McRoberts, 
secretary-treasurer. 

es Warren C. Larson, an 1l-year vet- 
eran of S. H. Clausin’s jewelry de- 
partment, has been named manager 
and buyer of jewelry for all three 
offices of the Minneapolis company. 

« W. M. Spaman has purchased the 
Carl Reck jewelry store, 112 W. 
South St., Kalamazoo, Mich. 

e Franck C. Techau, manager and 
secretary-treasurer of Kampf Jew- 
ery Co., has been elected to the board 
of directors of the Greater Cincinnati 
Retail Jewelers Association. 
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= Joel McFadden, watchmaker 
316% King St., Charleston, S. C., was 
re-elected to the board of directors of 
the Horological Institute of America 
at the institute’s annual convention in 
Washington, D. C. 

# Rose Jewelry Co. of Huntsville, 
Ala., is moving to 10 E. Side Square 
after 16 years at its old location. A 
complete remodeling and redesigning 
of its new quarters is almost com- 
pleted. 

# Cooper’s Ine. have sold their 
jewelry store at 431 Granby St., Nor- 
folk, Va., to Zale Jewelry Co., Inc. 
Cooper’s continues to own and oper- 
ate stores at 461 Church St., Norfolk, 
and at Portsmouth, Va. 


# Nelson Coleman and Associates, 
jewelry specialists of Baltimore, re- 
cently sent their jewelry designer, Liz 
Cunliffe, to Europe to soak up new 
fashions for their Fall line. 

« James R. Armiger Co. will open a 
branch jewelry store at York Rd. and 
Walker Ave., Baltimore, on Nov. 1. 
= Duval Jewelry Co. has opened a 
new store at 1219 Apalachee Park- 
way, Tallahassee, Fla. There are 18 
Duval stores in Florida and one in 
Georgia. 

= Five members were recently ap- 
pointed to the newly created Ken- 
tucky Board of Examiners in Watch- 
making: T. S. Merkel of Louisville, 


Io 


of 





ws A. Y. Boswell, retired Tulsa, Okla., 
jeweler, was recently elected vice- 
president of the Tulsa Stockyards. 
Boswell, son of the founder of Bos- 
well’s Jewelers, sold his jewelry store 
about two years ago. He has been a 
director at the Tulsa Stockyards for 
more than 20 years. 

= Mrs. Elizabeth Anderson, employee 
of Rosenfield’s Jewelers, 912 Main St. 
in Duncan, Okla., recently received 
a 25-year service pin from the Career 
Girls’ Club, an affiliate of the Na- 
tional Credit Women’s’ Breakfast 
Club. 

= Grand Jewelry & Loan recently 
moved from 119 West Grand Ave., 
Oklahoma City, its location for nearly 
47 years, to 129 West Grand Ave. 

= Billy Swope, graduate of the schoo! 
of watchmaking at Houston (Tex.) 
Technical College, recently purchased 
Parker Jewelry in Huntsville, Tex. 

= Kofmehl’s Jewelry at 814 Main St., 
Duncan, Okla., recently underwent a 
complete remodeling and change in 
the color scheme. Charles Kofmehl 
and his son, Hugo Kofmehl, have op- 
erated the store for the past 11 years. 
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SOUTH 


Joseph W. Hodges of Paducah, Her- 





bert J. Redding of Henderson, Ed- | 


ward R. Sublett of Ashland and Joe | 


Malone of Springfield. 
s Hausmann Jewelry Co., 730 Canal 


St., New Orleans, contributed $16,103 | 
to its employees’ profit-sharing retire- | 


ment trust fund. 


=» Jimmy R. Moore of Decatur, Ga., | 


has been appointed vice-president in | 
charge of the diamond department for | 


Citizens Jewelry Co. of Atlanta. 


= Six local jewelers have asked the | 
Salisbury, Md., City Council to con- | 
sider regulating jewelry auctioning | 


to give the public more protection. 


= L. Alton Johnson has doubled the | 
size of his store, Johnson Jewelries | | 


on Fayetteville St. in Raleigh, N. C. 


= Gladys V. Deed has joined the | vs 


S. and N. Katz Hearing Aid Center, | 


Md., as a demonstrator 
hearing aids. 

Lakein, son of David 
Lakein Jewelers, 515 S. 
and 5400 Harford Rd., 
Baltimore, Md., has won a partial 
scholarship to Yale. 

= Thomas Stewart has opened Stewart 
Jewelers on Main St. in Conover, 
N. C. 

=» Lon H. West, clerk of court in 
Yadkin County, N. C., spoke on law 
enforcement at a recent meeting of 
the Winston-Salem Watchmakers 
Guild, No. 1. 


Baltimore, 
for Zenith 
= Richard 
Lakein of 
Broadway 


SOUTHWEST Uf 


Charles Kofmehl is current president | 
of the Oklahoma Horological Associ- | 


ation. Hugo Kofmehl is a past presi- | 


dent of the Oklahoma RJA. 

= A delegation from the Texas Jewel- 
ers’ Association recently made a trip 
to Washington in the interest of ef- 
forts to remove the excise tax. The 


group included Myron Everts of 
Dallas, honorary chairman of the | 
board and past president; Dolph | 
Miller of Odessa, immediate past 


president, and Dell Sheftall of Aus- 
tin, vice-president and legislative 
committee chairman. 


= Forty-four jewelry firms have re- | 


cently joined the Texas Jewelers’ As- 
sociation: Robson’s Jewelers, Bay- 
town; Bellaire Jewelry, Bellaire; 
Hillman’s Jewelry, Boerne; Stotts 
Jewelry, Channelview; Whitney’s, 
Clifton; Collins Jewelry, Crosbyton; 
Ace Jewelers, Dallas; Marcus Baer- 
wald Enterprises, Dallas; Casa Jewel- 


ers, Dallas; Lyles Van DeGrazier, 
Dallas (associate member); Owens 
Brothers, Dallas; Teasley Jewelry 


Co., Dallas; Swindle Jewelry, Dublin, 
Comanche, and Stephenville; Cox's 
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STARBURST, a glittering design 

of cultured pearls, 14K yellow 
old, brilliant Chatham Cultured 

Scnevetat. 

Ask our representative to show 

you earrings and matching brooch 


as well as other Jewelry featur- 
ing Chatham Cultured Emeralds. 


FISHER AND COMPANY 
19 LIBERTY STREET. NEWARK 5, NEW JERSEY 
3 IR RES TRS Bi Rene TS OR a 
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to the NEW HOME OF 
JEWELRY DISPLAY IDEAS 


See the Premier Presentation 
of our most exciting new 
FALL and CHRISTMAS Displays. 


showing ONLY in our 
SHOWROOMS! 


Now Centrally Located Af... 


Edwin Freed ash 


B cp west 46th STREET, N.Y. 36, Cl. 9 3232 § 
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' | Jewelers, 
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Exclusive, beautiful designs in- 
spired by the magnificent jewel, 
Chatham Cultured Emerald. Plat- 
inum, white or yellow gold and 
diamonds, 


Ask our representative to show 
you these and other creations 
featuring the Chatham Cultured 
Emerald. Write today. 


Wo. CHALSON & CO., INC. 


42 West 48th Street, New York 36, N. Y. 





MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., IMC. 
148 Sth Ave., New York 16, WN. Y. 
AL. 4-0104 











JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N.Y. 
Ju 6-0697 





— 





FOR INCREASED SALES AND BIGGER CASH PROFITS mm 


. Direct—Save! Get very best diamond values! 





Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up “‘mark-ups’’ to inflate your price, lower 


your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer. Or phone PL 7-1236 


—GLEAMLIGHT, 71 W. 47th St., Dept. K, New York™ 








WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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Jewelry, Dumas; Paul’s Jewelry of 


Distinction, Edinburg; Dixon Jewel- 
ers, Fort Worth; Henry’s Jewelry, 
Fort Worth; Isenberg Jewelers, Ga- 
lena Park; Billings Jewelry Store, 
Houston; Bilton Jewelry Co., Hous- 
ton; Paull’s Jewelry, Houston; The 
Diamond Shop, Jacksonville; Smith 
Jewelers, Kilgore; J. M. Reynolds 
Jewelry Co., Mercedes; Oliver’s Dis- 


_tinctive Jewelry, New Braunfels; 
Michael’s Jewelry Co., Pasadena; 
Thomason Brothers Jewelry, Pasa- 


dena; Harris Jewelers, Pearsall; Neal 


Ray’s Jewelers, Pittsburg; Dodson’s 
Post; Harold Folks Fine 
Jewelry, San Antonio; The Gem 
Shop, San Antonio; Jahn’s Jewelry, 


San Antonio; O’Connell Jewelry Co., 


San Antonio; Woods Jewelry, San 
Marcos; Millers Jewelers, Sherman; 
Woods Jewelry, Tahoka; Brunner & 
Williams, Taylor; Peterman Jewelry 
Co., Texas City; Johnson Jewelry 
Company, Tyler; Johnson’s Jewelry, 
Vernon, and Village Jewelers, Waco. 
a Fred W. Baker, operator of Baker's 
Jewelry in Claremore, Okla., won a 
new Ford automobile in the first of 
three drawings being sponsored by 
12 Claremore merchants. He also won 
$100 in cash for being present in the 
crowd at the drawing. 

= Leon Wyatt, owner of Wryatt’s 
Jewelry in Purcell, Okla., recently in- 


| stalled a new store front. 





| Region, James 


= The name of the official publication 
of the Texas Watchmakers Associa- 
tion has been changed from South- 
western Watchmaker to Southwest- 
ern Watchmaker and Jeweler. 

# William F. Pruett of Tyler was re- 
elected president of Texas Watch- 
makers Association. Other officers 
elected: first vice-president, John H. 
Thomason, Houston; second vice-pres- 
ident, K. C. (Bill) Hatfield, San An- 
tonio; secretary, Dren M. Duffy of 
Houston, and treasurer, Raul A. 
Gomez of San Antonio. Regional 
governors for 1958-1959 are: East 
A. Rowell of Port 


_Neches; North Region, A. E. Stone 


of Amarillo; 





South Region, Robert 
Dodd of Weslaco, and West Region, 
A. E. Houck of Midland. 

= Everett McKelva is new watch- 
maker with Bourquin Jewelers in the 
Westmoreland Heights Shopping Vil- 
lage in Dallas, Tex. 

= Clyde Lear, watchmaker in Dallas, 
Tex., has joined the staff of Linz 
Bros. Jewelers. 

= Sol Greenberg, formerly of San 
Antonio, recently opened the Empire 


_ Jewelry Co. at 138 East San Antonio 
St. in San Marcos, Tex. 





_@ George T. Lewis, a Seattle, Wash., 
_ master watchmaker, was named Kil- 
bourne Award winner by the Seattle 





= C. L. Bourquin, Jr., jeweler and 
watchmaker, who operates Bourquin 
Jewelers in the Westmoreland 
Heights Shopping Village in Dallas, 
Tex., recently opened a second store 
at 319 E. Jefferson Blvd. in Oak Cliff. 
= New watchmaker at  Burkett’s 
Jewelry in Port Neches, Tex., is 
James A. Rowell, formerly of Beau- 
mont. Mr. Rowell is the newly elected 
West Regional Governor of the Texas 
Watchmakers Association. 

= Green’s Jewelers opened a 
store in Laredo, Tex. 

a C. P. Coates of Batesville has been 
elected president of the Arkansas 
RJA, succeeding Henry Rainwater. 
Other officers elected at the group’s 
annual convention at the Arlington 
Hotel in Hot Springs include: J. L. 
King of Clarksville, vice-president; 
Selma Schloss of Pine Bluff, secre- 
tary-treasurer. The convention passed 
a resolution asking repeal of the fed- 
eral excise tax, and sent copies of the 
resolution to members of the Arkan- 
sas delegation in congress. ‘About 200 
members attended the convention. 
Hot Springs was selected as the con- 
vention city for 1959. 

ws Five students who recently com- 
pleted work at the school of watch- 
making at Houston (Tex.) Technical 
College, have taken the HIA exami- 
nation for Certified Watchmaker. 
They are: C. H. Beasley, James M. 
Potts, S. P. Maxwell, John Langli- 
nais, and Garland Avant. 

= Fuller’s Jewelry of Tulsa, Okla., 
recently moved to larger quarters at 
6205 E. Tecumseh. Owners are Mr. 
and Mrs. W. M. Fuller. 

es J. Ben Graham, owner of Graham 
Jewelry in Comanche, Okla., recently 
held a “grand opening” to show off 
the store’s new home. More than 1200 
persons visited the store to register 
for free gifts on the opening day. 

= Zale Jewelry Co. of Dallas, Tex., 
recently bought its 96th store: Ex- 
quisite Jewelers of Farmington, N. M. 
Zale also recently added a $465,208 
contribution to its employees’ profit 
sharing trust. 

ws Charles D. Hilles opened the Star 
of Brighton jewelry store in Denver, 
Colo. 

w Levitt’s Jewelers, 
Houston, Tex., is making “instant 
pictures of jewelry items to help pros- 


new 


510 Main St., 


”? 


pective customers make up their 
minds at home. A Polaroid camera 
is used. 


# Ring of Dallas, Inc., manufactur- 
ers of costume jewelry, now occupy 
all of the main floor at their new lo- 
cation opposite the Merchandise Mart 
building. 


YMCA. The award is given each year 
to the outstanding YMCA layman. 
= Kay Jewelers, which opened its 
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downtown store in San Jose, Cailif., 
ten years ago, has opened its second 
major unit in Valley Fair Shopping 
Center. Features include complete air 
conditioning and a three-level beamed 
ceiling which produces a department- 
alizing effect. 

ws Zale Jewelry Co. of Dallas, Texas, 
has purchased the Santa Ana, Calif., 
store of Lorenz Jewelers. This brings 
to four the number of Zale outlets in 
Southern California. Zale’s also re- 
cently purchased Ben Cohn Jewelers 
in Spokane, Wash. This makes a total 
of 93 stores operated by the firm. 

=» Stan Lowy and Dave Schulman 
have purchased Dale’s Jewelers in 
Pomona, Calif., from Harold Savage. 
Savage will continue to be associated 
with Dale’s. 

= California’s 47th Gift Show, at the 
Biltmore and Ambassador Hotels, 
Brack Shops and Merchandise Mart, 
July 20-25, reported a 10 per cent in- 
crease in the number of exhibitors. 

= The June meeting of the Jewelers 
24 Karat Club of Southern California 
was held June 10 at the Elks Temple. 
President Jack Morris appointed the 
following chairmen for the coming 
year: Art Ross and Max Wolman, 
entertainment; Max Strasburg, pro- 
gram; Bob Wolman, and Bob Mendel- 
son, membership; J. B. Swartzburg, 
picnic; Walter Dorrer, good and wel- 
fare; Max Strasburg, constitution and 
by-laws. 

= Illness kept Herman Siegel of Rob- 
bins Jewelers in Los Angeles, secre- 
tary of the Jewelers 24 Karat Club, 
from attending the dinner dance May 
15. But, in absentia, he was given a 
plaque making him “honorary past 
president” and a life member of the 
board of directors. 

ws The annual picnic of the Jewelers 
24 Karat Club will be held Sept. 7 at 
North Hollywood Park with Jay 
Schwartzburg in charge of arrange- 
ments. The champagne dinner will be 
held in the Coconut Grove of the 
Ambassador Hotel, Los Angeles, on 
Oct. 24. 

= Car! Ross has been named manager 
of the Kay Jewelry store at 319 Pine 
Ave., Long Beach, Calif. 

s Morton Grant, formerly associated 
with Elgin National Watch Co., will 
represent Sam Heffner, Inc., wholesale 
jewelers at 315 W. 5th St., Los 
Angeles. 

=» Glenn L. Smith of Stanley O. 
Jacobs Co., 315 W. 5th St., Los An- 
geles, was appointed to the executive 
committee of the De Molay of South- 
ern California. 

= Robert Westover, representative of 
The Watchmakers of Switzerland, 
was elected a director of the National 
Sales Promotion Executives Associa- 
tion. He is president of the Los An- 
geles Chapter. 

=e D. Larry Thorne, son of Sam 
Thorne, Oakland jeweler and oper- 
ator of watch and jewelry shops at 
the San Francisco Presidio and other 
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government installations in Northern 
California, was recently elected judge 


of Cucamonga, Calif., Judicial Dis- | 


trict. 

ws Dave and Mark Sochet have opened 
Sochet’s Jewelry store in the New 
East Anaheim Shopping Center, Ana- 
heim, Calif. 

a The Allied Jewelers Bowling 
League awards dinner in North Holly- 
wood was attended by 130. Trophies 
were given to Julie Besh of Pacific 
Gem Cutters, Richard Levy of L. Udko 
& Son, Rock Ferraro of Terrell & 
Zimmelman, and [. Levey of Arthur 
E. Kosches Co. 

= Charles S. Kostan has joined the 
firm of Fred Weiss and will cover 
the Los Angeles area and Western 


states. His brother John, who is also | 


with the firm, will continue to cover 
the Middle West and Eastern states. 


The firm specializes in cultured pear] | 


jewelry. 
# Ernest D. Engelland, jewelry man- 
ufacturer at 315 W. Fifth St., Los 


Angeles, has retired after 30 years in | 


the industry. The business has been 
purchased by his brother-in-law, Wil- 
liam H. Weik. 

ws Warren Rogers is now operating 


a jewelry store and watch repair ser- | 


vice at 214 E. Florida Ave. in Hemet, 


Calif. Business was formerly Amlin | 


Jewelers. 


s William Whitman and Mrs. Evelyn | 
Bailey have opened a new store, Whit- | 


man & Bailey Jewelers at 1334 Ist St., 
Napa, Calif. 
ws Peter Gluckman, “the flying jew- 


eler,” returned from a visit (flying, | 


of course) to his parents in London, 
England. Gluckman owns and oper- 
ates a jewelry and watch repair shop 


at 61 Lick Place in San Francisco. | 


He flew his single engine “City of 
San Francisco” some 25,000 miles to 


Africa and Europe. He has been in | 
business in San Francisco for 10 | 


years. 
e Mr. and Mrs. C. A. McCoy, dia- 
mond importers at 704 Market St. 


in San Francisco, returned recently | 








from New York and the Canadian | 


JOSEPH HAGN COMPANY 


we A. M. Walker Co., distributors for | 


Rockies. 


the Van Dell Corp. and Walter E. 


Hayward Co., Inc., moved recently | 


from 657 Mission St. in San Fran- 
cisco to 360 22nd St. in Oakland. The 
firm is headed by Al M. Walker. 

#» The San Francisco Watchmakers 
Guild and Contra Costa Watchmakers 
Guild held a joint meeting at the 
home of Mervyn Figenbaum in San 
Francisco. Guest speaker was Theron 
QO. Sowers of Sowers Watchmaking 


School, San Jose, who discussed the | 
Horological Institute of America. Phil | 


Rosenberg, factory representative of 
the L & R Mfg. Co., demonstrated the 


firm’s new ultrasonic machine for | 


cleaning watches. 


e Don Cummings has joined the | 


wholesale firm of Nordman & Aurich 
at 657 Mission St., San Francisco. 











Precious diamonds and white 
gold have been sculptured with 
fine detail to form perfect set- 
tings for the world’s newest jew- 
el, Chatham Cultured Emeralds. 


Our representative will be glad 
to show you our complete line of 
jewelry containing Chatham 
Cultured Emeralds. Write today. 


Green & Co., Jewelers, Inc. 
38 West 48 Street, New York 36, N. Y. 








HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 





AMITY U S$ TIME ALVIN 

NORELCO SEMCA EVANS 

ARVIN INGRAHAM SCHICK 
CASCO ULYSSE NARDIN WESTINGHOUSE 
_ WEST BEND WATERMAN 

DELTAH SPEIDEL DORMEYER 

RUMPP HAYWARD OSTER 

SESSIONS REMINGTON TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 
Catalog Twice Yearly @ Ask for Yours Today 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 





SHED THOSE INVENTORY BLUES! 
Make nice profits with little or no inventory. Sell 
rings, pendants, stones for cash direct from our 
catalog. We illustrate all of the regular items PLUS 
thousands available nowhere else. Sold om a No- 
Questions-Asked Money Back Guarantee | SEND 
FOR FREE CATALOG £586. New celebrating 25th 
Anniversary. 
~ “-_ "as 1633 E. Wainut Street 
GRIEGER’S ENC pasadena 35, Calif. 














Chatham Research Laboratories 
70—i4th St.. San Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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Executive Appointments 








Dexter C. McCloughan 


a 
ge 


William F. Roberts 


Dexter C. McCloughan and William 
F. Roberts were appointed to new 
posts when the Traub Mfg. Co., De- 
troit, split its advertising and sales 
operations into two separate depart- 
ments. McCloughan brings to his new 
position as field sales manager over 
14 years of jewelry sales experience. 
Previously with Heyne & Groves, 
wholesale jewelers, he joined Traub 
in 1955 as Midwest representative. 
Roberts, appointed director of adver- 
tising and sales promotion, is a 
former West Coast and Midwest rep- 
resentative for Traub with eight 
years of active sales experience. 


Roy E. Douglas has been appointed 
assistant sales manager for the elec- 
tric housewares department, Toast- 
master division of McGraw-Edison 
Co. Veteran of 13 years in the electric 
appliance field, Douglas joined Toast- 
master in 1952 as a sales representa- 
tive in the Cincinnati territory. Since 
1953 he has served as district man- 
ager for the company in Cleveland, 
with the Cleveland, Detroit and Pitts- 
burgh territories under his _ super- 
vision. He will make his new head- 
quarters in the division’s main offices 
in Elgin, Ill. 








Francis E. Troy 


Francis E. Troy has been elected a 
vice-president of General Time Corp. 
and appointed director of marketing 
for consumer products. Troy began 
his career with the W. A. Sheaffer 
Pen Co. He had been their general 
sales manager. His headquarters will 
be in the New York offices of General 
Time Corp. 





Robert D. Galey 


Robert D. Galey was promoted to vice- 
president in charge of sales for Zippo 
Mfg. Co., Bradford, Pa. Formerly 
assistant sales manager, Galey joined 
Zippo’s sales department over 12 
years ago. A native of Bradford, he 
is a director of the Chamber of Com- 
merce and a member of the Young 
Executives division of the National 
Association of Tobacco Distributors. 
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Obituaries 











Orrin P. Phillips, jeweler formerly at 
124 Franklin St., Watertown, N. Y., 
died June 1 in Orlando, Fla. 


Michael Libow, 71, operator of 
Michael Libow Jewelers, 231 W. Wis- 
consin Ave., Milwaukee, Wis., died 
June 4. 


Axel W. Ekelund, 78, retired presi- 
dent of Ekelund Brothers, Inc., jew- 
elry manufacturers of Providence, 
R. I., died June 18. Born in Onsala 
Halland, Sweden, he had come to the 
United States in 1897. He retired 
in 1952. 


Simon Rothenberg, 84, owner of a 
jewelry store at 185 Lark St., Al- 
bany, N. Y., for 20 years, died June 
11. 


Lester R. Korshak, 50, of Korshak’s 
Jewelry, Miami, Fla., died June 18. 
Formerly of Chicago, he was a past 
president of the West Flagler Busi- 
ness Men’s Association. 


William H. Price Sr., 69, assistant 
secretary-treasurer and auditor of 





Sweeney’s Jewelry Co., Houston, Tex., 
died May 28. 


George P. Tiffany, 76, whose jewelry 
firm was founded by his father in 
Xenia, Ohio, in 1879, died May 28. He 
had been in business for 62 years and 
was a member of the Ohio RJA. 


Albert Pretzfelder Sr., retired im- 
porter and founder of Pretzfelder & 
Mills, Ine., wholesale jewelers of New 
York, died June 13. He founded his 
firm in 1918 and was its president 
until he retired in 1946. He belonged 
to the National Wholesale Jewelers 
Association and was a former mem- 
ber of the National Jewelers Board 
of Trade. 


Frederick H. Felger, 75, president of 
F. & F. Felger, Inc., Newark, N. J., 
jewelry manufacturing firm, died 
June 12. 


A member of Newark’s | 





Downtown Club, he leaves his widow, | 
two daughters and four grandchil- | 


dren. 


Dr. George L. Frank, 69, optometrist 
and former partner of Hall & Frank 
Jewelers, Lebanon, Ind., died May 24. 


Meyer Rosenthal, 55, Fredericktown, 
Pa., jeweler, died June 7. Surviving 


are his widow, a son and a daughter. | 








150,000,000th Sheaffer pen 
goes to founder’s grandson 
The 150-millionth writing in- 
strument produced by W. A. Sheaf- 
fer Pen Co. was presented recently 
to the grandson of the man who 
pioneered the first Sheaffer pen a 
half-century ago. Walter A. Sheaf- 
fer II, now president of the firm, 
received the milestone pen at 
Sheaffer’s main plant in Ft. Mad- 
ison, lowa, just a few blocks from 
the jewelry shop in which Founder 
Walter A. Sheaffer produced the 
first model of his lever-fill foun- 
tain pen in 1908. In 1913, after 
five years of experimenting with 
and improving his product, he 
formed the company to manufac- 
ture and distribute the new pen. 


Film on watch servicing 
offered to jewelry groups 


A second slide film in color, “All 
About the Watch Service Depart- 
ment,” is now available through The 
Watchmakers of Switzerland. 

The film concerns the jeweler’s ser- 
vice department and like the first, 
“The U. S. Watch Market Today,” is 
based on research sponsored by the 
Swiss watchmakers. 
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It points out the service depart- 
ment’s status in today’s watch busi- 
ness, and shows how retailers regard 
the service operation. The film also 
raises such questions as: What does 
the future hold for the watch spe- 
cialist? and, what lies ahead for the 
service department in relation to 
customers? Answering the questions, 
it attempts to put a new light on the 
watchmaker’s position in the store. 

For information: The Watchmakers 
of Switzerland Film Dept., suite 1105, 
730 Fifth Ave., New York 19. 


Change Dispenser Produced 
By National Cash Register 


NCR has unveiled an automatic 
change-dispeasing cash register de- 
signed to speed customer service. At 
the same time the new equipment pre- 
vents human errors in making change. 

After ringing up a sale, the sales- 
person records the money tendered 
by the customer. The register com- 
putes the correct amount of change 
due and then causes the dispenser to 
release automatically the proper coins 
to the customer. The salesperson 
merely gives the person the number 
of bills shown on the indicator of 
the register. 

The change-dispensing feature, 
which is priced at $375, can be added 
to NCR change-computing registers 
now in use. 

Contact National Cash Register Co., 
Dayton, Ohio. 





tor Over 68 Years 


RACINE 


im t-t-me-) ol -leit- 1b 4-10 ear 


Tam ast-m Aelalem— 


Largest Selections 


o TIMERS 


( THROUGH YOUR WHOLESALER ) 


Write for the Lotest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


’ 


JULES RACINE & COMPANY, INC. 


, 
p sis in Fine mers Since 189 


20 WEST 47th STREET, NEW YORK 36 N Y¥ 
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MR. JEWELER 
You Can Do More 


Business Now! 


You Can Have All The 
Cash You Need Now! 


PLAN AHEAD 


In these times, the right ap- 
proach and proper action can pull 
your business out of the doldrums. 
That takes “know-how” and ex- 
perience. That’s precisely what 
we have to offer, as we did for a 
New Jersey jeweler who grossed 
over $175,000 in 4 wks. ...a 
Colorado jeweler over $100,000 in 
4 wks., and another in Pa., over 
$65,000 in 3 wks., to mention but 
3 of the many successful sales we 
were called upon to plan and con- 
duct. 


We realize each store has its 
individual problems. That’s why 
we believe a frank, confidential 
talk on your own home grounds at 
our expense will show that we 
have a definite plan to help you 

. a fact substantiated by let- 
ters of recommendation from 
jewelers everywhere. 


@® If you must raise cash, we will 
plan and conduct a Retail or 
Auction Sale, or a combination 
of both, that will solve your 
problems—PROFITABLY. 


@ if you are planning a promo- 
tion to stimulate business, we 
will show you how a dignified, 
professional sale can make 
money for you. 


@ If you want to go out of busi- 
ness, we can liquidate your en- 
ttre stock, speedily, profitably. 


® Or, if you desire, we will buy 
your entire stock for cash. 


Communicate with us NOW or 
when in N. Y. at the Waldorf 
show. No obligation, and in 


strictest confidence. 


Write * Wire * Phone Collect 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N. Y.36 JU 6-2334 
Members Jewelers Board of Trade 





























COMING 


Ri ee en 


3-6—China, Glass, Gift, Jewelry, 
Toy and Stationery Show, Civic Audi- 
torium, Sheraton Palace, St. Francis 
Hotel, Western Merchandise Mart, 
San Francisco. 

3-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

3-15—Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-11—North Dakota Watchmakers 
and Jewelers Association convention, 
Bismarck. 

10-13—Cotton States Gift, Jewelry 
and Stationery Show, Peabody Hotel, 
Memphis, Tenn. 

10-13—Portland Gift Show, Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 

10-14—Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

17-20—Seattle Gift Show, Civic Au- 
ditorium Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Seattle, Wash. 

24-26—Pennsylvania RJA annual 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 

24-26—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

24-27—-Minneapolis Gift Show, 


| Radisson Hotel. 


24-27—-Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

24-29—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

29-31—United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—-Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept.2—Ohio and West Vir- 
ginia RJA joint annual convention 
and jewelry show, Netherland Hilton 
Hotel, Cincinnati. 

31-Sept. 3—California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4—Parker House Fall Gift 
Show, Boston. 

31-Sept. 4—Detroit Gift Show 
(Fall), Hotels Statler and Sheraton- 
Cadillac. 

31-Sept. 4—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 


We ee See ie ee ee ee 


1-5—Boston Gift Show, Hotel Stat- 


ler. 
6-10—Detroit Jewelry Show, Hotel 


Statler. 


EVENTS 


7-10—Miami Gift, Jewelry, Sta- 
tionery, Toys and Housewares Show, 
Bay Front Anditorium. 

13-14—-Missouri RJA annual con- 
vention, Governor Hotel, Jefferson 
City. 

14-17—Denver Gift and Jewelry 
Show, Hotel Albany. 

14-17—Indianapolis Gift Show 
(Fall), Hotel Claypool. 

20-22—-Michigan Retailers Associa- 
tion annual meeting, Pantlind Hotel, 
Grand Rapids. 

28-30—Fourth Phoenix Gift and 
Jewelry Show, Hotel Westward Ho, 
Phoenix, Ariz. 

28-Oct. 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


oe SRR eS. Se 


4-6—Florida State Watchmakers 
Association convention, Golden Gate 
Hotel, Miami. 


eae S BO ee ee Be 
7-16—Costume Jewelry Board of 
Trade of New York Show, Hotel Gov- 


ernor Clinton. 


Window Display Ideas 
Featured at Trade Exhibit 

To help jewelers sell watches, The 
Watchmakers of Switzerland’s ex- 
hibit at the New York RJA conven- 
tion, Aug. 10-14, will contain special 
displays featuring promotional ideas 
and merchandising suggestions. 

More than a dozen examples of 
window displays which the jeweler 
can reproduce in his own store will 
be shown. In addition, the newest in 
jeweled-lever timepiece styles and 
specialty watches will be exhibited. 

A booklet illustrating each window 
and containing merchandising ideas 
will be available to jewelers visiting 
the exhibit. 


Watchbands, Inc., expands, 
expects to double production 


Watchbands, Inc., of North Attle- 
boro, Mass., has completed an ex- 
tensive expansion program, which 
the firm says will enable it to 
double its yearly production and 
shipping potential. 

The growth move includes larger 
office quarters, larger modernized 
shipping facilities, and new and 
more extensive machinery, which 
will speed up all phases of the op- 
eration. 
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News of Personnel 








J. Domito 


R. Domito 


Two new representatives have been 
announced by the New Hermes En- 
graving Machine Corp., 13-19 Uni- 
versity Place, New York. Bob Domito, 
formerly on the West Coast, has taken 
over the Chicago office, replacing the 
late Hy Berman. Bob will cover IIli- 
nois, Kentucky, Indiana and Wiscon- 
sin. Bob’s place in the San Francisco 
office will be filled by his brother, 
Jack Domito, who will cover North- 
ern California, Washington, Oregon 
and Utah. 


J. R. Ailes 





James R. Ailes has been appointed 
sales manager for the Cleveland 
branch of Remington Rand Electric 
Shaver division of Sperry Rand Corp., 
Bridgeport, Conn, Prior to his join- 
ing Remington Rand, Ailes was con- 
nected with the United States Cham- 
ber of Commerce. 


Manford Kleinfield has joined the 
sales staff of Vendome, couturier jew- 
elry subdivision of Coro, Inc. He will 
cover the Eastern seaboard with the 
exception of Florida. For the past 25 
years he has been affiliated with 
Forstner Creations. 


Douglas E. Runnels has been ap- 
pointed national sales manager of 
Sheaffer Pen Co. He succeeds F. E. 
Troy who is moving into an executive 
position with another company. Hugh 
C. Green has been appointed regional 
sales manager for Sheaffer’s Central 
and Western divisions. Harry W. 
Foster succeeds Green as Southern 
district manager. 


Stanley F. Kay has been appointed 
manager of International Silver’s Chi- 
cago office at 111 N. Wabash Ave. He 
will also continue as hotel division 
representative covering his regular 
territory. 
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The Mautner Co., Haswell St., New 
York, manufacturers of boxes, show- 
case trays and window displays, has 
named two new sales representatives: 
Ted M. Goff will cover Georgia, Flor- 
ida, Alabama and Tennessee; and 
Ben Waidman will cover Texas, 
Louisiana, Oklahoma, Arkansas and 
Mississippi. 








& i } 3 . 


J. J. Cowan 





J. Johnson 


Joseph J. (Joe) Cowan has been 
appointed West Coast sales represen- 
tative for K. Polishook & Son Corp. 
He will cover California and Arizona. 
Cowan has an extensive background 
in jewelry merchandising and sales. 


James Johnson is now Southwestern 
representative of the American Rolex 
Watch Corp. Johnson is a former re- 
tail salesman at Linz Brothers, one 
of Dallas’ older jewelry stores. 


Paul W. Steen has been appointed 
manager of distributor sales for 
Narda Ultrasonics Corp., Mineola, 
N. Y. Steen was formerly with 
Sperry Gyroscope Co. and Potter In- 
strument Co. 





P. W. Steen 


E. Keitel 


Ernst Keitel has been named Mid- 
west sales representative for Jacoby- 
Bender, Ind. Keitel, who was former- 
ly with Gemex Corp., will cover IIli- 
nois, Wisconsin, Minnesota, Iowa, 
Kansas, Missouri, Ohio, South Dakota 
and North Dakota. 


Irving Goodman has joined the 
sales force of Chesterfield Jewelers, 
Inc., 33 W. 46th St., New York. Good- 
man, formerly with Kushner & Pines, 
will cover the Mid-West territory. 


Correction 


The marble table lighter made by 
the Roseart Co. of Bradford, Pa., and 
pictured on page 84 of JC-K’s June 
issue ranges in price from $24.95 to 
$27.95, retail. 











ULE ore / 


SEE OUR EXHIBIT 
AT BOOTH NO. M-112 


Be sure to visit us at Waldorf Booth 
M-112 Retail Jewelers of America— 
Trade Show! 

RENSIE! As usual—presents an out- 
standing and exclusively styled line of 
clocks. Modern and Traditional Decor 
— Wall clocks. Desk Pieces — Time 


Leather travel clocks competitively 
priced . . . profitable promotions . . . 
Smart gifts for all occasions. 

RENSIE !—A proven line for profitable 
volume sales. See and buy ““RENSIE’’! 


“THE EXPLORER” 26103 A truly 
beautiful decorative 8-day wall clock by 
world renown interior designer. Sculp- 
tured solid brass case. Diameter 13'4". 
“THE BAROQUE’’ #820! New cord- 
less electric battery clock .. . Will run 
for more than a year on three flash- 
light batteries. Overall size 13”x!7%". 


Send for latest catalogue sheet 
and price list. Please use your 
letterhead. 
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“PRESIDENT” 
=1307 The Perennial 


Clock for the executive . . . perpetual 
calendar. 7-jewel movement . . . gold color, 
engine-turned brass case and base . . . non- 


tarnishable. Name Plate for Engraving. 
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Booklet Tells Advantages 
Of Selling Movie Outfits 


New Bell & Howell merchandising 
handbook (pictured below with a typ- 
ical movie package: Sun Dial camera, 
Monterey projector, indoor light bar, 
case and film) points up advantages 
for jewelers to diversify into pack- 
aged movie outfits to build traffic and 
increase sales. 

The 12-page booklet also outlines 
special services available to jewelers, 
including marketing information, ad- 
yertising and promotion guidance, 








= K | 


and tips on selling and display. 

Contact John Marken, manager of 
Retail Dealer Sales, Bell & Howell 
Co., 7100 McCormick Rd., Chicago 45, 
Til. 


Booklet on ‘U.S. Watch Market’ 
Contains Selling Suggestions 


A 16-page booklet, based on the 
film strip presentation, “The U. S. 
Watch Market Today,” is being dis- 
tributed by The Watchmakers of 
Switzerland to jewelry and horologi- 
cal trade groups. 

The illustrated brochure is being 
distributed at all trade meetings 
where the film is shown in order that 
retailers may retain important sta- 
tistical data from the research study. 
It is also intended to serve as a 
handbook of ideas and suggestions to 
improve the jeweler’s competitive 
position. 

Contact The 
Switzerland, 730 Fifth Ave.. 
York 19, N. Y. 


Watchmakers of 
New 
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Sunbeam Enters Clock Field; 
Offers Illuminated Display 


To introduce its new 36-model line 
of electric clocks to customers, Sun- 
beam is offering dealers, through dis- 
tributors, this illuminated display 
case. 

The unit holds 20 clocks in two 
square feet of space and has a soft 
flashing light which outlines each 
clock at regular intervals. The frame- 
work of the display, which can be 
used on a counter or hung on the wall, 
is of wrought iron. 

Harold Blackburn, product manager 
for the new products, said that a full 
dealer and consumer promotion and 
advertising program for the new line 
were nearing completion. The sales 
story of the clocks, which will achieve 
national distribution by the end of 
this month, will be carried in maga- 
zines, newspapers, on radio and tele- 
vision and other media. 


Anson Offers Displays 
For Shoehorns, Bracelets 


This new metal 
counter fixture is 
available to jew- 
elers for display- 
ing the Anson 
shoehorn. It 
hangs 12 to 18 
shoehorns and is 
finished in dull 
black. 

Anson is also 
offering a walnut 
base counter dis- 
play for its iden- 
tification brace- 
lets. It is given 
free with every 
Anson ident unit 
307/59S. Contact 
your Anson dis- 
tributor. 


J-B Golden Wire Display 
Aims To Draw Young Customers 


To help jewelers obtain a greater 
share of the school-age market, J-B 
is offering this Golden Wire Photo- 
Vue Display. 

The display highlights the engrav- 
ing plaque of each bracelet, is 6% 
inches high, 7 inches wide and 6 inches 
deep. 

The display is free with an order 
for six (four men’s, two women’s) 
gift-boxed Photo-Vue Idents, three 
for display and three for back-up 


PHOTO VUE LULA 


stock. Keystone price is $53.70; retail 
$60.35. 

Contact Jacoby-Bender, Inc., Wood- 
side, N. Y. 


RCA Adds Three Radics 
To All-Transistor Line 


Two new portable radios, designed 
to play a minimum of five years on 
a single rechargeable battery, and a 
cordless table model radio were re- 
cent additions to RCA’s all-transistor 
line. 

The Transichar Super, nationally 
advertised at $39.95, features six 
transistors and two crystal diodes. 
The Transicharg Deluxe, to retail at 
$49.95, operates on seven transistors 
and two crystal diodes. The Star- 
liner, the all-transistor cordless table 
radio, will retail at $69.95. According 
to RCA, it will play 1,500 hours (1% 
years at 20 hours a week) on one 
battery pack. 

Contact RCA, 30 Rockfeller Plaza, 
New York 20, N. Y. 
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International Adds ‘Rounders’ 
To Gift Tray Line 


International Sterling has added 


’ 


these “rounders,” suitable for serving 
mints and cocktail peanuts or for 
duty as coasters, to its line of trays. 

They can be purchased individually, 
in groups or by the set (four-inch 
retails at $5, five-inch at $7.50 and 
five and three-quarter inch at $10, 


tax included). Display free with order 


for two or more of each tray. 
Contact International Silver Co., 
Sterling Division, Meriden, Conn. 


Lieber & Lerner Complete 
1959 Diamond Ring Catalogue 


The 1959 Long-Life Diamond Ring 
catalogue is now being distributed. 

Lieber & Lerner, producers of the 
rings, have already distributed some 
issues of the catalogue at the Chicago 
jewelry show. It also will be made 
available at the New York and Dallas 
shows. 

“Ever since we founded our busi- 
ness,” Maurice Lerner, president of 
the firm, said, “we have constantly 
striven to provide our customers with 
unusual values in popular-priced di- 
amond rings. We have backed this 
up with exceptional customer service, 
including newspaper mats and many 
other dealer aids.” 

Jewelers not attending the trade 
shows may obtain free copies of the 
eatalogue from Lieber & Lerner, Inc., 
305 E. 46th St., New York 17, N. Y. 


Bracelets, Pins Now Offered 
By Former ‘Rings-Only’ Firm 


A major expansion in the types of 
jewelry it produces has been an- 
nounced by GC & G Jewelry Mfg. 
Corp., 64 W. 48th St., New York. 

An extensive line of necklaces, 
bracelets, pins and earrings—many 
in palladium or palladium combined 
with yellow gold—have been added to 
the firm’s catalogue. 
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Plastic Ring Tray by Rocket 
Has Leather-Like Look, Feel 


Rockette 240, an unbreakable plas- 
tic tray that looks and feels like 
leather, is available in black shell with 
a blue, turquoise, grey or American 
beauty crystelle velvet interior. 

Priced at $7.45, it is also available 
in larger sizes (36-ring tray costs 
$7.95, 48-ring tray, $8.45). 

Contact Rocket Jewelry Box, Inc., 
125 E. 44 St., New York, N. Y., or 
your wholesaler. 


Benrus Plugs Citation Series 
in New Trophy-Type Display 


Benrus is featuring the Citation 
series in its newest display. 

Below, the display has an_ indi- 
vidual watch as a centerpiece atop a 
trophy base. The Citation tri-color 


forms a wreath-like background, and 
two other 
boxes. 

Contact Benrus Watch Co., Inc., 50 
W. 44th St., New York 36, N. Y. 


watches are shown in 








3-Dimensional Display Unit 
Holds Eight Foster Tie-Tacks 


This three-dimensional white-on- 
white display unit holds eight genuine 
stone tie-tacks by Foster which retail 
at $3.50 each. 

The unit has a snow-white wood 
finish and a white velvet cushion. 

Contact Foster Metal Products, At- 
tleboro, Mass., or an authorized 
wholesaler. 


Freed Hold ‘Opens House’; 
Features New Line of Displays 


Its new line of Fall and Christmas 
displays will be presented by Edwin 
Freed, Inc. at an “open house” in its 
showrooms, 150 W. 46th St., New 
York, during the RJA trade show 
Aug. 10-14. 

Included will be window and show- 
case trims, window and interior dis- 
plays and store fixtures. 


Speidel Introduces New ‘The Price is Right’ Bands 
As TV Tie-in; Adds Religious Items to Line 


x 


Capitalizing on nationwide enthusi- 
asm for its TV show, The Price Is 
Right, Speidel announces “The Price 
Is Right’ watchband series, ranging 
in price from $7.95 to $9.95. The 
new series, in its own specially de- 
signed counter-top display case 
(above, right) features several new 
adjustable bands, as well as Crossfire, 
Golden Autumn and Sweet Spring. 
The case measures only 14 in. x 9% 
in. x 3 in., yet displays 12 bands and 
stores an additional 24 boxed pieces. 





Now in its tenth year as a major 
TV advertiser, Speidel features 
jewelry items in all categories on The 
Price Is Right. 

Long known for its expansion 
watchbands and men’s jewelry, Spei- 
del is expanding its line to include a 
quality selection of specially-designed 
crosses. The new 1/20 10 karat gold- 
filled or sterling silver crosses and 
chains are individually gift-wrapped; 
they will retail for $3.95 to $8.95 
(available through distributors). 





Admark and ‘Egyptian’ 
Display Features at RJA Show 


This scarab-bedecked beauty in her 
un-Nasser-like Egyptian costume will 
appear on behalf of Admark at the 
RJA convention in New York, Aug. 
10-14. 

It’s a return engagement for the 
semi-clad female who modeled for Ad- 
mark last year. This year Admark 
will double the size of its display case 
and will introduce a new line of belt 
and bracelet sets. 

A catalog is available from Ad- 
mark, 714 Sansom St., Philadelphia. 


Feature Fancies 
Flashing Fingers 


This golden-framed, life-sized fab- 
ric hand in bas-relief against a velvet 
background is Feature Ring Co.’s 
main promotion piece for its ex- 
panded Glorified Locking Diamond 
Ring line. Rings sell from $39.50 to 
$99.50. 

Contact Feature Ring Co., 130 W. 
46th St., New York 36, N. Y. 











Watch these pages 
in coming issues 


for bigger Christmas business 

















Gruen Offers ‘Luxury Package’ 
Of Merchandising Displays 


Celebrating its new association 
with wholesale jewelry distributors, 
Gruen has created a number of mer- 
chandising aids for retail jewelers. 

Available without cost to members 
of the Gruen Guild through their 
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authorized wholesalers, the store aids 
include motion displays, parchment 
streamers, counter pads, mailers, TV 
and radio scripts and window decals, 

For information on joining the 
Gruen Guild and obtaining the mer- 
chandising package, contact an au- 
thorized wholesale jewelry distribu- 
tor. 


New Counter Display Card 
Designed for ‘Impulse Buying’ 


This counter display, designed for 
“impulse buying,” is offered by Van 
Dell for its necklace line. 

The necklaces, in gold-filled and 
sterling, are mounted with black onyx, 
floating opal, carved ivory or cultured 
pearl and range in price from $4.95 
to $7.95, retail. 

Contact Van Dell Corp., Providence, 
R. I. 


G-E Telechron Initiates 
Display Consulting Service 


As part of its promotion program 
for its Telechron line, General Elec- 
tric has established what it calls the 
first display consulting service in the 
electric clock industry. 

Available to all distributors without 
charge, the service offers custom-de- 
signed displays. Tailored to the spe- 
cific needs of stores with special prob- 
lems, the display design will be pre- 
sented to the distributor in color 
sketch form with cost quotation. 

Also announced was a new “Cus- 
tom XVI” display fixture available 
in 16 sizes. In addition, high-impact 
consumer advertising will be carried 
in television, magazines and newspa- 
pers, according to Russel T. Wood- 
ward, marketing manager. “In con- 
junction with a company-wide effort 
to accelerate an upturn in business,” 
Mr. Woodward said, “the Clock and 
Timer Department is concentrating 
on promotion and selling aids on the 
local level in addition to its increased 
national advertising campaign.” 

Contact General Electric-Telechron, 
Ashland, Mass. 


"Gift-of-the-Month’ Blotters 
Available as Mailing Enclosures 


Reed & Barton is offering jewelers 
a series of promotion blotters featur- 
ing calendars and displaying a silver 
“sift of the month” for mailing with 
regular monthly statements. 

The “Gift-of-the-Month” blotter is 
designed to help establish stores as 
gift headquarters in their trading 
areas. All gifts selected for the 1958- 
1959 promotion will be hollowware 
items in sterling and silverplate. Blot- 
ters will be imprinted with dealer’s 
name and address at 75¢ a hundred. 

Contact Reed & Barton Silver- 
smiths, Sales Promotion Dept., Taun- 
ton, Mass. 
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These two illustrated trophies represent 
You reel in steady profits week-after-week when you stock the huge assortment of awards in Arlen’s 
and display Arlen Trophy lines. For the largest selections general catalog. 


—with the most value—Arlen is your best source of supply. 


Arlen general line features Inlaid Walnut Woods, Genuine 


Onyx and a wide selection of economical individual awards. 


For real value on “Bulk buy- 
ing,” write for information 
aa about Arlen’s wide variety of 


: Pe Pee ¥ F- Ge, . 
p tec Pry Super-Specials on catalog tro- 


phies with reduced prices. Now 
is the time to stock these real 


moneymakers. 


Write for 1958 Color Spectacular 
Catalog, Prices, Imprint Plan. 





5838C-A/2 2442” $30 OX-ML5/23 19” $32 


ARLEN TROPHY CO., INC. 222.2") 
WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS.. 
; From A Sport “Oscar” toa Championship Trophy 
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Arpeggio Bulletin Points Out 
Pin Lever Quality Improvement 


The bugaboo of the words “pin le- 
ver” has literally scared jewelers away 
from that watch field and opened up 
the business to other types of retail 
outlets, a 4-page bulletin by the Ar- 
peggio Watch Co. points out. 

The educational bulletin to jewelers 
states that with the advent of ma- 
chine production, pin lever move- 
ments can be produced to equal the 
timekeeping qualifications of lever 
watches. 

According to the bulletin, the im- 
proved styling and accuracy of pin 
lever watches has taken watch buying 
out of the luxury field of infrequent 


purchasing and put it into the fast 
replacement market of turnover sales. 
The Arpeggio “for jewelers only” 
quality pin lever watch is designed to 
help the jeweler regain the large por- 
tion of the watch business he has 
lost to other retail outlets, the booklet 
says. 

The new Arpeggio watches also fea- 
ture Swiss waterproof cases, un- 
breakable mainsprings, Nivarox hair- 
springs, micropolished pivots, escape- 
ment with one jewel, a 90-day guar- 
antee to the jeweler with free repair 
or replacement, and a one-year guar- 
antee to the consumer. 

Contact Arpeggio Watch Co., divi- 
sion of Croton Watch Co., 404 Fourth 
Ave., New York, N. Y. 
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A Pe Y lighter has this... 
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BEATTIE 





€t LIGHTER 


m has this, also! 
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A. 


When pipe-smokers (or gift-givers) ask “to see a 
lighter,” they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
should be enjoyed...to smoke tobacco—not matches! 
Just show a Beattie-Jet in action—and man, 
you’ve got a quick sale! Held upright, the Beattie 
functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 
Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small 
soldering jobs; for blackening gunsights; for thaw- 


ing out frozen car-locks. 


Get set—with the Beattie-Jet ... Start 
your Holiday buying early to assure 
ample stock on hand. All Beattie-Jet 
Lighters are guaranteed perfect and 
come individually-boxed with this 


NEW 3-LIGHTER DISPLAY! 
\ Shipped with any 3 lighters you choose) 














Size of display: only 8”x8”. 


Retail at: $6.95—$8.00— 
$8.95—$9.95—$11.95— 
‘$15.00—$21.00—$49.00 





Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 





Biggest Consumer 


Advertising in 
Beattie History! 





Here’s action merchan- 
dise...with the one and 
only JET-FLAME action! 


Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS,INC. Dept. JC-K—19 East 48th Street, New York 17 
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Forstner Fall Features 
Include New Display Series 








This is one of a variety of new dis- 
plays offered by Forstner to show its 


idents, link bracelets, remembrance 
charms and “family” charms and 
bracelets. 


It shows three “family” bracelets 
and a dozen boy’s and girl’s head 
charms, heart charms, discs and baby 
shoe charms. The assortment is key- 
stone priced at $26.70 in 1/20-12 
karat gold filled and at $24 in sterling 
silver. 

Contact wholesalers or 
Inc., Irvington, N. J. 


Forstner, 


Sheaffer Pen and Rhea Mfg. 
Join in Pen-Dress Drive 


In a back-to-college ad-sales cam- 
paign, Sheaffer Pen Co. and Rhea 
Mfg. Co., dress manufacturer, will co- 
ordinate advertising and selling ef- 
forts. Salesmen of both companies 
will promote pens and dresses. 

The campaign, built around a four- 
page, full-color insert in the August 
issue of Mademoiselle, will feature 
Lady Sheaffer fountain pens and 
Rhea’s Petti line of dresses. 

About 700 stores are expected to 
participate in the nationwide cam- 
paign through all-store promotions, 
window displays and local advertis- 
ing. Both Petti and Sheaffer sales- 
men will use promotion kits designed 
jointly by the two companies. 

Contact Batten, Barton, Durstine & 
Osborn, 383 Madison Ave., New York, 
ad agency for Sheaffer. 


Look Includes Jewelry Stores 
In Fall Radio-TV Promotion 


In its big fall promotion of “sight 
and sound” equipment, Look maga- 
zine will include upwards of 1000 
jewelers who sell home entertainment 
appliances. 

The promotion, which breaks Oct. 1, 
will provide retailers with an overall 
“umbrella” to stimulate sales of high- 
fidelity phonographs, records, tele- 
vision sets, radios and stereophonic 
recorders. 

Merchandising kits will be available 
to tie-in stores. The kits will contain 
display materials, posters, mat head- 
ing proofs, stickers and streamers. A 


special Christmas unit is also in- 
cluded. 
Contact Alan Waxenberg, Look, 


488 Madison Ave., New York. 
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Westinghouse Introduces 
Five Immersible Appliances 





Five new portable appliances which 
can be operated by a single control 
and immersed fully into water for 
cleaning are being marketed by West- 
inghouse. 

The single automatic control, de- 
signed to save customers the cost of 
individual controls for each appli- 
ance, is detachable and has a signal 
light which tells when pre-heated 
temperatures have been reached. The 
heating element in each appliance 
has been cast into the utensil during 
manufacture. 

Pictured above are the five appli- 
ances. From left to right: Dutch oven, 
$19.95; 12-inch fry pan, $16.95; 3- 
quart sauce pan, $16.95; griddle, 
$19.95; and 11-inch fry pan, $14.95. 


New Hermes Attachment 
Engraves in Semicircle 





A new semi-mechanical equipment 
that engraves letters in an arc is now 
available for use with New Hermes 
engraving machines. 

Regular New Hermes master letters 
are used, but the letters are inter- 
spaced with wedge-shaped “radius 
spacers” that automatically form an 
arc in various radii. 

The equipment consists of a lami- 
nated phenolic copy table, 7” by 21”, 
complete with clamping attachment; 
a roll of double-faced tape; and an 
assortment of 100 radius spacers in 
three sizes for engraving in small, 
medium and large arcs. The retailer 
can use any of his own New Hermes 
master copy type. The price for the 
complete set is $20. 

Contact New Hermes Engraving 
Machine Corp., 13-19 University 
Place, New York. 
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Webster Answers Gift Question, 
A Cake Knife for the Bride 


These pre-packaged bridal cake 
knives with white satin ribbon and 
attached lilies of the valley are Web- 
ster Silversmiths’ answer to the 
““W hat-to-get-the-bride?” question for 
this season. 

Featuring stainless steel blades and 
sterling silver handles, they come in 
either scimitar or serrated edge sabor 
style, priced at $6.10 and $8.40, re- 
spectively. 

Contact Webster Silversmiths, 
North Attleboro, Mass. 
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just as the rule is the accepted 


measure for length — 
so are these 
Master Guide 
Stones an 
accurate, 
never-varying 
standard for 
Jewelers — 





one half actual size 










For those Jewelers who do their own grading, here 

is a set of five Master Guide Stones that assure a 
fool-proof standard for buying and grading diamonds, 
making sales and appraisals. Write for details! 


IGGER. CO. 


FEDERAL RESERVE BLDG., KANSAS CITY, MO. 
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Bulova to Increase Ad Effort; 
Plans ‘Pre-Sell' Promotion 


Bulova Watch Co.’s Fall-Christmas 
advertising will be substantially in- 
creased over last year’s, according to 
John H. Ballard, president. 

In an effort to “accelerate business 
activity, rather than wait for the 
situation to correct itself,” Bulova 
will concentrate its effort in “a vital, 
new direction. ... More consumers 
will be ‘pre-sold’ on Bulova watches 
this Christmas than ever before, and 
the resulting buying activity should 
contribute largely to our jewelers’ 
future prosperity,” he added. 


Artcarved Offers Turning Display 


Available to 
franchised Art- 
carved wedding 
ring dealers, this 
ring display is 
made of steel in 
a Danish-brushed 
chrome finish. 

The display 
has a coral velvet 
platform which 
holds a dozen 
wedding rings. 

Contact your 
Artearved dis- 
tributor. 




















Actual Size 








Geo. H. Eberhard 





\ SEE THE FABULOUS 


$550 PLATINUM PENCIL 


at booth 32, New York Jewelry Show, Waldorf- 
‘ Astoria Hotel, August 10 to Ith. 


i] AND A COMPLETE LINE OF OTHER NORMA PENCILS 


+604, NORMA PEN and 3-PENCIL COMBINATION 
TRA Le $5.95 


INTRODUCTORY Offer: Extra ink refill—NO CHARGE 


Al’ models available with pen upon request 


NORMA PENCIL CORP. 


137 West 14th Street, New York, N. Y. 





West Coast Representatives 


1904 Third Avenue, Los Angeles 18, Calif. 
182 Second Street, San Francisco 5, Calif. 


The New 


norma 


17-15 Melate 
3-pencil 
Pxoyaalodintehitela 


ne complete yv 


i 7\ 


to quantity | 


ink refill. 49¢ 


. 
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Hammel, Riglander Makes 
Self-lubricating Mainspring 
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MAINSPRING 


Let ns cephace 
wer messaspring 
with o» Berestes 
the seerisespring theet.. 


we ill mot browk 
% will not rest or corrade 
W never needs ailing 
% will nat inae ite strength 





THE ARANTLED WORRY F8 MAINSPRIN 





“Nivastar,” a self-lubricating main- 
spring that never needs oiling, has 
been developed by Hammel, Riglander 
& Co. 

Besides the self-sealed lubrication 
the alloy mainsprings are unbreak- 
able, rust proof, anti-magnetic. They 
are available in 199 sizes, in standard 
steel and leatherette cabinets or in 
cardboard boxes. 

Counter display, above, is available 
free. 

Contact material supply houses or 
Hammel, Riglander & Co., Inc., Box 
100, Madison Square . Station, New 
York 10, N. Y. 


Oneida Begins Fall Campaign 
With New Paul Revere Pattern 





Highlighting the Fall campaign for 
the Stainless division of Oneida Sil- 
versmiths is the new Paul Revere 
pattern—an adaptation of Early 
American design made to compliment 
that home furnishing style. Sched- 
uled for consumer delivery about the 
beginning of September, Paul Revere 
will be packaged in maple-finished 
wooden compartment tray. 

Pictured above is the 24-piece ser- 
vice for six at $29.95. Also available, 
a 16-piece service for four at $19.95 
and a 52-piece service for eight at 
$59.95. There will be no change in 
price or discount and the introduction 
will be merchandised with a free dis- 
play, counter card, circulars, mats 
and clerk’s information sheets. 

As part of its Fall campaign, 
Oneida will conduct what it calls “the 
greatest advertising campaign in the 
stainless field” through new spread 
advertisements in leading consumer 
magazines. 

Contact Stainless division, Oneida 
Ltd., Oneida, N. Y. 
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New Display Gives Customers 
‘Inside Story’ of Eterna 





This new counter display, given to 
jewelers on a consignment basis, has 
a magnified crystal that shows the 
“Ballbearing” movement of the 
Eterna watch. Customers can see the 
automatic movement in working mo- 
tion through the plexiglass back. Dis- 
play is 12 inches in height and length 
and six inches in depth. 

Contact Eterna Watch Co., 677 
Fifth Ave., New York 22, N. Y. 


Community Introduces 
New Packaging, New Prices 





This 44-piece Hospitality service 
for eight illustrates Community’s new 
packaging and new prices. 

The above set, in choice of blond- 
or mahogany-finished chest, has a 
new regular price of $69.75 and is 
available in all patterns, as are all 
the other sets. (Silver Flower hook- 
over displays come free with intro- 
ductory orders.) 

Other sets include a 63-piece Host- 
ess service for eight at a new regular 
price of $99.75, including the blond- 
or mahogany-finished drawer chest; 
a 16-piece House Warming service for 
four at $24.95, packed in a gift car- 
ton; and’a similar carton-packed 26- 
piece Trousseau service for six at 
$42.50. 

From Community division of One- 
ida Ltd. Silversmiths, Oneida, N. Y. 
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Booklet on Card Imprinting 
Offered for Seasonal Rush 


In advance of the expected rush 
for personalized Christmas cards, The 
Kingsley Machine Co. is distributing 
a booklet entitled Kingsley Guide to 
Christmas Card Imprinting. 

The pamphlet covers such subjects 
as how to advertise the service, what 
to charge, where to get extra help, 
correct usage of names, demonstra- 
tion of type styles, and how to pro- 
mote imprinting (by renting or buy- 
ing Kingsley equipment) as a means 
of attracting more store traffic. 

Copies of the booklet can be had, 


without charge, from The Kingsley 
Machine Co., Hollywood 38, Calif. 


Promotional Aids Available 
For New Key and Charm Line 


Pamphlets, catalogues, mats, dis- 
plays and selling hints for its new 
line of 14 karat college keys and 
charms are available from College 
Seal & Crest Co., Cambridge, Mass. 

The new additions can be supplied 
with the seal of almost any college or 
university in the United States. Simi- 
lar charms are available with frater- 
nal crests, civic organization emblems 
and military insignia. 
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Engraving pays 


half my rent!” 


“Everybody in town has a watch, a 
piece of jewelry or silverware... 
something they want engraved. 
Custom engraving service means a 
continuous stream of business that 





really adds up!” 


A. L. Aronow 


Sharon Credit Jewelry Co. New York City 





it’s easy money _ with 


the tracer-guided 
portable engraving 
machine anyone can 
operate—more than 
16,000 jewelers have it! 


Send for booklet 


wh 
new hhermtes ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 
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Grey Industries’ Discovery Prevents Tarnishing 
Without Ever Touching the Silverware 


= STOP 
 —_EMBLESS 






~ 


lust Keep Jar 
Near Silver 


Grey Industries has introduced a 
preparation which is said to prevent 
silver from tarnishing, although the 
material does not touch the silver. 


SMELTING & REFINING CO. 


111 N. Wabash Avenve, Chicago 2, Ill. 


'& POCKETS WILL JINGLE... 
when you ship your precious metal scrap to 
Goldsmith. 90 years of ““know-how’”’ is reflected 


Bench sweeps, sink 
settlings, filings and 
polishings are refined 
so as to yield the maxi- 
mum in returns to you. 


Silva-Crystals, which absorb the 
tarnishing elements from the air, can 
be renewed indefinitely by drying out 
in an oven. This innovation and two 
other Grey Industry products (Silva- 
Gloss, a “no-need-to-rinse” liquid sil- 
ver polish, and Silva-Plate, a liquid 
that deposits a silver coating on worn 
silver-on-copper ware) rang up a 
$5,800 sales volume in a single month 
during their introduction at B. Alt- 
man’s, New York. 

Contact Grey Industries, Inc., 18 E. 
50th St., New York 22, N. Y. 









in the thousands of satisfied jewelers who 

continue to ship their jewelry scrap, gold filled 
and plated to Goldsmith 
Bros. with confidence. 















74 W. 46th Street, New York 36, N.Y. 


OAKLAND 
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Kasper & Esh Offer Prizes 
At Two Convention Drawings 


Retail jewelers will have a chance 
to win $1,000 worth of jewelry gifts 
at drawings held by Kasper and Esh 
at two jewelers’ shows. 

The diamond importers and jewelry 
manufacturers will hold drawings at 
the New York RJA convention, Aug. 
10-14, and at the Pittsburgh Jewelry 
Fair, Aug. 24-26. 

Bona fide retail jewelers are in- 
vited to try for the five jewelry gifts 
by depositing a certificate in the Kas- 
per & Esh drawing chest at either 
show, Certificates may be obtained 
from ads in the August issues of 
trade publications or at the Kasper 
& Esh suit. 

In New York, the drawing chest 
will be made by an RJA officer in 
Suite 679-681 of the Waldorf-Astoria 
Hotel, at 7 p.m. Aug. 13. In Pitts- 
burgh, the chest will be in Parlor D 
of the Penn Sheraton Hotel. The 
drawing will be at 3 p.m. Aug. 25. 
Participants need not be present at 
the drawings to win. 

The firm will display new additions 
to its line of diamond pendants, 
“Diamond Chaindears,” set with up 
to 12 diamonds in 14 karat gold, re- 
tailing for $25 to $75. 


For the 1958 Summer: 
A Special from 1847 Rogers 


A hot weather special—eight iced 
drink spoons for $8—is being offered 
by International’s 1847 Rogers Bros. 
division. 

Having an open stock value of $16, 
the beverage spoons are available in 
all 1847 Roger Bros. patterns includ- 
ing the retired Eternally Yours and 
First Love. Cocktail forks and 
spreader are also offered at the “8 for 





International has avail- 
able counter cards and newspaper 
mats to help in merchandising these 
items. 

Contact 1847 Rogers Eros. division, 


$8” special. 


International Silver Co., Meriden, 


Conn. 
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Triple-Threat Triangular 
Display Offered by Zippo 











Three-panel triangular display 
(TD 2550) by Zippo Mfg. Co., Brad- 
ford, Pa., is made of metal and plastic 
and measures 7% inches wide and 
10% inches high. 

The unit has three Zippo lighters 
on each panel which is framed by a 
one-inch wide, white plastic border. 
Mounted on a rubber-tipped brass tri- 
pod, it rotates at finger-tip touch. 
Sliding panels give access to inside 
storage space. 

Nine Zippo models make up the as- 
sortment in the display: three brush 
chrome Zippos, one high-polish, one 
vertically tooled, and four “slim- 
lighters.” 


Jewelers Get Picnic Carrier 
Free With Gemex Watch Bands 


This colorful, plaid picnic carrier, 
valued at $3.98, is offered free to 
jewelers who order an assortment of 
six dozen Gemex nylon watch straps, 

The bag comes packed with three 
dozen Ivy League straps, two dozen 
regular and one dozen long in solid 
colors. 

According to William B. McLaird, 
vice president in charge of marketing, 
this method of presenting the assort- 
ment to jewelers was chosen to stress 
the air-cooled qualities of the nylon 
straps. The assortment costs the re- 
tailer $31.50; sells for $81. 

Contact Gemex Corp., Union, N. J. 





Keep A Cool Wrist! 5 
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Parker Pen Begins ‘Loss Proof’ 
Sales Promotion Campaign 


Jewelers can now guarantee Parker 
pens against loss. 


A new promotion called “Operation 
Loss Proof,” gives pen purchasers 
two years’ loss protection. 

Buyers will receive registration 
forms, which must be filled out and 
mailed to the company. Cost to re- 
place lost pens is $.50—$1.50, depend- 
ing on which of the five pens ($1.95 
—$6) the guarantee covers. 


Contact The Parker Pen Co., Janes- 
ville, Wis. 


















> CARAT DIAMOND BRIDAL SET 


One of our most popular 
total weight sets with 
full cut center diamond. 


$133°° Keystone 





AIL LONG-LIFE mountings 
are die struck... all 
diamonds are of unusual 
quality for their low prices! 
_ Be among the thousands of 
satisfied jewelers who are 


. 
aS 
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New Amplification System 
Featured in New Emerson Line 


A stereophonic high fidelity phono- 
radio (model 896) with an amplifica- 
tion system designed for either stereo 
or monaural operation, is among the 
new models in Emerson’s 1959 line. 

It also has a newly developed 
“Auto-Brain” 4-speed record-changer 
that automatically adjusts turntable 
speeds for 33% and 45 rpm records 
when they are intermixed and in- 
sures the use of the correct stylus. 
List price is $168. 

Contact Emerson Radio & Phono- 
graph Corp., Jersey City 2, N. J. 


lnterested in more 


diamond volume? 


RESULTS prove that you can 
do more diamond business 
and enjoy greater profits 
with the LONG-LIFE line! 
Magnificent styling at 
lowest possible prices make 
LONG-LIFE the biggest 
name in promotional 
diamond rings! 










Style #B-156 
23-DIAMOND INTERLOCKING SET 


A beautiful new creation 
that enables you to defy 
all competition. Full cut 
center. 


$59®° Keystone 


eee Pea ee 


Diamond rings enlarged to show detail 


SEE US WHEN YOU VISIT THE JEWELRY SHOWS IN NEW YORK AND DALLAS! 
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methods of fastening 


STAFFS TO THE BALANCE 


A balance staff is a rivet. There are many wrong ways to 
remove one, with possible damage to the balance. The 


right way is to cut away the balance seat 


* HoroLocy has advanced quite a distance from the 
time when clocks and watches were no more reliable 
than hourglasses and when they were mechanical curi- 
osities rather than timepieces. Today we have wrist 
watches that have gained chronometric certificates. How- 
ever, the methods of fastening staffs to the balance have 
not materially changed, and much of the precision of 
modern watches may be lost when the staff needs re- 
placement. 

The traditional method of removing the old, broken 
staff constitutes a hazard to the balance and the accuracy 
of the watch. If we study the construction of the regu- 
lar type of balance staff, we will understand this better. 
Figure 1 shows such a staff as it fits into the balance 
prior to its being made secure. The balance shoulder 
fits snugly but not friction-tight into the hole of the 
balance wheel. 

The top side of this shoulder is sharply undercut, as 
shown in the cross-sectional view, Figure 2. While the 
balance shoulder is not supposed to fit friction-tight 
into the balance hole, it shouldn’t fit loosely (that in- 
duces an eccentrically staked staff). The staff, then, 
must be secured by a clamping action provided by 
riveting-over the protruding edge of the shoulder. As 
shown in Figures 1 and 2, sufficient height is provided 
so that the shoulder may be spread outward and down 
upon the lip or edge of the balance hole. 


Riveting with a punch 

The securing operation or riveting, as it is called, is 
performed with a hollow, flat-faced punch. The staff 
is placed into the staking set die-hole which most closely 
fits the roller post without binding upon it. The stak- 
ing set is then aligned with the die-hole and locked into 
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By Henry B. Fried 
JC-K Horological Consultant 


place. The hollow punch whose hole fits close upon the 
hair-spring shoulder of the replacement staff is then 
placed into the staking set frame and brought down 
upon the staff, as shown in Figure 3. The punch does 
not rest upon the balance arm but rather upon the edge 
of the undercut shoulder of the staff. Figure 4 shows 
how the punch, when hammered correctly, will cause 
the undercut shoulder edge to spread out over the lip 
of the balance hole to serve as an upper clamp, as in 
the arrow at A. To make certain that the balance is 
secure, the punch is frequency pressed downward with 
considerable pressure by the thumb and the balance 
twisted with tweezers. If the balance turns, it is still 
loose and additional light taps with the brass hammer 
are required to fasten it. Be careful that the riveting 
does not spread too much and distort or even destroy 
the balance. As it is, there is always a lateral or edge- 
wise strain on the balance because the underside of the 
riveting is curved as shown by the arrow at B. 

Too vigorous riveting may even split the balance, as 
shown in Figure 6. Many balances need replacement 
for that reason. The thumb pressure test will show 
whether the balance is riveted properly. If the punch, 
resting on the lip of the riveted-over balance staff’s 
balance shoulder as shown in Figure 4, is sufficiently 
pressed downward, the staff will not turn if it is tight 
with the balance. A loose balance will merely turn 
when moved by the tweezers, twisting on the balance 
shoulder of the staff. 

Years ago it was the practice to employ two punches 
for the riveting operation. One was a round-faced, hol- 
low punch which spread the countersink against the 
balance hole walls. The other was the “finishing” punch 
which flattened the riveting lip. The latter often dis- 
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Figure 3 (right). To swage the riveting shoulder a flat- 
faced, hollow punch is brought over the riveting shoulder. 
Modern staffs do not require the use of the swaging or 


round bottom, hollow punch. 


Figure 4 (far right). When the punch is hammered, it 
spreads the riveting over the edge of the balance hole 
securing the staff in a vise, clamping action. A shows 
the riveted-over part while B indicates that often a lateral 


stress is placed upon balance arm. 
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Figures 1 (far left) and 2. The conventional 


riveted staff fits snugly into the balance arm and 


the riveting shoulder is sharply countersunk to 


facilitate later swaging. Arrow points to the 


countersinks in the staffs. 
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Figure 5 (far left). The Elgin grooved staff is 
designed with a groove (at the arrow) to ensure 
that the riveting will swage over the balance hole 
edge properly and facilitate removal later if re- 


quired. 


Figure 6 (left). When a staff is removed care- 
lessly or riveted to excess, the hole in the arm will 


become split, spoiling the balance. 
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FASTENING STAFFS TO THE BALANCE (concluded) 


torted the balance. As a result staffs have since been 
designed so that only a flat-punch is needed. Figure 5 
shows the Elgin grooved staff with the arrow pointing 
to the groove. Its purpose is two-fold. The first pur- 
pose is to facilitate the bending-over of the portion 
above the groove, requiring only a flat, hollow punch 
which is time-saving. The second purpose is to facili- 
tate the removal of that staff should it require replace- 
ment. When the staff is “knocked out,” the riveting lip 
may become sheared off instead of being forced down 
and outward through the balance hole. If the riveting 
does not become sheared, the hole may become enlarged 
or even split, as shown in Figure 6. 

Incidentally, when staking such a staff, use only a flat 
punch. A round-faced riveting punch may damage both 
staff and balance. Many watchmakers remove the bal- 
ance staff from the balance by placing the staff's bal. 
ance seat in a hole of the staking die and after aligning 
and locking the staking die in place, place a pivot 
punch over the upper pivot and hammer the punch until 
the staff is forced out of the balance. This is poor 
practice; it causes the balance arms to bend and buckle. 

Other watchmakers use a “staff remover.” This de- 
vice fits between the frame of the staking arm and the 
die. It is a hollow, flat-bottomed screw with a nut which 
lets the pivot punch go through it. The lower part fits 
over the staff while pressing on the balance arms. By 
unscrewing its upper, hollow nut, the balance arms are 
pressed down tight and flat against the staking die. Thus 
when the pivot punch is hammered, the balance arms 
cannot bend or buckle while the staff is being forced out. 

While this is better than the previously described 
practice, it still causes distortion of the hole in the bal- 
ance. The hole in the staking die below is necessarily 
larger than the hole in the press-screw and nut; thus 
slight bending occurs and the hole often becomes en- 
larged. Watchmakers have also been seen in_ store 
windows removing a balance by merely placing the staff 
in a bench-block hole and pressing on the top pivot 
with the flat back of a pair of tweezers until the staff is 
forced out. 


Removing a riveted staff 


A balance staff is merely a rivet and, like all rivets. 
should be removed. Figure 7 shows this graphically. 
A is the rivet with its top slightly hollowed out in 
order to produce the spreading-out effect when it is 
swaged or hammered. B shows the rivet now hammered 
so that its top spreads over the holed plate. Because 
the round head (bottom) of the rivet is solid, it is least 
affected by the hammering and retains its shape as well 
as the internal shape of the bottom part of the hole. 
C shows the similarity to a balance staff. It can be 
plainly seen here that if a shaft is added to the center 
portion above and below the rivet, it is a staff indeed. 
Because of the protruding shafts, hollow riveting 
punches are needed but initially its function and appear- 
ance is the same as Figure 7-A or Figure 1. 

In Figure 7, it can also be seen that the best mechani- 
cal way to remove such a rivet is to file, cut or grind 
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off the head of the rivet, rather than the spread part. 
If the head is filed or ground off as in D, Figure 7, 
it is easy to eject the rivet upwards as shown at E. If 
the rivet were forced or filed flat from the top, the 
result is obvious. Some very good watchmakers | 
know actually grind away the balance seat of the staff 
which is analogous to the head of the rivet. The staff 
is then easily removed, preserving the accuracy of the 
balance hole. Since the staff is no longer needed, this 
is considered a good and acceptable practice. 

The proper way to remove a riveted balance staff is 
to cut away the balance seat (rivet-head) instead of 
the more elaborate or difficult method of grinding it 
away. Cutting the balance seat away is done by placing 
the balance and staff in the lathe, as shown in Figure 8. 
A well-fitting lathe chuck is made to grasp the hair- 
spring shoulder of the staff. The T-rest is brought up 
close to the balance, although care is taken not to have 
its tip touch the balance. Next a carboloy or hard- 
steel graver is brought up to the base of the roller post 
of the staff and slight inward and outward pressure is 
exerted on the graver while the lathe is made to turn 
at a slow but steady speed. The graver will then under- 
cut the balance seat until it has no connection to the 
rest of the staff and comes off as a ring. This is shown 
in Figure 9. Here the left figure shows the sectional 
view of the staff where the graver has cut into balance 
seat. When the metal was removed which connected it 
to the balance shoulder (riveting) it came off as a ring 
as shown in B. The remaining staff should then look 
like that in A which will allow measurements to be 
taken for comparison with a new one. 

There is constant pressure of the riveted over-lip 
against the balance and the clamping action of the staff 
on the balance arms, one side the riveting and the other 
the balance seat. Therefore, just when the graver is 
about to reach the point of cutting where the ring B 
will come apart from the remainder of the staff, this 
pressure will cause the ring to be pushed outward 
(actually forced out by the pressure), so that the graver 
will not get a chance to touch the balance-hole edge. 

Most often, the balance will come out from the staff 
while the staff is still chucked in the lathe. Should it 
remain fast on the staff after the removal of the balance 
seat, the staff can then be easily and safely removed 
by observing Figure 10 and following these directions. 
First, select a stump or flat-faced, hollow punch which 
fits the hairspring shoulder of the staff loosely but still 
close. Center and lock this in the staking set after it 
has been aligned with the centering punch. Next place 
the balance on the stump or the inverted punch, as 
shown in Figure 10. Select a pivot-punch that will rest 
on the roller post pivot. To remove the staff merely 
press down on the punch with the thumb or tap it 
lightly with the hammer. The staff will then fall out. 
Observation of the balance hole will show that it is 
ready for use and there will be little need for truing 
or poising. Zee 


(Next month: How to replace friction staffs.) 
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Figure 8 (upper right). Cutting out the balance seat by 


undercutting it close to the roller post will remove the 


“head” of the rivet and allow simple removal of the staff. 


Figure 9 (lower right). When the operation of cutting 
out the balance seat is properly done, the seat will come 


out as a ring and the remainder of the staff will look 


like A. 
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Figure 7. A balance staff is really a rivet with upper and 
lower prutruberances as shown in C. To remove such a 
staff, it is better to remove the head of the rivet or the 


balance seat rather than to force the rivet outward or 


remove the riveted-over section. 














| Figure 10. Should the staff still be tight after cutting out 


the balance seat, place the balance in the staking set as 
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shown and press down lightly on the pivot punch. 
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WORKSHOP 


QUESTIONS 


TIFFANY ELECTRIC CLOCK: What 
volt battery is needed for elec- 
tric clocks made by the Tiffany 
Electric Clock Mfg. Co.? The 
clock we have for repair is 
shaped like a 400-day clock with 
similar pendulum. — Ballew 
Jewelers, Freehold, N. J. 


Answer: The Tiffany (Never- 
wind) clock uses two ordinary 
flashlight batteries. The pen- 
dulum weights are much heavier 
than those of the 400-day clock 
and the motion is much greater. 
Make certain that the contacts 
at the top of the clock are clean 
and without oil. 

* * * 
SOLUTION FOR SONBLASTER? I 
have 2 Narda Sonblaster with a 
one-gallon tank. What kind of 
solution do you use for cleaning 
diamond rings ?—Robert Okorn, 
Pueblo, Colo. 


Answer: Try Toluene, am- 
monia and soap, or a warm so- 
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lution of four ounces acetone, 
six ounces of alcohol, eight 
ounces of ammonia and ten 
ounces of water. A commercial 
solution to use on jewelry and 
diamonds is Aparex. 
* ca * 

ON INSPECTIONS: I have become 
interested in watch repairs. 
While I can take apart and put 
the watch together, what basic 
adjustments should be made to 
the watch? Another question: 
When a person brings in a watch 
for repair what are the basic in- 
spection points that should be 
made so that I can advise a cus- 
tomer what I will charge for the 
work? — Frank Krysiak, New- 
ark, N. J. 


Answer: After the watch is 
assembled one should first in- 
spect the balance motion. It 
should have at least a turn and 
a half or three quarter turn in 
each direction. Also inspect the 
hairspring. It should “breathe” 
evenly in all directions if it is 
an overcoil; if it is flat, it should 
not veer too much to one side. 
The spring should neither be 
cupped upward nor dished down- 
ward but vibrate in an even, 
flat, healthy tempo. The hair- 
spring should vibrate equally 
between the regulator pins and 
not too much distance should be 
between the regulator pins. On 
the other hand, the regulator 
should not pinch the spring so 
that it may buckle if the regu- 
lator is moved. Check all bridge 
and plate screws to see if they 
are tight. Check all other screws 
(a loose screw causes stoppages 
that can baffle even good watch- 
makers). 

Next test the balance end- 
shake by pressing lightly down 
on the balance bridge with 
a piece of pegwood. If the 
balance stops with only light 
pressure, this might indicate 
that when the case is closed the 
endshake will disappear and the 
watch may stop. In such event, 
increase the endshake by bend- 
ing the balance bridge slightly 
or reducing the length of the 


pivots; at the same time cut 
back on the pivot so that the 
cone of the pivot does not jam 
into the hole jewel. If the end- 
shake is excessive the watch may 
overbank or not keep good time. 

Examine the condition of the 
oil through the cap jewels and 
make sure the dot of oil is cen- 
tered in the cap jewel. If it isn’t 
it indicates that the cap is not 
on at right angles to the axis 
of the staff and too much oil 
will spill over. Blot up excessive 
oil with a pegwood point (oil 
that has spilled can only be 
cleaned by taking the section 
apart and doing it over again). 

Next check the escapement. 
The freedom of the guard finger 
should be inspected to see that 
the safety action is operative. 
Test this by moving the fork 
away from the banking pin from 
each of the pins. See that it 
moves an equal distance and that 
the escape tooth does not enter 
upon the lifting surface of the 
pallet jewel. If it does, it is an 
indication that the guard finger 
is too short. If the shakers are 
unequal, the guard finger may 
be bent. 

Test the corner slot freedom, 
by pressing down on the pallet 
arbor to slow the fork action. 
Move the balance manually and 
observe the escape tooth during 
this trial. The balance should 
be able to leave the fork slot 
while the escape tooth is still a 
bit on the pallet jewel but ready 
to drop off. If it does not, then 
the fork is probably too long and 
the roller jewel must fight its 
way out of the fork after the 
escape tooth has done its work. 
Try this test on both pallet 
jewels. If this is unequal, then 
it is an indication that the fork 
is “bent.” 

Inspection for repair esti- 
mates should be done in this or- 
der: the winding, dial and 
hands, case and strap glass and 
all external parts. Then open the 
watch and observe the balance 
staff, pallet jewels, all other vis- 
ible jewels, condition of the oil 
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ULTRASONIC CLEANING 


by the 


nationally acclaimed, 


magneto-strictive, 





method 





Complete in one Cabinet, 81% x 13” (Not an attachment) 


CLEANS, RINSES, DRIES— ONE OR SEVERAL WATCHES AND PARTS AT ONE TIME 


See and try the entire 


Fast, — Thorough, — Safe W atchMaster Line 


Tape and Drum WatchMasters 


- 
« 








Reaches even the smallest, most remote recesses 
Magnetizable chips can’t recirculate in solution 


Rarely need watch train be completely taken apart 





Engineered and manufactured in our own plant 





Fully guaranteed and backed by more 


than 20 years experience in producing Elimag (Demagnetizer] Pivot-Master — 
ae for straightening and 
electronic instruments for watchmakers. la en es 





American Time Products, Inc. 
580 Fifth Ave., New York 36, N.Y. 


Gentlemen,—Without obligation, please arrange to 
demonstrate at my bench, the instruments checked. 


[] Cleaner [] Tape WatchMaster [] Drum WatchMaster 


American Time Products, => Gtene Ch Peeabhbaaied 
Inc. ne 
580 Fifth Ave., New York 36, N.Y. Store 
Address 
City, State 
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your 
polishing, 
plating, 


lacquering 


problems 


ata price! 


Solving your polishing, 
plating, and lacquering 
problems need not cost 
more money. 


At Micro Plating, our 
Polishing and Lacquering 
Department has devised 
methods of increasing 
quality of this work with- 
out increasing costs. 


A telephone call will 
bring our representative to 
you to discuss your prod- 
uct and give you an accu- 
rate estimate. 


MICRO PLATING 


CORP. 


43 W. 13th St. « New York 11, N.Y. 


AL 5-1850 





WORKSHOP (continued) 


and cleanliness of the movement. 

For professional advice in the 
Newark area, contact Bert Hay- 
enga of Nebitt Terrace, Irving- 
ton, N. J., who is an officer of 
the State Watchmakers Associ- 
ation and an official of the Hor- 
ological Institute of America. 
He will be willing to help you. 
Join a local watchmakers society 
for mutual help and current 
ideas. 

ok 2K ok 

ANY “ALL ABOUT’ DYNAMITE? 
We would like to compile some 
facts about watch care and re- 
pairing in order to explode some 
misconceptions our customers 
have about watches. Several 
years ago there was some such 
compilation. — A. Helfogtt, 
Northland Watch & Clock Re- 
pair, Detroit, Mich. 


Answer: The facts you inquire 
about have appeared from time 
to time in various trade journals 
and consumer magazines. Per- 
haps you might be thinking of 
the article this writer wrote for 
The Readers Digest in 1952. It is 
still being sold as reprints and is 
available from them at a nom- 
inal cost. You might contact the 
larger watch importers or man- 
ufacturers who always have 
booklets of this type available. 
If you don’t get satisfactory re- 
sults, prepare an outline of ex- 
actly what you want and perhaps 
we might be able to help you 


further. 
1 Hk ak 


MORE MYSTERY: An added com- 
ment on the “mystery clock’: 
I have such a clock which I 
made about six years ago at my 
store in Idaho Falls, Idaho. I 
had heard of such a clock but 
never saw one or knew how they 
worked. After some experiment- 
ing, | came up with one prac- 
tically the same as the one you 
have described. I used two good 
1014 ligne movements mounted 
in tins at the ends of the stems 
and set the works so that the 


stem comes fiush to the edge 
and through a hole in the tin. 
A small screwdriver is used to 
wind the watch. I used two 
types of mounts for the hands. 
Each hand has its own piping 
and operates individually, to 
avoid friction at any time. The 
one mount was glass, with the 
shaft or axis set in the center 
and gilt numerals around. The 
other had the shaft mounted on- 
to a suction cup. Thus I! could 
stick the hands any place. 

One trick I used was to stick 
the hands in the center of my 
window. I did this at graduation 
time. With the hands on the 
window I drew two circles. One 
for the minute hand and the 
other for the hour hand and I 
divided them into the number 
of boy and girl graduates from 
the local high school. I had the 
students come in and place their 
names on the place they thought 
the hand would stop. The lucky 
students at whose names the 
hands stopped were given $50 
watches. The attraction was the 
hit of the town and one of my 
best promotions.—L. Lawrence 
Ward, Fall Brook, Calif. 

* K ok 
AN OLD CHIMER: Enclosed is a 
photo of the under-dial side of 


a chiming watch we have for 
repair. Can you tell us anything 
about its age and origin? — 
Jacoway Jewelers, Fort Payne, 
Ala. 


Answer: Your photos show a 
good quality minute repeater 
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Vibrograf is a product of The Universal Escapement 
Ltd., La Chaux-de-Fonds, Switzerland, manufacturers 
of the world-famous incabloc 


See it at the shows: New York Booth No. 58 
Los Angeles Booth No. 39 
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The VS-390 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 


The simplest, fastest and most economical machine to operate 
The most versatile microphone for every application 
The one machine with unfailing accuracy under all conditions 


Vibrograf is used in the finest schools of watchmaking and 
used as an example in the great textbooks of horology 


Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 


Vibrograf Corporation, 730 Fifth Avenue, New York 19, N.Y. 


C7) Arrange a demonstration at my work bench a Please send additional! information 
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ADDRESS 








CITY 








NYE’S “2 OILS 


The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw o 


1844 


since 


New Bedford 





Write for 





Information on 


Classified Ads 


to | 


JC-K, Chestnut & 56th Sts. 


Phila. 39, Pa. 
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WORKSHOP (continued) 


made about 1912 or later in 
Switzerland. This date is derived 
from observation of the wind- 
ing wheels, plate finish, hair- 
spring stud and other features. 
Minute repeaters at that time 
sold from $600. However, you 
should not construe this to be 
the worth of your watch since 
it is old, but not old enough to 
be a rarity. 
2K eo * 

GRANDPA’S WORTH: We _ were 
asked to give an appraisal on 
a wooden movement in a grand- 
father’s clock that appears to 
be quite old. How would you go 
about determining the value of 
an antique today ?—B. H. Schu- 
macher, Eureka, IIl. 


Answer: There were thou- 
sands of such clocks made in 
the first third of the 19th Cen- 
tury. Many of them are still 
about and not considered rare 
at all. Others are collectors’ 


items because they were made 
by a famous maker or have some 
unusual feature on them. With- 
out the name or a good look at 
the clock, I cannot tell you 
whether it is rare or not. Here 
is the name of the nearest mem- 
ber of the National Association 
of Watch and Clock Collectors 
whose particular interest might 
be early America clocks: Frank 
A. Stewart of 4104 Hawthorne 
Pl., Peoria, Ill. 


* * * 


OF ROLLER AND POSTS: I have had 
to make a staff for an old watch 
and after matching all the di- 
mensions of the old one I find 
that the double roller is loose on 
the roller post. I know that I 
should have tried the roller first, 
but is there an acceptable meth- 
od of making such a roller fit to 
the post?—J. D. Wayne, Valley 
Spring, Ill. 


Answer: To make the roller 
fit without damaging it, put a 
paste of rough emery or oil- 
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many advantages of 


Tartar 
8 a gg A 
SELF-LUBRICATING MAINSPRINGS 


ge cent aeons OP ® 


te xe =X Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 


sending one Nivastar envelope to gy 


HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Square Sta., New York 10, N. Y 


This FREE counter display in 
color tells your customers the 


repair business. 
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It helps your 


You give 
more and 
you get 
more. 








BY 


HARRY K. HEIDEMANN 
AUCTIONEER 


JUDICIAL ADVERTISEMENT 


BANKRUPTCY AUCTION SALE 


$50,000 diamonds, and diamond rings 
at auction on Thursday, Sept. 11th, 
1958, at 11 A.M., on premises, 1135 St. 
Mary Street, New Orleans, La. 

In re: Robert Levin bankrupt by virtue 
of an order by the Hon. E. E. Talbot, 
U. S. Referee in Bankruptcy, as per in- 
ventory on file. 

Note: To be sold in 40 individual lots 
then offered in bulk adjudicated to the 
highest bidder. Bidder may examine 
goods Monday, Tuesday, and Wednes- 
day before sale. For information, write 
or wire: Ingard Johannesen, Trustee, 
$01 National Bank of Commerce Bldg.. 
New Orleans, La. 


HARRY K. HEIDEMANN, AUCTIONEER 


1135 ST. MARY STREET 


NEW ORLEANS, LA. 
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WATCH REPAIR 


Dependable » Fast * Economical 
Over ao Quarter-Century 
of Service 
a 
Wetches Insured and Safequorded 
in Holmes-Protected Vaults 
S 
All Work Watchmoaster-Tested 
. 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


New York 36, N. Y. 


48 West 48th Street. 
Plaza 7-1740 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C 
Students may enroll at any time of the year 








Peoria, Ill. 











Greompachle 


Cases. We make coil 
BECKER-HECKMAN sisi 






29 East Madison Street, Chicago 2, Illinois 









ACON WATCH CROWN spo: 


50 Eldridge St., New York 2, N. Y. 
Manvlacturers of Gold Filled Crowes 
Complete line including weterprools 

through Wholesalers & Jobbers 
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_of its manufacturer, is made by | 
_Lador, S.A., Ste-Croix, Switzer- | 
It is roughly 17x18 mil-| 
has 12 sonar blades | 


crown. 


stone powder into the hole in 
the roller and drive it on the 
staff. The granules of powder 
will serve as a jamming agent 
between the walls of the roller 
post and the roller hole. 
certain that you wash the unit 
out carefully so that none but 


Make | 





the tightest granules remain | 


lodged to secure the roller. | 


Otherwise some might become 


loose and get into the working | 


parts and create wear. This 
method 
when the next staff is inserted, 
the character of the roller will 


not have changed at all. 


* * * 


is workman-like and _ 


MUSICAL MECHANISM: I am pat- | 


enting a jewelry novelty which 
requires a very 
mechanism. 


small musical | 
I have seen some | 


that are in key chains and even | 


one on a cufflink. 
Do you 


I want some-| 
thing even smaller. 


know of any and where can | | 


get them? — Name _ withheld, 


Texarkana, Ark. 


Answer: The smallest and 
lightest musical movement in 
the world, according to the claim 


land. 
limeters, 
and winds watch 


by small 


* * * 


| PRICE OF GOLD: The U. S. quoted 
' price for gold, I believe, is $35 
'an ounce. Is that the price the 
|U. S. Mint pays to shippers of 


scrap gold less the assay and 
other charges to reduce to 24K 


gold?—Broadway Time Shop, | 


_ Detroit, Mich. 


Answer: The Assay Office 


| pays the standard price of $35 


per troy ounce of fine gold, less 
refining charges. However, if 


there is a considerable amount | 


of platinum or silver present, it 


'might be advisable to have the 
_ refining done privately since the 


Assay Office does not pay for 
these metals. 








animal grease 
cheaper but not so effective). 
hand polishing, your Security 
springs are hand finished, oiled and 
sealed in moistureproof aluminum foil. 
Recognized as finest by watch- 


makere for over 30 years. 


No. 21 
Popular Sizes ...... 


No. 21'4—!/fa Gross “st Each of 72 Nos.) 
Most Popular Sizes .... . | 


SECURITY 


the 





MAIN SPRINGS 


for Swiss Watches 





ARE MADE BETTER 


Security Mainsprings are handmade of 
finest Swedish steel . . 
heated in charcoal, and tempered in 
(other methods are 


. cold rolled, 


After 
Main- 


In the “Card Indexed” File Cabinet 
—I! Gross (1 Each of 144 Nos.) 


. $42.60 


28.10 


No. 24!,—!/, Gross (For American 
Watches) Popular Sizes 


28.60 


Order from Your Newall Jobber. 














John J. 
Bowman 
Director 


SINCE 1877 


Bowman Tech. School 


Courses in Watchmaking, 


Engraving, Jewelry Repairing 


You can enter anytime. 


Mr. Jeweler: You should encourage young men 
to take this training. We never have enough 
graduates to supply the demand. 


Send for free Catalogue 


"Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 





Courses Approved for 
Veterans & State Rehabilitation 
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LIFE-TIME 
MAINSPRING 


by BOREL 








JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 






Write for full 
information & 
free samples 




































5 heffield | success sTORY 


gives you the . 


most promotable watch | oie worns. 


in 


“T 
Use 
JC-K 
Want Ads” 








ACTUAL SIZE 





“DIANA” a ™" 

iiseiliedli nous | =, There's a classification for every need: 
famous SHEFFIELD ® 

best-selling watches <a AA 
NOERS 88S ee, le @® HelpWanted @ SideLines @ For Sale 
beautiful fashion watch — : 

now in six high-fashion colors i : " 
i caked pata teaches Glaies ® Situations Wanted ®@ Business Oppor- 
Golden Color, Ruby Red, Silver Tone, Dove Grey, 
Mink Brown. Promote it as a perfect travel watch... tunities @ Watch Work and Repairs 
easy to see... easy to wear... the bracelet snaps back 
to make a bed-side travel clock. Imported time-piece, 
set in one inch wide bracelet of non-tarnishable 


metal, safety chain, anti-magnetic...shock-resistant. Write: JC-K Want-Ads 


A superb price...retails for only $15.95 plus tax! 


Write for details today. Chestnut and 56th Sts. 


Si Hiold Philadelphia 39, Pa. 


663 Fifth Avenue, New York 22, N.Y. | 
See us in Booth 126, New York-RJA Show at Waldorf-Astoria Hotel—Aug. 10-14 
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CLASSIFIED A 


RATES AND REGULATIONS 


DS 


Remittance in Advance 


“SITUATION WANTED"—-Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 








_ 


ENGRAVER desires position in Arizona: 
address, “D., 4391,” care of JC-K. 


—— = = 


CERTIFIED master watchmaker, desires 
position of responsibility; capable of 
taking charge: 24 years’ experience: 
references ; address “C., 4385,” care of 
JC-K., 


_ TC 


WATCHMAKER: Swiss, 306, 
wide experience: wishes 
Florida or Puerto Rico: 
4275," care of JC-K. 


married : 
position § in 
address “M., 


MANAGER salesman or asst. manager: 
desires connection with good organiza- 
tion; 32 years in all phases of jewelry 
and credit operations: married. late 
40's; address ““W., 4397,” care of JC-K. 


PACKAGING consultant-salesman: ring, 
watch, miscellaneous jewelry gift boxes: 
strong national following: full time 
draw vs. commissions; state your terri- 
tory; address “S., 4398,” care of JC-K. 


—_— 


JEWELER: 12 years’ experience on 
stamped platinum, light handmade gold 
specials and some repairing: wishes 


position ; moderate salary: address 


*429,”"" care of JC-K 


ASSEMBLING; jeweler 14 years’ bench 
experience on gold, silver, platinum 
jewelry; would like assembling work 
in small lots to be done in own shop: 
address “G., 4404,’ care of JC-K. 





CREATIVE diamond jewelry salesman: 
one of the nation’s best: available bet- 
ter class time payment store: in his 
early fifties; confidential; address “S., 
4393," care of JC-K. 





WATCHMAKER:; good mechanic: over 11 
years fine store experience ; take charge 
repairs, sales; New York City, Long 
Island, Suburbs; references: address 
*S., 4387,” care of JC-K. 


DIAMOND SALESMAN: 30 years activ- 
ity: wholesale and retail following: 
New York City, Midwest, East and 
South: volume man for important firm: 
address “S., 427,” care of JC-K. 


CERTIFIED Gemologist, registered jewel- 
er; American Gem Society: age 36: ag- 
gressive salesman; thoroughly experi- 
enced in all phases of jewelry business 
address “H., 4382,” care of JC-K. 


SALES ENGINEER available: reputable 
retail promoters or liquidators: immea- 
surably qualified: middle age familys 
man: travel extensively: Manhattan 
vicinity resident: bondable: address 
“S., 4392.” care of JC-K. 


> 


YOUNG salesman, experienced, seeks con- 
nections with manufacturer of fine line 
of 14K jewelry to be sold to retailers 
in Northeastern = _ states: references : 
Moses Venus, %9-72 66 Road, Forest 


Hills 74, L. I. New York. 


MANAGER: heavy experience: aggres- 
sive, broad-minded; good-will creator, 
fully appreciative voluminous credits, 
collections, diamond promotions, dis- 
plays, advertising, personnel: address 
“J., 4388,” care of JC-K. 


WATCHMAKER, engraver, clockmaker, 
jeweler, 25 years’ experience in finest 
stores; Bowman graduate; buying and 
sales experience: 10 years’ self-em- 
ployed; write Philip W. Stifnagle, Box 
245, Berwick, Pa. 





DIAMOND buyer and assorter: 25 years’ 
experience capable knowledge of loose 
and mounted diamonds, wishes to con- 
nect with established reputable firm: 
best references; also retail experience : 
address “W., 426,” care of JC-K. 





DIAMOND BUYER and assorter; over 25 
years in positions of complete trust 
in merchandising and production of 
mounted merchandise, control and build- 
ing of salesman’s lines; finest refer- 
ences ; address “F., 422,” care of JC-K. 
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AVAILABLE immediately ; credit jewelry 
store manager, thoroughly experienced 
in every phase of successful operation: 
excellent references; twenty years with 
one firm; South or West preferred; 
write “G., 4357.” care of JC-K. 


MAN FRIDAY; 10 years’ experience with 
national advertised diamond watch 
firm; showroom sales; capable of super- 
vising production, office, bookkeeping, 
correspondence; address “B., 415," care 
of JC-K. 


DEPENDABLE; precious jewelry sales- 
man, available Manhattan or North 
Jersey retailers serving better class 
trade: weekly salary $150: age 52: 
bondable: address “S., 4336," care of 
JC-K, 


DIAMOND buyer and assorter; 15 years’ 
experience ; capable knowledge of loose 
and mounted diamonds; wishes to con- 
nect with established, reputable firm 
best references; address “C., 3554,” 
care of JC-K. 


NATIONALLY ACQUAINTED salesman: 
52: seeks briefcase line attractive com- 
petitively priced diamond rings; em- 
ployed now prominent store Manhattan 
area : $12,000 draw: address “S., 4291,” 
care of JC-K. 


TOP manager for fifteen years; an- 
nual volume one million; with larg- 
est chain in East; the know how 
in producing; complete summary 
on inquiry; available August; ad- 
dress, “F, 4165,” care of JC-K. 


SALESMINDED credit manager: collec- 
tion specialist: enviable knowledge re- 
tail jewelry business: location prefer 
ence Newark, Elizabeth, East Orange, 
Rloomfield, Passaic or Paterson ad- 
dress “S., 4366," care of JC-K 


‘AREER position desired; young man, 
capable, diversified background; pro- 
duction control, purchasing, inventory, 
personnel; manufacture diamond mount- 
ings: good appearance, adaptability, 
personality: address “B., 4394,” care 
of JC-K. 


MANAGER: married, age 48; 20 years 
experience in all phases of store manu- 
facturing operation, credit, display, sty!- 
ing: European training in _ creative 
sales: references: bondable, relocate 
for steady position: address “L., 4550, 
care of JC-K. 


MANAGER-salesmen i5 years seasoned 
experience; cash, credit, discount op- 
erations: emphasis diamonds, watches, 
merchandise promotions: see me when 
in New York for jewelry show—Phone 
Hv 5-6219 or write “L., 4381,” care of 
JC-K. 


MASTER WATCHMAKER:; 39 years’ ex- 
perience: neat in appearance and hab- 
its: master for many years on Patek’'s, 
Vacheron, Marine Chronometers, etc 
experienced capable store supervisor ; 
available immediately; P. O. Box 796, 
Mobile, Ala. 


YOUNG, experienced jeweler, diamond 
setter. engraver, etc.: 10 years trade 
shop experience; desires to _ relocate 
Midwest or Western area needing ser- 
vices of a trade. shop; will consider 
position with opportunity; address “G., 
$386," care of JC-K. 


MANAGER, aggressive salesman; well 


qualified in every phase of credit 
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jewelry busimess; presently em- 
ployed, married, earning $9,000; 
would like to relocate in the East, 
preferably District of Columbia; 
address, “R, 4378,’ care of JC-K. 





FEMALE: bookkeeper, full charge, execu- 
tive secretary, expert stenographer, 
rapid typist, many years’ experience 
assistant employer diamond jewelry 
stock records, inventory; trustworthy, 
ee: address “G., 378,” care of 

-K. 





RIGHT HAND MAN; jewelry merchan- 
diser, energetic, personable, 41 years 
young, married, presently employed ; 
10 years’ experience buying diamond 
rings, precious jewelry, credit jewelry 
chain; sales promotion; desires op- 
portunity: willing to relocate; finest 
references ; address “428,"" care of JC-K. 





RETAIL MGR; salesman, 36; family 
man; no frills or fancy stuff; just an 
honest, reliable guy with 12 years’ ex- 
perience in credit store operation; de- 
sires association with Boss who has 
same qualifications; currently employed 
in Northeast, but willing to re-locate; 
address “K., 4383," care of JC-K. 





LOS ANGELES: supervisor - manager, 
buyer, merchandiser, salesman: dia- 
monds, watches, silverware, jewelry: 
exceptional background qualifications; 
brilliant record sales producer top inde- 
pendent chain, major department stores ;: 
key man for ambitious organization: 
telephone DUnkirk 7-2865. 





CONTROLLER - EFFICIENCY EX- 
PERT CPA; 20 years experience in 
chain store operation, jewelry and 
furniture; all phases of inventory, 
control, expense saving, income 
producing, systems and procedures; 
just the man you need during these 
tough times; prefer San Francisco- 
Oakland area; address, “K, 4360,” 
eare of JC-K. 


Lines Wanted 





SIDE line of findings, gold sterling, silver 
and gold filled; experience with good 
following: 8 years traveling, New York 
through to North Carolina: address 
“M., 3083,” care of JC-K. 





SALESMA?, excellent following: best 
jewelry stores; Eastern territory, de- 
sires to represent direct importer, fine 
ee pearls; address “C., 423,”" care 
0 —~* . 





TEXAS, OKLAHOMA, LOUISIANA AND 
ARKANSAS representation available; 
write Tola Tumbleweeds, Southwestern 
Jewelry Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
1710 Jackson St., Dallas, Texas. 





ESTABLISHED Manufacturers represen- 
tative with powerful line, has opening 
for additional line; travel Midwest & 
South to wholesale jewelers & material 
jobbers ; references; address “‘O., 4318,” 
care of JC-K. 





EXPERIENCED SALESMAN; top re- 
tail following, Boston to Washing- 
ton including New York, Metropoli- 
tan area; interested short exclusive 
ISK jewelry line; reputable firms; 
address, “K, 4369,” care of JC-K. 











PROGRESSIVE CoO. servicing jewelers 
and gift stores across Canada, requires 
additional lines; present accounts in- 
clude all leading retail and depart- 
mental stores; istributor, jobber or 
agent basis considered; address ‘“W.., 
4403,” care of JC-K. 


nem rE 
Side Lines 





MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following; commission basis; ad- 
dress “K., 3560,” care of JC-K. 





SALESMEN selling to jewelry stores, de- 
partment stores, gift shops, etc.; sell 
jewelry displays as a side line; top 
commissions; address “P., 4363,” care 
of JC-K. 





SALESMAN ; for East or Midwest terri- 
tory; to carry 14K charms, bracelets 
and Gents ring line for manufacturer ; 
Charmant Jewelry Co., 93 Nassau St., 
New York, N. Y 





SALESMEN wanted by a manufacturer 
of an extensive quality line of 14K 

__jJadies’ ring mountings; one for Mid- 
“West and one for the Pacific Coast; 
address “R., 4361,” care of JC-K. 





SALESMAN to represent a manufacturer 
with wedding rings as a side line, on 
commission basis; quick selling product; 
state territory; write in detail; address 
“S., 4376,” care of JC-K. 





SALESMAN on 0»platinum mountings, 
brooches, bracelets, necklaces, earrings, 
watch attachments, watch cases, watch 
bracelets; also small line of mounted 
goods, for the South and Coast; ad- 
dress “R., 4122,” care of JC-K. 





SALESMAN with following in New En- 
gland to sell our own trademark line 
of beautifully packaged, gold filled and 
sterling silver costume jewelry; com- 
mission. Bert Marks Co., 131 Washing- 
ton St., Providence, R. 





TRAVELING salesman wanted to carry 
our line; ladies’ and men’s gold birth- 
stone rings and 14K crosses to jobbers 
and chain stores; commission; for Pa- 
cific Coast; man for Chicago; address 
“C., 4323,” care of JC-K. 





OUR LINE consists of mailing pieces, 
Dollar day specials, account open- 
ers for the Credit Jeweler; big 
money possibilities; commission 
basis; exclusive territory; address, 


“W., 4368,”’ care of JC-K. 





SALESMAN, for prestige watch line, 
with retail jeweler following; two 
choice territories available (1) New 
Jersey & Penna. (2) South; better 
than average draw; give particulars 
first letter; replies confidential; ad- 
dress, “F, 4350,” care of JC-K. 





SALESMAN with established territory to 
the retail jewelry stores to carry our 
general line of 14K ladies’ and gents’ 
stone rings, dinner rings, cuff links, 
crosses, in 14K; drawing against com- 
mission; address “C., 4347,” care of 
JC-K. 








WANTED: manufacturers’ agents to sell 
Service Award Emblematic jewelry to 
industrial firms; unlimited year-round 
potential; also, business gift sales for 
plus earnings; oldest established jewel- 
ry firm in this line; give full particu- 
lars; address “E., 4274,” care of JC-K. 





LEADING MANUFACTURER of com- 
plete jewelry box line in plastics, 
velvets, etc.; outstanding for qual- 
ity and style, has territories open 
for sales to chain stores, jobbers 
and better retailers; steady com- 
missions; The Alsten Co., 71 Jeffer- 
son Ave., Jersey City, N. J. 





SALESMEN for unusual Side Line—The 
Silver Shower Umbrella Franchise; 
must have following in the finer stores 
handling sterling flatware ; commissions 
also paid on annual renewals; address 
Jewelers Consultants, Inc., 3502 Taney 
Rd., Baltimore 15, Md., or can be inter- 
viewed at ANRJA Waldorf show room 
989. 





TOP MEN with proven sales records 
to sell the finest lire of quality 
leather watch bands in the country 
to A-l jewelers and department 
stores; outstandng companion line; 
complete but compact; expansion 
and new ideas allow us to offer 
choice territories to real salesmen 
on a liberal commission basis; state 
full details in first letter. Address, 
S., 3544,” eare of JC-K. 


nen remem sean 
Help Wanted 





JEWELER on gold and platinum also 
capable to supervise: a fine opportu- 
nity; address “S., 4375,” care of JC-K. 





EXPERIENCED WATCHMAKER to 
work in an old established store in the 
Southwest: address “H., 4279,” care of 
JIc-K. 





SALESMAN: retail store, cash-credit, 
thoroughly experienced ; opportunity for 
ambitious man; good salary; Madow’s, 
263 E. Fordham Rd., Bronx 58, N. Y. 





CREDIT and collection man, under forty, 
with jewelry selling experience for store 
30 miles from Detroit; top salary and 
excellent opportunity; address “D., 
4400,” care of JC-K. 








DIAMOND importer seeks young veteran 
to train for sorting and local selling of 
loose fancy diamonds; diamond setting 
or similar experience helpful; address 
“M., 4390,” care of JC-K. 





MANUFACTURER wants salesman for a 
high price custom jewelry line for the 
better jewelry and department stores: 
could be side line; high commission; all 
territories open; address “C., 4338,” 
eare of JC-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter; address ‘“‘R., 2165,"" care 
of JC-K. 
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LARGE retail jewelry chain offers won- 
derful opportunity to ambitious young 
men to join Managers Training Pro- 
gram; good starting salary. Write 
Melvin R. Rudolph, Rudolph’s, 541 S. 
Clinton St., Syracuse 1, N. Y. 








TWO jewelers; air conditioned shop 
in Florida; will consider semi-re- 
tired; 60%; plenty of good quality 
work; give reference and qualifica- 
tions; J. W. Bourne, 402 Hall 
Building, St. Petersburg. 





WELL KNOWN costume jewelry manu- 
facturer, established territory has open- 
ings for Fall season; sales representa- 
tives with following; jewelry and spe- 
cialty stores; Lllinois, Indiana, Michi- 
gan; highest commission; address “A., 
4206,” care of JC- 








SALESMAN for progressive retail jewelry 
chain in South; must be manager po- 
tential; please furnish inexpensive 
photo not to be returned and experience, 
earnings, draft status and age in first 
re & address “M., 4358,” care of 

C-K. 





DIAMOND salesmen wanted; only ex- 
perienced men with good following 
among jewelry manufacturers, ring 
manufacturers and watch houses 
should apply; several choice ter- 
ritories open; address, “K, 4389,” 
eare of JC-K. 





SALESMEN for Southern territory; 
America’s finest, largest and best 
known line of Scarab jewelry, disc 
jewelry and _ identification brace- 
lets; established accounts; drawing; 
Admark, 714 Sansom St., Phila. 6, 
Penna. 





SALESMAN; aggressive, ambitious, ex- 
perienced salesman, represent promi- 
nent jewelry box manufacturer; sell re- 
tail jewelers Western New York State, 
parts Penna, Ohio; acquaintance retail 
jewelers desirable; commission basis, 
drawing account; replies confidential: 
address “W., 4377,” care of JC-K. 





AVAILABLE NOW; complete line of the 
highest grade by manufacturer of 14K, 
sterling silver and gold-filled jewelry 
consisting of charms, bracelets, ear- 
rings, brooches, men’s jewelry, etc., for 
the Eastern coast; fine opportunity for 
the right man; address “C., 4332,” care 
of JC-K. 





SALESMAN -MANAGER: volume credit 
store has position for dynamic top man 
to assist owner in store functions: ad- 
vise past business responsibilities, sal- 
ary desired; family and availability 
first letter; Norman Gordon, 515 Cra- 
vens Building, Oklahoma City, Okla- 
homa. 





RETAIL salesman with well rounded ex- 
perience for high type Wisconsin Credit 
jewelry store; splendid opportunity for 
nice appearing, personable, top flight 
salesman; include references, picture, 
salary desired, experience and other de- 
tails in first letter; address “G., 4331,” 
care of JC-K. 





WEST COAST SALESMAN for qual- 
ity watch line with retail jeweler 
following; very good draw; excep- 
tional opportunity for the right man 
to join a top-line company; full 

particulars first letter; replies con- 

fidential; address, “F, 4371,” care 
of JC-K. 











WATCHMAKER, quality workmanship 
and character important, for two year 
old store in fastest growing area in the 
United States; ideal climate and work- 
ing conditions; owner is watchmaker 
and jeweler; write education, experi- 
ence, references; Box 746, Winter Park, 
Florida. 





EXPERIENCED diamond and watch 
salesman for retail store, under 60 
years of age and in A-1 physical condi- 
tion; salary open from $100.00 to 
$150.00 per week, depending on ability ; 
include recent photograph and refer- 
ences; all replies confidential; Roger & 
Co., 1 N. Lilinois St., Indianapolis, Ind., 
Att’n. J. Blickman. 





SALESMAN wanted; Busch & Sons, estab- 
lished 1880, with stores in New Jersey 
and Texas, has openings for alert ag- 
gressive and hard working salesman; 
future unlimited as I am the sole owner 
and my key men are getting along in 
years; phone, collect or write; George 
Busch, 875 Broad St., Newark; Orange, 
N. J. 5-6303; Bushkill, N. J. 1-6681. 





SALESMEN: Nationally known dia- 
mond ring mfg. with extensive fol- 
lowing adding to the sales force, 
requires two salesmen for South 
and West Coast; experience re- 
quired; may reside in territory; 
small non-conflicting line permiss- 
ible; address, “F, 4365,” care of 
JC-K. 





FOREMAN for SPECIAL ORDER and 
Jewelry Repair Shop wanted by Ad- 
ler’s, New Orleans’ fine jewelers; 
knowledge of platinum special or- 
der and general repair work neces- 
sary; please state experience, qual- 
ifications and expectations; answer 
promptly; Adler’s, 722 Canal St., 
New Orleans, La. 





SALESMEN; two-—for non-competitive 
nationally known line of genuine Amber 
jewelry ; Illinois, Wisconsin, Minnesota, 
Iowa, Missouri; also New York includ- 
ing New York City, to Richmond, Vir- 
ginia; drawing against commission; 
furnish complete details in first letter; 
Amber Guild Ltd., Jackson Heights 70, 
my. tan oe ee 





AGGRESSIVE salesman with retail 
following, to handle most complete 
line of religious jewelry; competi- 
tively priced; territories available; 
West Coast, Maryland and D. C. 
area; many active accounts; cata- 
logue to enhance reorders; 1242% 
Commission; sideline permitted; ad- 


dress, “L, 4320,”’ care of JC-K. 





SALESMEN for old established dia- 
mond ring house; one for Southern 
territory and one for Mid-West; 
men with established retail follow- 
ing to combine with our following; 
resident of area desired; drawing 
against commission; give antece- 
dents in first letter; all information 
kept in strict confidence; address, 


“K, 4362,” care of JC-K. 





SALESMEN: Nationally known diamond 
ring house adding to our sales organi- 
zation; require salesmen for Southern 
territory, New England and Mid-Cen- 
tral states; men with established retail 
following only need apply; liberal com- 
missions, drawing against commission ; 
give thorough antecedents in first let- 
ter: all information kept in strict confi- 
dence; address “R., 4282,” care of JC-K. 





















WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 






































STORE MANAGER; thoroughly experi- 
enced to manage retail credit jewelry 
store in Middlewest doing over $200,000 
yearly volume; capable of handling all 
departments, including credit collec- 
tions, display and promotion; top sal- 
ary, plus bonus and commission; state 
details of previous experience; all re- 
plies confidential; address “R., 4406,” 
care of JC-K. 





——— 


SALES REPRESENTATIVES 
WANTED; certain excellent terri- 
tories are presently available where 
a diamond salesman would find re- 
warding returns representing this 
long established, aggressive and NA- 
TIONALLY KNOWN DIAMOND 
IMPORTER: in responding, give 
all relevant information, back - 
ground, etc., and address replies to 


“S, 4374,” care of JC-K. 





GORDON’S JEWELERS needs store 
managers; 47 stores in operation 
and opening 6 more this year; we 
offer top salary for right men, plus 
profit-sharing plan, paid vacations, 
free insurance and many other com- 
pany benefits; our steady growth 
means a secure future to good men; 
you must be willing to relocate as 
we have stores in Texas, Louisiana, 
Alabama, Arkansas, Tennessee, 
Florida and Mississippi; write at 
once, giving your age, experience 
and salary desired; enclose a recent 
snapshot; address letter to H. B. 
Gordon, 700 Stewart Building, 


Houston, Texas. 




















DIAMOND SALESMAN: exceptional op- 
portunity for experienced diamond 
salesman to sell complete delivery line 
of diamond rings and matched sets of 
exceptional styling and value, for a firm 
recognized for 80 years as one of the 
most respected diamond houses; along 
with dealer’s aids, advertising and gen- 
erous commissions, a lucrative proposi- 
tion is offered to a man who has estab- 
lished contacts and following among 
retail jewelers in and around areas of 
St. Louis, Omaha, Kansas City, Okla- 
homa City, Dallas, Minneapolis and 
who lives in their environs: write or 
telephone: Barnett Davis, Inc., Clark 
Bldg... Pittsburgh, Penna.; giving full 
details of ability, past association, ter- 
ritories: all replies confidential. 
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For Sale 


Stores, Stocks and Businesses 











































GOOD opportunity for Watchmaker: rent 






$100: good location, downtown Brook- 
lvn: 50 Clinton St., with stock $2500; 
Trinity 5-2242. 

















(Continued on page 252) 
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(C ontinued from page 251) 

GOOD WATCH repair business, jewelry 
& gift shop; widow wants to sell; write 
for information to, “B., 4395,”" care of 








JC-K 
TO SETTLE ESTATE, one of Western 
Penna.’s oldest, fine jewelry § stores, 


grossing $100,000 gael address “W.., 


4402,"" care of JC- 
JEWELRY STORE (county seat town) 
Southwest of Springfield, Ill; large 


trade area: ad- 


ideal for watc hmaker : 
dress “D.., , 


$224." care of JC-K 





CREDIT jewelry store; 100% location in 
downtown Los Angeles, Calif.; estab- 
lished 20 years; no percentage lease; 
national advertised lines; — ad- 
dress “M., 4372,” care of JC-K. 





WIDOW wishes to sell small jewelry store 


in County seat Town; established 40 
years: low rent; excellent opportunity 
for Watchmaker; Pitman’'s Jewelers, 


Carlisle, Ky. 


_— 





ESTABLISHED watch and clock repair 


store: excellent location on Madison 
Ave., N. Y. reasonable rent: fixtures, 
safe and lease: ad- 


account of illness : 


dress “C., 424,” care of JC-K 


JEWELRY store in small industrial South 
Carolina City: modern fixtures, low 
rent, perfect location; sold with or 
without inventory : terms arranged; ad- 
dress “W., 4384,"’ care of JC-K. 


modern jewelry 
location in Cen- 
city in Calif: 
inventory to 
ow ner 
4370.” 


WELL ESTABLISHED 
store: blonde fixtures: 
ter of fastest growing 
low overhead: will retake 
suit individual pocketbook ; 
wishes to retire: address “S., 

care of JC-K. 


ee ——— 


IOWA: 


modern jewelry store, only one in 
progressive ft. 


town; attractive 22 

front, room to expand: exc eptiona! 
Main Street location with 5 room apart- 
ment above; good repair business, clean 


stock and fixtures: $8700: Gerard P. 
Tam, 320 Walnut St., Ogden, lowa. 


——___$———_—«» 


ESTABLISHED JEWELRY STORE, 25 
years in Asheville, North Carolina: 
owner retiring on account of ill health: 
will sacrifice for quick sale: best re- 
pair business in City: small inventory : 
ideal for man and wife: address, Bain- 
bridge Jewelers, 6 Battery Park Ave., 
Asheville, N. C. 


PRESTIGE jewelry store: wealthy Ken- 
tucky location; draws quality trade 
hundreds of miles all directions: will 
sell for inventory of clean merchandise 
and equipment about $125,000: you 
should see this: Davis T. Bohon, Cen- 
tral Bank Bldg., Lexington, Ky.; Phone, 

3-1515. 


es - ——rma 


LEASED jewelry department for sale in 
Midwestern city of 100,000 population: 
leading department store in entire area, 
doing 5% million dollars annually; new 
fixtures, clean inventory, fine lines— 
Towle, Omega, Hamilton; $10,000 to 
$20,000 handles; will reduce inventory 
~ a address “G., 4396," care of 


CREDIT MEN—CREDIT WAN: 
credit store in 100% location: new fix- 
tures; $300,000 invested: will consider 
selling part interest to experienced man- 


volume 


ager; Midwest; if you are a top man, 
managing for a chain, have some 
money, this is the opportunity to go 


into ownership ; address “G., 4359,” 


eare of JC-K 


252 


for 














CREDIT JEWELRY STORE, 100% loca- 
tion; Main street heart East Texas oil- 
fields, Gladewater, Texas; established 
28 years, beautiful front, modern fix- 
tures, low rent; will remove ail inven- 
tory and accounts receivable: reason 
selling—other interests; contact Mrs. 
Maury Spiritus, owner, 135 E. Tyler 
tees Longview, Texas; phone, PLaza, 

45 








IN NEW ORLEANS: 
jeweler in La.; business for over 4 
years; wishes to retire; operating 2 
successful stores, one in business dis- 
trict and one in an attractive shopping 
center; last year’s volume over $331,- 
000 net, taxes deducted: will sacrifice : 
nice clean stock, excellent reputation 
and well rated; address “A., 4379,’ 
care of JC-K. 


well established 








Business Opportunities 





LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation . . . give your 
sale on commission basis the bene- 
fit of our 54 years experience and 





extensive organization. See ads 
below. 
SELL STORE? GORDON BROTH- 


ERS! Our reputation is your cer- 
tainty ... of maximum price, speed, 
reliability, facilities to meet indi- 
vidual needs. Oldest and largest 
eash buyers in the country. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St.. Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 





6748 No. Ashland; Briargate 
EXCELLENT OPPORTUNITY for expe- 


rienced jewelry engraver to set up own 


business in Phoenix, Arizona: contact, 
Langert Bros. Co., Goodrich Bldg., 
Phoenix, Ariz. 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 





AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. 


CONSULT Chase Jewelry Co., 29 E. Mad- 
ison St., Chicago, Ill; An. 3-5260: high- 
est prices paid for diamond rings and 
other jewelry stocks, we buy jewelry 
stores and surplus stocks; established 
1919. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 


tures; highest prices paid: bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 














SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 


to your advantage; bank and trade 
references. Write 54 Lispenard St., 
New York; telephone Canal 6-5233. 








BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 226, 





WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
_— wire or telephone Longacre 5- 
7388 





WANT TO RAISE CASH? Conduct a 
PROFESSIONAL FLAT OR AUC- 
TION SALE to bring you top dollar 
results through our 35 years of sales 
experience; Harry Schechter Sales 
Service, 2 W. 47th St... New York 36, 
N. Us 








FINE JEWELRY DEPARTMENT 
available to lease in large volume 
Department Store within New York 
City Metropolitan area; only quali- 
fied and financially responsible op- 
erators will be given consideration; 


address, “D. 4401,.”’ care of JC-K. 


I AM looking for an old established jewel- 
ry store with a good reputation; I am in 
the position to pay cash on the “barrel 
head” for a good going retail store; all 
correspondence wil! be treated with 
strict confidence ; reply to Herman Kim- 
mel, 141 N. County Rd., Palm Beach, 
Fla. 


A & G SALES CO., West’s leading 
jewelery liquidators will buy your 
store for cash or raise the cash you 
need by auction or any kind of a 
sale best suited for your store; no 
obligation; write, wire 96 Fremont 
Place, Los Angeles 5, Calif., phone 
Webster 8-1106. 


A PROFESSIONAL AUCTIONEER; 
est. 1920; authorized U, S. District 
Court, Detroit, Michigan; have con- 
ducted Auctions for good jewelers 
all over the U. S. A. and Canada; 
will call on you in person and talk 
over your problem at my expense, 
in the strictest confidence; refer- 
ence: Jewelers Trust Co. bank; no 
deal too large or small; Louis Len- 
hoff, America’s Ethical Auctioneer; 





10735 Lincoln Drive, Huntington 
Woods, Michigan. 
A MARTY MILES SALE guarantees 


quick action-cash profits: our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sales is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire. phone 
Marty Miles Sales Inc., 910 N.E. 136th 
Street, Miami, Florida; phone Plaza 
1-2885. 
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DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten vears alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 173 for addi- 


tional details. 
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Wanted to Purchase 








SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 


tails. 38 Bromfield St... Boston, 
Hancock 6-3233 
WANTED: Mahogany banjo clock: 21” 


long, Waltham: 4” diameter face, eagle 
on top; contact S. Buxton, 100 Rugby 
td., Brooklyn, N. Y. 


WATCH REPAIR & JEWELRY STORE: 
will buy immediately well established, 
good following: within 300 mile radius 
of Phila. all replies confidential: ad- 
dress “W., 4399,” care of JC-K. 


WILL PURCHASE small reputable store, 


suburban locality or small town, Los 
Angeles County; write giving details, 


rent, inventory, volume last year: ad- 
dress “S., 4364," care of JC-K. 


WE ARE interested in buying several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5,000 to 50,000 popula- 
tion; (2) must be cash type stores; 
(3) must have Sterling lines; (4) 
must have good reputation and be 


well established; Manning Watch & 
Jewelry Co., 580 Fifth Ave., New 
York, N. Y. 





SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street. Chicago, Illinois, Ran- 


dolph 6-7390. 





SPOT eash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques. 
lavallieres, chains, men’s or ladies’ 
set rings; anvthinge you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet: S. W. 
Hora. 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 








Watch Work, etc., for 
the Trade 








EXPERIENCE PAYS: 37 vears of watch 
service is yours when you send your 
watch repairs to Fredendalls, 3123 W. 
111 St., Chicago 43, Illinois. 


BOSTON, MASS.: expert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service, prices on request: mail 


orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 
FINE watch repairing for the trade: all 


work guaranteed for one year: 3 to 5 
days service: Watchmaster tested: rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Il. 


——$_—___-_—- - wa en 


RELIABLE trade watch repairing: excel- 
lent service, electronically timed, cased, 
polished, work guaranteed; reasonable 
prices; all watches insured; J. Caparo, 
16 E. Wood St., Norristown, Pa. 








course not-— 
course ; 
price 
Ave., 


LESSONS! Of 
repairs, of 
send for 
580 Fifth 


CHA-CHA 
guaranteed watch 
Watchmaster timing; 
list; Stan Weinstock, 
New York 36, N. Y. 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service: all watches timed, tested and 
guaranteed ; 25 years’ experience. 
Studio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, IIL. 


EXPERT WATCH REPAIRING — fast, 
guaranteed service; cleaning & over- 
hauling, $1.50; cleaning - mainspring, 
$2.50: cleaning-balance _ staff, 2.50: 
Precision Watch Repair Co., 6th 
Ave., New York, N. Y. 


S17 





GET MORE PROFIT from our top qual- 
ity watch repairing; send for our 
proven 3 Point Method of operation: 
send trial order to FRANK E. WOLF 
co... P. CO. Bem 22318 Pata. § Pa.: 
phone collect, Walnut 2-6767. 








Special Order Work and 
Repairs for the Trade 








JEWELRY repairing ; new mountings fur- 
nished ; diamond setting. Harold Jacob- 


son, 28 E. Madison St., Chicago 2, II! 


WHEELS & pinions cut; prompt and 
guaranteed service; estimates and price 
list on request: The Clock Shop, 108 
2nd St. S.W., Charlottesville, Va. 


DIAMONDS expertly recut; old miners 

and broken stones remade like new; 
weight loss kept to a minimum; 75 
years experience is your assurance of 
excellent craftmanship; estimates sub- 
mitted ;: bank references furnished; Dia- 
mond Merchandising Corporation, 551 
Fifth Ave., New York 17, N. Y. 


HIGH CLASS jewelry repairing, siz- 
ing, stone setting, new settings on 
old rings and half shanks, engrav- 
ing, pearl stringing; 35 years in 
same location; J. P. Schaefer, 613 
Holland Bldg., 211 N. 7th St., St. 


Louis, Mo, 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Regulations 


ALL ORDERS: CASH IN ADVANCE 



































Please check if box No. Wanted []) Name (Please Write Plainly) 
Enclosed is Check [] or Money Order []Street ...............0... 0c ccc cc cece City 
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Ad Gy Zrecluarem 


OF CUPID AND ST. NICK—STAR SALESMEN 

Soon, with the trade show at the Waldorf-Astoria, we 
will be knee-deep in December. From now on, Christ- 
mas will be our main thoughi, because our hopes for 
a profitable 1958 depend almost entirely on winning a 
profitable holiday business. We must start thinking 
Christmas in August because so much of our business 
is seasonal. 

But let’s not get so completely Christmas-minded that 
we overlook one vital part of our trade that certainly 
is not seasonal, That’s weddings. There have been sig- 
nificant changes recently in the timing of marriages. 
Ten years ago the preference was for the first half of 
the year. Now the pattern is just the opposite. More 
people choose to be married during the second half of 
the year than during the first half. 

JC-K has long kept a statistical eye on marriage 
trends, and we think that the following comparison will 
be of business value to every jeweler during the rest of 
this year. The column at the left shows the percentage 
of marriages by months as it used to be, a decade or 
more ago. The column at the right shows the percentage 
of marriages by months during the last three years. June 
and August lead both lists, of course, but there the 
resemblance stops. Just look at all the changes: 


1946-48 average 
June—11.8% 
August—9.8% 
May—9.4% 
September—8.9% 
April—8.2% May—8.4% 
October—8.0% July—8.2% 
July—7.8% October—8.2% 


November—7.8“% 


1955-57 average 
June—12.3% 
August—10.3% 
September—9.1 % 
December—8.4.% 


January—7.8% 


April— 1.89% 
January—6.5% 
February—6.5% 
March—6.3% 


November—7.8“ 
March—6.9% 

December—6.9“% 
February—6.6% 


These figures are worth careful study by everyone in 
the wedding business. There has been a trend away 
from marrying during the first five months of the year. 
There has been a trend towards marrying during the 
last seven months of the year. September has replaced 
May as the third most popular marriage month. And 
December, which used to be near the bottom of the list, 
is now tied with May for fourth most marriages. De- 
cember’s gain has been largely at the expense of Janu- 
ary. Thousands of couples now prefer to be married 
at Christmastime instead of after the first of the year. 


True, the marriage trend has been off this year—but. 
even so, 1,420,000 couples will be married during 1958. 
The Metropolitan Life Insurance Co. predicts an in- 
crease in the marriage rate as soon as economic condi- 
tions improve, and adds: “The upswing is expected to 
be particularly marked after the early 1960's, when the 
record number of postwar babies attain marriage age.” 

It’s more important now than ever before for jewelers 
to solidify their reputation as wedding headquarters 
and as bridal consultants. Because if this year’s wed- 
dings follow last year’s pattern, there will be more 
marriages during the second half of 1958 than there 
were during the first half. And because, in a year or 
so, weddings will become a bigger-than-ever business. 


To turn 1958 into a profitable year for your business. 
you are counting importantly on St. Nick. 
Don’t forget Cupid. Together, they can become a won- 


der-working team! 


lisilldd Vtheel 


EDITOR 
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New from Ronson... 


for dealers 
and sales personnel 





FOR 
YOUR SALES PEOPLE! 





FOR YOU! 














Cash bonus for each Ron- 
son CFL electric shaver, Lady 


Free goods! For multiple 
Sales of each product—Ronson 
CFL, Lady Ronson Deluxe or 








Ronson Deluxe or Ronson Hair 
Dryer they sell!* PM. tally cards Ronson Hair Dryer—you will 


with full instructions will be receive directly from Ronson 





distributed by your Ronson (not your distributor) more of 






supplier. Bonus payment will 
be made promptly by Ronson! 


these products free! 












*Cash bonus also applies to Ronson 
Varaflame and Butron Table Lighters. 


MAKER OF THE WORLD'S GREATEST LIGHTERS, ELECTRIC SHAVERS AND HAIR DRYERS 















PAUL REVER 


ém QNEIDACRAFT PREMIER STAINLESS 





Especially created to help you sell today's style-conscious customers 
.. pre-tested for top consumer acceptance. It's American-made, heavy- 
weight, finest quality stainless brushed to a gleaming satin finish. Avail- 
able in services for 4,6,8 or individual place settings. Contact your 


Oneida representative or authorized distributor now. 


* TRADEMARKS OF ONEIDA LTD. ONEIDA NY 


crafted by ONEIDA SILVERSMITHS 


makers of distinctive tableware 


Nature makes it carefree... Oneida makes it beautiful 
FOR FULL DETAIL E PA te TCO 





Shimelss hewily —— for 
lodays fractious Going! 


NEW SUCCESS-STORY PACKAGING 
For a limited time only, handsome Salem-maple finish compartment 
tray holds 16 pc. starter set... Retail $19.95; 24 pc. service for 6 

_. Retail $29.95; 52 pc. service for 8... Retail $59.95. And o new 
success-story display free with minimum orders. 





